TV Film Men 
Defy FCC Study 


Unit's Subpoenas 


Court Test of FCC 
Power to Force Quiz 
Replies Is Expected 


New York, May 3—The ques- 
tion of whether the FCC network 
study group will get the requested 
data from seven reluctant tv pro- 
ducers may eventually be decided 
by the courts. 

The battle lines were drawn 
this week, in a hearing before the 
chief hearing examiner, James D. 


Cunningham, when the producers | 


challenged FCC’s authority to in- 
vestigate their affairs. 

The seven who failed ‘to divulge 
the requested information, despite 
FCC subpoenas, are Official Films, 
Ziv Television Programs, Televi- 
sion Programs of America, Screen 
Gems, MCA-TV and Revue Pro- 
ductions (both Music ‘Corp. of 
America subsidiaries) and Enter- 
tainment Productions. The first 
four companies last year appealed 
to the commission to curb the 
power of networks by reducing 
their option time. 

What may well turn out to be 
an involved legal hassle started 
with a questionnaire mailed last 
December to 200 live and film 
program packagers and distribu- 
tors. They were asked to return 
their completed questionnaires by 

(Continued on Page 95) 


At Marquette Conference . 


Postal Rate Hike 
Bills Race Senate's 
May 15 Deadline 


WASHINGTON, May 2—The House 
post office committee went behind 
closed doors today to hammer out 
a rate increase bill, in the face of 
warnings that time is already short 
for Senate approval this year. 

After more than a month of 
hearings the committee devoted to- 
day’s private session to a general 
discussion of the bill. A number of 
changes, including proposals for 
further increases in the rates of 


ing similar sessions next week. 
Rep. Tom Murrary (D., Tenn.) 
was confident a bill will be report- 
ed late next week, in time for ac- 
tion in the House this month. But 


on the Senate side there have been 
| warnings that a rate bill will stand 
| little chance unless it reaches the 
Senate post office committee by 
May 15. 


® Following a conference at the 
White House yesterday, House 
Minority Leader Joseph Martin 
(R., Mass.) promised House ap- 
proval of a rate bill closely resem- 
bling the $521,000,000 hike request- 
ed by the administration. Sen. Wil- 
liam F. Knowland (R., Cal.) 
indicated the postal bill was on his 
must list too, but he conceded that 
it might have no better than an 
even chance of getting out of the 
Senate post office committee this 
year. 

Sen. Olin Johnston (D.,S.C), 
chairman of the Senate post office 


(Continued on Page 94) 


Top Brands Over- Advertised: Vidale; 


Banzhaf Hits Commission Setup Flaws 
Need Plan That Rewards_ 


Cost Cutting by Agencies, 
Says Armstrong A.M. 


MILWAUKEE, May 1—The media 


commission system of agency com- | 


pensation was criticized in detail | 
here today at the third annual | 
Marquette University Conference | 
on Advertising. 

The criticism came from Max 
Banzhaf, advertising, promotion 
and pr director of Armstrong. Cork 
Co., Lancaster, Pa. 

But Mr. Banzhaf tempered his 


judgments by assuring the agency | 


men present that their services 
have become so important that 
they need never fear that an al- 
ternative payment plan would “kill 
the agencies.” 

Mr. Banzhaf said that although 
he could point to numerous flaws 
in the media commission system, 
he had “no panacea” to offer in its 
place. 

“It’s entirely possible,” he said, 


“that despite all the things that are | 


wrong with it—despite the fact 
that it’s outmoded, biased and in- 
flexible—[present investigations] 
will find that the present system 


is the best for everyone concerned | 


because alternative systems may 
-(Continued on Page 91) 


Advertising Attracts New 
| Buyers but Doesn’t Keep 
| Old Ones, Says Dr. Vidale 


| MILWAUKEE, May 1—In the cool 
light of science, it appears that ad- 
vertisers * over-advertise major 
| products and under-advertise their | 
minor brands. 

Advertising is highly effective 
in attracting new buyers of a prod- 
be, but ad dollars spent to retain 
| old customers accomplish consid- 
| erably less. 

These were among the state- 
ments made by Dr. Marcello L. 


Vidale of Arthur D. Little Inc.,| 


Boston, speaking at the third 


ference on Advertising today. The 


cation to advertising of the math-| 
ematical technique known as op- 
erations research. 

Other findings: Sales response to 
product ad campaigns is almost 
j}immediate. Immediate response 
;}means that the makeup of the 
market will not change greatly in 
the course of a campaign, and 
therefore pre-testing of a product 
campaign is feasible. 

The results of extending a cam- 


| paign—tested and found effective 


(Continued on Page 91) 


magazines, are to be taken up dur-| > 
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CUP THESE COUPONS... 


SAVE *|50 


ON THESE ARMOUR STAR TIME AND WORK SAVERS! 


OUPON WORTH 8+ | COUPCY WORTH 18+ ers Laiglhal ag COUPON WORTH a 


COUPON BOaTH > COUPON WORTH 268+ | COUPON WORTH » 1S: 
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MEAT COUPONS—Armour & Co, will 

offer ten 15¢ coupons on its canned 

meat products in this page ad in 
the July 9 issue of Look. 


Armour in Huge 
Coupon Deal in 


McCall's,’ ‘Look’ 


Cuicaco, May 3—Armour & Co. 
will kick off a $19,200,000 coupon 
offer promotion for ten of its 
canned meat products in June. 

Basis of the promotion is a free 
16-page book!et containing recipes 
and menu suggestions for meals 
with canned meats. Each oi ihe 
booklets contains 10 coupons, each 


committee, has been taking the po- | 


annual Marquette University Con-| 


redeemable for 15¢ from Armour 
| when accompanied by proof of pur- 
| chase of any of ten Armour canned 
meats. 

5,000,000 of the booklets (50,- 
| 000, 000 coupons) will be inserted 
in the July issue of McCall’s in 
addition to a page ad promoting the 
campaign. A page ad containing 10 
coupons will run in the July 9 issue 
of Look, which will circulate 48,- 
000,000 coupons. 

Armour invested $27,000 in the | 
|page ad in McCall’s, plus $88,000 | 
to McCall’s for printing 8,000,000 
and inserting 5,000,000 booklets. 
The booklets running in McCall’s 
Pine be perforated to pull out eas- 
ily. The booklet will be inserted 
|in the upper half of the magazine, 
| with the page ad running opposite 
| it. 


| (Continued on Page 8) 
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New Role for Motivationist... 


Pabst Asks Dichter to 


= ‘Meet Is Told of 
| Zooming Activity 


U. S. Companies’ Ad 
Spending Abroad Nears 
Half Billion Level 


New York, May 3—Optimism 
reigned at the two-day annual 
convention of the International 
Advertising Assn., concluded here 
today. 

Reports to the convention indi- 
cated that advertising activity is 
on the upswing in virtually every 
corner of the globe. 

The annual IAA survey of ex- 
penditures showed the following 
countries to be the 1956 leaders in 
advertising volume: 

Britain, $896,000,000; West Ger- 
many, $595,000,000; Canada, $532,- 
500,000; France, $275,000,000; Ja- 
pan, $204,000,000; Brazil, $141,- 
500,000; Sweden, $128,000,000. 

The IAA survey also showed 
that American companies now 
spend an estimated $478,000,000 | 
on advertising outside of the U. S. | 
Of this total, 
great bulk—is spent locally. 

Country-by-country reports, 
identifying the leading advertis- 
ers, show the pre-eminence of 
American companies. 


s In Argentina, one of the top 
advertisers is Sterling Drug, with 
1956 expenditures of $1,000,000. 
Sterling also spends $1,000,000 an- 
nually in Brazil. Standard-Vac- 
uum Oil Co. is a $1,000,000 adver- 
tiser in India. Colgate-Palmolive 
Co. spends $600,000 in Venezuela. 
Esso Standard and General Mo- 
tors are also major advertisers in 
many markets. 

Among the leading non-U. S. in- 
ternational advertisers are Lever 
Bros., Nestle Co., Shell Oil and 

(Continued on Page 95) 


Last Minuté News Flashes 


International Minerals Names Compton 
CuIcaco, May 3—International Minerals & Chemical Corp. has ap- 


pointed Compton Advertising .to 


handle its corporate advertising, 


effective immediately. C. Franklin Brown, which formerly handled 


plant food and industrial minerals 


(Ac’cent) and Klau-Van Pietersom- 
| phates division. 


the corporate advertising, continues to be the agency for the potash 


division. Batten, Barton, Durstine 


findings were based on the appli-|* Osborn, Chicago, handles the company’s amino products division 


Dunlap, Milwaukee, has the phos- 


| Fox Joins Chase Manhattan in Ad, PR Post 


New York, May 3—James F. Fox, manager of publicity for Olin 
Mathieson Chemical Corp., reportedly will join Chase Manhattan Bank 
on June 1, as assistant director of advertising and publicity. 


Canter Joins Ogilvy, Benson as Research Director 
New York, May 3—Stanley D. Canter, formerly director of market 
research and development of McCann-Erickson, has joined Ogilvy, 
Benson & Mather as research director. He succeeds Myron Helfgott, 
who has resigned to start his own research business. 
(Additional News Flashes on Page 95) 


$400,000,000—the | 


Score Agency Pitches 
International Ad 


Agency Merger Rumors . 
Stem from Possibility of 
Geographical Shifts 


Cuicaco, May 3—The next-to- 
closing act in the drama entitled, 
“Pabst Picks an Agency,” or “Long 
Day’s Journey into Indecision,” 
could just as easily be titled, “The 
Doctor’s Dilemma.” 

The doctor in the case is Dr. 
Ernest Dichter, head swami of the 
Institute of Motivational Re- 
search, and his role in the drama 
is to measure—or to evaluate— 
the campaign ideas of the finalist 
agencies in the running for the 
$8,000,000 Pabst account. 

It was carefully said that Dr. 
Dichter will evaluate only the 
campaigns—that the selection of 
the agency will indeed be 
Pabst’s privilege alone. But the se- 
lection might well hinge on what 
the motivational researcher has to 
say about the ideas presented to 
the brewer, and doctor’s choice 
might very well be the clincher. 

To complicate the procedure, one 
of the finalist agencies had used 
Dichter material to prepare its 
| presentation, and another had reg- 
ularly consulted with him on 
previous campaigns for other ad- 
| vertisers. What’s more, Pabst told 
jreporters it was prepared to put 
Dr. Dichter on retainer as a per- 
manent consultant. 


® The idea of using him to eval- 
uate the proposed campaigns orig- 
inated with William Heusner, 
Pabst research director. Dr. Dich- 
ter had seen none of the presenta- 
tions, and the news that he was to 
(Continued on Page 91) 


‘55 Car Buying 

Neared ‘Limits of 

Risk, FRB Finds 
Circumstances Leading 


to Easy Credit Unlikely 
to Recur, Study Asserts 


WASHINGTON, May 2—In an ex- 
tensive post mortem examination 
of the 1954-55 sales boom, Fed- 
eral Reserve experts cautioned to- 
|day that the automobile industry’s 


»|record year resulted from a com- 


bination of factors which aren’t 
likely to repeat again soon. 

Oné@ of the most important fac- 
tors, the report said, was the in- 
troduction of liberalized credit 
terms to a degree which ap- 
proached the “limits of risk toler- 
able to lenders.” Other factors 
which combined to set off a boom 
included the unusual appeal of the 
1955 auto styles, at a time when 
employment and income were ris- 
ing rapidly. 

The study of the 1954-55 auto- 
mobile market is in the final in- 

(Continued on Page 8) 
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$2,000,000 Minimum Billing . .. 


Campbell's Budd Urges Caution in 
Altering Agency Compensation Setup 


Don’t Tear It Down 
‘Too Lightly,’ He Says 
at California Meeting 


Los ANGELEs, April 30—The 
present agency compensation sys- 
tem is a method of continually in- 
creasing the dollar reward to agen- 
cies for their part in successful ad- 
vertising, and it should not “be torn 
down too lightly,” Rex Budd, di- 
rector of advertising for the Camp- 
bell Soup Co., told members of the 
Southern California Council of the 


Ohio State Makes 
16 TV, 24 Radio 
Education Awards 


CoL_uMpswus, O., May 3—In order 


“to further the broadcasting of sig- | 
programs, | 


nificant educational 
whether sustaining or commer- 
cially sponsored, by calling atten- 
tion to outstanding examples” 
Ohio State University each year 
makes awards for outstanding ra- 
dio and tv programs. 

The 1957 awards, for programs 
broadcast in the U. S. and Canada 
during the past year, will be an- 
nounced at Ohio State University’s 
Institute for Education by Radio- 
TV, May 8-11, in Columbus. All 
awards are based on programs en- 
tered by stations, networks and 
organizations in ten radio and sev- 
en tv program classifications. Ra- 
dio entries include special one- 
time broadcasts. 

A total of 16 tv and 24 radio 
first awards were made. Listed 
below are the winning programs, 
plus a summary of the citation 
given by OSU for each. 


Television Awards 


Group I: Network multi-station telecast 
by cable, relay or delayed video record- 
ing. 

Class 1. Special interest groups: Wom- 
en's, agriculture, religious, etc.—“Home” 
(NBC) for the use of educationally valu- 
able segments such as the retarded chil- 
dren segment which was a skillful and 
professional treatment of a difficult sub- 
ject 

Class 2. Cultural: Drama, art, science, 
literature, ete.—“CBC Folio” (Canadian 
Broadcasting Corp.) for an outstanding tv 
series with special mention for ‘The 
Devil's Instrument,”’ a movingly beautiful 
story of a young man’s departure from a 
religious colony 

Class 3. Public affairs: Issues, problems, 


documentaries, news interpretation, etc 
—*Explorations” (Canadian Broadcasting 
Corp.) as a first-class documentary series 


on important problems 
and imaginative manner 

Class 4. Dealing with basic freedoms 
“Tragedy in a Temporary Town” in the 
Alcoa Hour-Goodyear Playhouse series 
(NBC) for a major contribution to public 
understanding of the principle of fair trial 

Class 5. Systematic instruction: Tele- 
courses, etc.—‘*The American Economy” 
(San Francisco State College and the Ed- 
ucational Tv and Radio Center) for a pro- 
gram which successfully translates signif- 
icant subject matter into an effective 
viewing and learning experience. 

Class 6. Children and youth /(out-of- 
school listening) The Friendly Giant— 
Il" (WHA-TV, University of Wisconsin 
and the Educational Tv and Radio Cen- 
ter) for the interest and research in chil- 
dren's programming to meet their needs 
in a constructive, creative way without 
exploiting the child. ‘Mr. Wizard” (NBC) 
for efforts in promoting interest in sci- 
ence with programs suitable for youth. 


done in a fresh 


Class 7. School telecasts (for use in 
school classrooms)—‘‘Now Let's Watch” 
(National Advisory Council on School 


Broadcasting «nd the Canadian Broadcast- 
ing Corp.) for impressive originality in 
conception, careful research in imple- 
mentation and professional portrayal in 
presentation. 
Group Il: J.ocal and regional stations 
or organizations. e 
Class 1. Special interest groups: Wom- 
en's, agriculture, religion, etc.—‘‘Months 
Before Birth” (WQED, Pittsburgh) 
(Continued on Page 93) 


Four A’s today. 

Speaking on the _ subject of 
agency-client relations, Mr. Budd 
| covered a broad range of factors 
entering in this relationship. 


® Discussing Campbell’s use of 
multiple agencies, he said it has 
these advantages: 

1. Since Campbell Soup Co. now 
has 80 products, as compared to 35 
pre-war, it would be difficult for a 
single agency to avoid giving some 
products the “5:15 treatment.” 

Too, Campbell's Franco-Ameri- 
can products formerly tended to get 
the same treatment as soups, al- 
though they are very different 


(Continued on Page 60) 


Eating out gives life a lift! 


& 


Good eating places put quality first so Bas Swift 


OUT FOR DINNER—Swift & Co., in 
cooperation with National Restau- 
rant Assn., will encourage people 
to eat out with this ad in the May 
20 issue of Life. McCann-Erickson, 
Chicago, is the agency. 


New York, April 30—“Scien- 
tists should be as cautious today 
in accepting a claim that a cause 


for | 


has been found for cancer as they 
have found it wise to be in the 
past in accepting a claim of a cure 
for cancer.” 

This declaration was released to- 
day by Dr. Clarence Cook Little, 
chairman of the scientific advisory 
board to the Tobacco Industry Re- 
search Committee, in a_ special 
statement commenting on the re- 
port made March 22 by the Ameri- 
can Cancer Society of a study 
group on smoking and health. 

“It should be emphasized,” Dr. 
Little says, “that the study group, 
rather than engaging in original 
investigation, limited its task to a 
review of existing information. 

“Based on this review, the study 
group members advance their 
opinion that cigaret smoking is a 
‘causative factor’ in the incidence 
of human lung cancer. 


|# “The scientific advisory board 
peerage the existence of suffi- 
cient definitive evidence to estab- 
lish a simple cause and effect 
explanation of the complex prob- 
lems of lung cancer. 

“For the past three years,” Dr. 
Little points out, “the scientific 
advisory board has had the matter 
of tobacco use and human health 
| under continuous review and con- 
| sideration, both in the board’s reg- 
|}ular meetings and. in individual 
| endeavors. 
| “This is an essential part of our 
responsibility in guiding a re- 
search program that has already 
|provided $2,200,000 for grants to 
independent scientists working in 
the fields of cancer, cardiovascu- 
lar disease and other challenges 
of human survival. 


| 
s “The problem of causation of 


lung cancer,” Dr. Little says, “by 
its very nature presents many var- 
|iables including age, sex, and oth- 


| 


susouse vue DEALER’S 


| OUTDOOR CAMPAIGN—Dormeyer Corp.’s power tools will be featured 


Tobacco Group Challenges Study Group’s 
Opinion of Smoking as One Cause of Cancer 


er biological factors. The evalua- 
tion of these is further compli- 
cated by technical and statistical 
factors. 

“The scientific advisory board 
believes that definitive conclu- 
sions or predictions of individual 
risks are unwarranted by the 
present state of knowledge in this 
complex field of lung cancer caus- 
ation,” Dr. Little warns. 

“In advising and educating the 

(Continued on Page 43) 


Reach, McClinton 
Adds Westinghouse 


International Export 


New York, May 1—Westing- 
house Electric International Co. 
has appointed Reach, McClinton & 
Co. to handle its export advertis- 
ing. The company is the interna- 
tional arm of Westinghouse Elec- 
tric Corp. 

At the same time, Reach, Mc- 
Clinton has established an inter- 
national division in its Newark of- 
fice to service Westinghouse and 
other accounts with international 
interests. 

This division is headed by Ger- 
ald J. Johnson, who joined the 
agency six months ago. Mr. John- 
son formerly was with Ellington & 
Co., Westinghouse International’s 
previous agency. Ellington suc- 
ceeded National Export Advertis- 
ing Service last year. 


s Reach, McClinton also an- 
nounced two appointments this 
week. Walter Henry Nelson, for- 
merly with the American Petrole- 
um Institute, has been appointed 
public relations manager in New 
York. George C. Johnson, formerly 
with Jerry Gould Art Service, Los 
Angeles, and Holst & Cummings, 
Honolulu, has been appointed art 
director in the Los Angeles of- 
fice. . 


NAME 


on full-color posters in 30 markets during May—one of the largest 


i 
| 
| 
| 


showings of power tools on a nationwide basis, according to John 
W. Shaw Advertising, Chicago. Dormeyer bears the complete cost, 
including dealer listings. 


Strike It Poor’... 


Advertising Age, May 6, 1957 


4A's Broods over Gray Flannelism; 
Seeks Modesty Mode on Madison Ave. 


New York, May 1—The adver- 
tising agency business is serious 
about its public relations prob- 
lems. g 

Although the official program 
of the American Assn. of Adver- 
tising Agencies for its 40th meet- 
ing last week stuck to convention- 
al topics—copy, public service, 
international understanding—un- 
official conversation was about the 
personal problems of the agency 
business, particularly as it affects 
clients. 

Concern with the pattern of sig- 
nificance cast by the agency busi- 
ness on the general business com- 
munity is one of long standing. 

Several years ago the associa- 
tion ponied up a substantial sum 
to have Elmo Roper peer at its 
profile as viewed by business 
management. The word from Ro- 
per was that management men 
wanted. agency men to be more 
business-like; the goal was to be a 
good business man, not a mercu- 
rial creative type. 


s Now the concern is something 
else again. The agency business is 
mighty unhappy about its imagé 
as caught in the mirror of fiction 
—in books, tv and motion pictures. 

The glib, gray-flanneled mar- 
tini addict, so familiar in 25¢ re- 
prints, is a sore subject with 
thoughtful agency management. It 
is a little at a loss to know what to 
do about changing the picture of 
the Madison Avenue man as he is 
cast in print and celluloid. 

For one thing, the agency men 
know that many an adman has 
been so flattered by the picture 
cast by fiction—adept at repartee, 
adroit in manipulation, redoubta- 
ble at bar or bed—that he is likely 
to plead guilty to the indictment. 


s What the agencies can do some- 
thing about falls into three areas: 
1. Expense accounts—and their 
impact on clients at various levels. 
2. Better media relations—and 
the manners of space and time 


Struck ‘Lima News’ 
Keeps on Publishing 


Lima, O., May 2—The Lima 
News was struck yesterday by 
members of the American News- 
paper Guild. The afternoon daily 
reached the streets, however, with 
help from non-union employes. 

Picketing of the paper began 
yesterday morning, when 45 mem- 
bers of the local guild—including 
advertising, editorial and business 
personnel—formed a line before 
the plant. Mechanical union mem- 
bers declined to cross the picket 
line. f 

E. R. McDowell, general man- 
ager of the News, said the daily 
would continue to be published. 

The dispute, according to a 
guild official, centered on “union 
security.” The newspaper con- 
tended that employes are free to 
join a union or not. - 


Ogilvy Has Ceiling Tile 

In a picture and caption in last 
weék’s issue, Batten, Barton, Dur- 
stine & Osborn was erroneously 
credited with Armstrong Cork 
Co.’s ceiling tile account, which 
is actually at Ogilvy, Benson & 
Mather, New York. Armstrong 
flooring is handled by BBDO. 


Barker Joins Stockton, West 
Wallace E. Barker has joined 
Stockton, West, Burkhart, Cincin- 
nati, as merchandising director. 
He formerly was advertising man- 
ager of Shillito’s department store. 


buyers are headed for improve- 
ment. 

3. Some kind of over-all agency 
pr evaluation. 

The area of expense accounts is 
going to be one of increased at- 
tention by agency management, 
which has apparently reached the 
conclusion that expenses cause 
enough client resentment to be 
worth serious study. The issue is 
complicated because it probably 
requires a kind of stratified think- 
ing; the president of an agency 
entertaining the president of a 
major client is obviously entitled— 
or obliged—to entertain him on a 
scale which would be dazzling and 
dangerous for an account exec or 
an advertising manager. 


® At least one major agency— 
Young & Rubicam—has financed 
an anonymous study of advertiser 
executive reaction to entertain- 
ment. It is believed to show 
clearly the areas of antagonism to 
excessive entertainment and pecu- 
liar ambivalence surrounding the 
whole question of account man- 
client entertainment. 

The expense account-entertain- 
ment area is, of course, directly 
linked to the higher salaries of 


(Continued on Page 59) 


May Hit $4,400,000 ... 


Florida Citrus 
Commission Sets 
Biggest Budget 


LAKELAND, FiLa., May 1—The 
largest advertising budget in the 
Florida Citrus Commission’s histo- 
ry was tentatively set up yester- 
day as the commission instructed 
its agency, Benton & Bowles, to 
present a program for the 1957-58 
season calling for expenditure of 
$4,000,000, with an _ additional 
$400,000 to be held in reserve for 
later disposition. 

The proposed program will be 
presented for commission approval 
at the June meeting. 

Advertising expenditures for the 
current season will be approxi- 
mately $3,150,000, including a spe- 
cial $250,000 push approved yes- 
terday for processed products, 
which are in heavy supply. This 
supplemental program will run 
between mid-May and June 30, 
end of the fiscal year. 


# Citrus commission advertising 
money is raised by a per-box tax 
on all fruit moving in commercial 
channels. The legislature, now in 
session, has approved an increase 
from 3¢ to 5¢ per box in the orange 
tax, making extra money available 
for the next two seasons. 

The tax now stands at 5¢ per 
box on oranges, tangerines, tem- 
ples and tangelos, and at 6¢ on 
grapefruit. 

It is estimated that the total 
commission income from the tax 
will be slightly over $7,000,000, of 
which it is contemplated that 
$4,400,000 will go into consumer 
advertising. About $1,000,000 gen- 
erally goes into merchandising. 
with other funds being divided 
among research, administration, 


transportation studies, public re- 
lations and 
items. 

Since income depends on crop 
size and disposition, all budgets 
are of a tentative nature and sub- 
ject to frequent change. 


other promotional 
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Bug Season Hits; 
Johnson Hikes 
Raid Budget 40% 


RAcINE, Wis., May 1—S. C. 
Johnson & Son, which introduced 
Raid insecticide nationally with 
striking results last year, will 
boost ad expenditures on the bug 
killer 40% in the year ahead. 

The company expects to hike 
sales of Raid a minimum of 50% 

.,in its second year by sticking to 
the advertising formula that 
clicked immediately in major test 
markets in 1955 and made money 
for Johnson in 1956, first year of 
national distribution. 

The formula hinges on major 
nighttime tv and supplementary 
use of comics, Sunday supple- 
ments, outdoor magazines and ra- 
dio. 


8 The tv portion of the campaign 
in northern states will begin on the 
Red Skelton and Robert Mont- 
gomery shows May 12. A Raid 
commercial will be used once on 
each show weekly or every other 
week until Sept. 15. 

Raid already has been adver- 
tised on the Skelton and Mont- 
gomery shows in the South, with 
the network cutting in the com- 
mercial. This is being followed by 
cut-ins several weeks later in the 
central tier of the nation, moving 
the advertising northward with 
the weather and the bugs. The 
northern tier of the nation will 
see the commercials six weeks lat- 
er than the southern tier. 


s This year’s campaign will see 
some broadening of the line, with 
(Continued on Page 38) 


‘Be Patient, Stills 
Hard at Work,’ Jack 
Daniel's Ads Report 


New York, May 1—Lovers of 
that rare ambrosial distillate 
known as Jack Daniel’s Tennessee 
sour mash whisky, which is so 
hard to get lately, will be happy 
to learn that production has been 
stepped up 50% over 1955 and that 
perhaps by 1961 the supply will 
begin to catch up with the demand. 

That was the impression con- 
veyed here today at a press con- 
ference by Winton E. Smith, vp of 
sales, and Arthur S. Hancock, di- 
rector of advertising, of the Jack 
Daniel’s Distillery, Lynchburg, 
Tenn., and David P. Ferriss 
and Jack Helm of Gardner Adver- 
tising Co., the distillery’s adver- 
tising agency. 

They explained how the com- 
pany is trying to hold its market 


(Continued on Page 96) 


DENYS SCOTT, who spent 19 years 

with J. Walter Thompson Co., the 

last seven as managing director of 

its Paris office, has joined Erwin, 

Wasey & Co. Ltd., London, as a 

senior executive on international 
accounts. 


|Cyanamid and 20 other clients to|Memphis. Approximately 26 sta-| 


ONE BUG KILLER 
—— Company Head Says 
New Setup Will Aid 


Sales, Boost Profits 


By Lawrence Bernard 

New York, May 2—Edward H. 
Little, chairman of the board and 
president of the Colgate-Palmolive 
Co., personally ordered the reor- 
ganization of his company into two 
near-autonomous divisions because 
it had grown too large to continue 
operating under its functionalized 
system. 

For the present, at least, the re- 
organization will not affect the 
status of any Colgate advertising 
agencies. Nor will it affect the 
status of Mr. Little, who after more 


i than 50 years of 
Beaumont & Hohman Merges Chicago Office service indicates 


With Cunningham & Walsh: Branches Close retiring 


| retiring. 
P 
Cuicaco, May 1—The local of- Last December B&H suffered he | in an exclusive 


ond a « 2s 
ae a ; + 


BUGS BEWARE—Off!, new insect repeliant being introduced by S. C. 
Johnson, will hitchhike on Raid bug killer, now in its second year, 
in half pages like this in Sunday comics sections. 


fice of Beaumont & Hohman was | most staggering blow when the rte el = 
merged today with the Chicago | $5,000,000 Greyhound Corp. ac-|"" iy bn 
operation of Cunningham & Walsh. |count, a B&H client for 30 years, fir t si . A aa 

Among the key personnel of |moved to Grey Advertising (AA, | es parser oe 19 
Beaumont & Hohman who will|Dec. 3). Greyhound represented |°@™¢ Pre} ~~ 
join C&W are Guy Davis and Per-|60% of B&H’s business. At that | Pte pa + 
ry Thomas, both vps and account |time the agency announced the | i, é ap shined 
executives. Henry Hohman, presi-|closing of its Charleston, beet n “ r aggeenee 
dent of B&H, will be engaged in|branch, and indicated that other|C@nlY last year = 
an advisory capacity in the local | non-essential offices would follow. | ata business going at a $500,000,- 
C&W office for an indefinite peri-| The merger coincides 


Edward H. Little 


with | 200 rate could no longer operate 

od. C&W’s expansion of its Chicago | Profitably under the same set of 
C&W will pick up four accounts | office. The agency currently is | Tules which had governed a $100,- 

through the merger. They include|moving from its present fourth-| 900,000 operation. 

Dale Carnegie Courses, New York; | floor space at 6 N. Michigan Ave. | He also told AA that as far as he 

Brearley Co., Rockford, Ill., man- | to new quarters occupying the en- | knew the company reorganization 

ufacturer of bathroom scales; Tru-|tire 16th floor of the same build-|"°W 1 Progress does not call for 


maker, and Gray Line Assn., Chi- | future, of any products now being 


cago. The accounts represent about 
$1,000,000 in business. M-G-M Sells Film 


| several advertising agencies. 
In this he was corroborated by 


Colgate Revamp Won't 
Affect Agencies: Little 


advertising chief Stuart Sherman, 
who was present during the one- 
hour interview. Mr. Sherman’s new 
title is vp for marketing; it was . 
formerly vp in charge of advertis- 
ing. 


® Contrary to the charges of his 
critics that he has been pressured 
to make the move, Mr. Little stout- 
ly maintains that the reorganiza- 
tion is taking place at his behest. 

“We had grown rather rapidly 
and we hadn’t changed the struc- 
ture of the organization,” Mr. Lit- 
tle said, explaining the factors 
that brought about the reorganiza- 
tion. “I felt it was proper and wise 
to have the experts analyze our or- 
ganization setup with the view of 
strengthening and getting a better 
profit picture.” 

Although not necessarily intend- 
ing to, the 76-year-old president 
and chairman of the board ac- 
knowledged that he has held sole 
sway over the soap and dentifrice 
maker these past 19 years. He, him- 
self, refers to his tenure as “my 
rule or my regime or whatever you 
might like to call it.” 


8 Until now, he continued, “no one 
has been responsible for the whole 
business except the chief execu- 
tive officer.” 

This state of affairs period- 
ically resulted in situations where 
other executives have declined 
their share of any blame being par- 
celed out with comments like, 


“They can’t say I can’t make any 
money out of the division... be- 


toate | i | the reassignment, in the immediate |cause I have very little to say 
Ade Co., Elgin, Ill., soft drink | ing. ‘about it.” 
jhandled by any of the company’s | 


“Now we're pinning it down,” 
Mr. Littie emphasized. McKinsey & 
(Continued on Page 94) 


| 
® Since the loss of the Greyhound Block to WNAC-TV, 


Corp. account five months ago to | . 
Grey Advertising (AA, Dec. 3), Despite Legal Frown 
New York, May 1—Justice De- 


Beaumont & Hohman has closed 
down branch offices in Cleveland, | partment’s frowns notwithstand- 
Atlanta, Dallas and New York. | ing, tv film distributors are still 
With the closing of these offices} selling their motion picture li- 
and the Chicago.merger with C&W, | braries in packages. 
Beaumont & Hohman currently| This week two of the six com- 
still has offices in Seattle, Los|panies which have been hit by 
Angeles, San Francisco, Kansas | anti-trust “block booking” cem-| 
City and Detroit. These offices will| plaints by the government an-| Create New Problems 
remain in business and will con-| nounced additional sales of their | 
tinue to use the Beaumont & Hoh- | ful) libraries. | New York, April 30—Approxi- 
man name, ADVERTISING AGE| M-G-M, the tv arm of Loew’s, | mately 60 advertisers, ranging 
learned. the first company charged with from Berkins Van & Storage Co. in 
The acquisition of the Chicago|“block booking,” announced the|California to Safeway Stores in 
B&H office is the latest move in|sale of its entire library of more| Montana, will soon be notified that 
the C&W expansion program that|than 700 pre-1948 features to | the “Life of Riley” film will no 
began nearly three years ago,|WNAC-TV, Boston. This is the| longer be available for first run tv 
when the agency bought control-| second full library sale for M-G-M | syndication. 
ling interest in Ivan Hill Ine., Chi-| since the suit was filed. 36 saat This unhappy development—for 
cago (AA, Oct. 4, 54). tions have now bought the com-|the local, regional, and in some 
Last October C&W boosted its | plete library. , jinstances national -advertisers— 
billings by $3,500,000 when it Associated Artists Productions| comes about as a result of the sale 
merged with Conklin Mann Co.,|sold its package of 754 Warner|of the William Bendix situation 
New York, which added American | Bros. feature movies to WREC-TV,| Comedy to Lever Bros. by NBC for 


End of Syndication, 
New Network Status 


C&W’s account roster (AA, Oct.| tions have now contracted for mei 


8. °56). jentire Warner Bros. feature film 
Last December the agency an-| package. . 
nounced the consolidation of three | | 
agencies—Brisacher, Wheeler &| 
Staff, San Francisco; the Mayers | /nternational Shoe Names . 
Co., Los Angeles, and Cunningham |#enri. Hurst for Velvet Step _|y amenica’s FRIENDLY NEIGHBORHOOD TAVERNS 
& Walsh, Chicago—effective the| [Imternational Shoe Co., St.) 


. More laughter is shared 
first of this year (AA, Dec. 10,| Louis, has appointed Henri, Hurst | More stories are told " ” 
56). In this deal, C&W picked up|* McDonald, Chicago, to handle | | FET 4 
an additional $8,500,000 in billings, | advertising for its Velvet Step line t e i 
including Sears, Roebuck & Co. (a|0f women’s shoes. Velvet Step is an 
Mayers client). |a brand in International Shoe’s 


hand division. Henri, Hurst has | * aoe 


@ While C&W was expanding, | handled advertising for four other | 7 = 
Beaumont & Hohman was incur-| brands in the division for the past | and more Seagram's 7 Crown is enjoyed 
ring several serious account losses|™!™€ Years. Magazines, newspa-| 

S ioe ergs” than any other whiskey! 
which eventually led to the closing |pers and trade publications will | 


be used. Datche Advertising Co., 
St. Louis, formerly handled Velvet | 
Steps for women. 


of the branch offices and the mer- 
ger with C&W. 

Billing a heal*hy $8,163,790 in 
1955, the agency slid to $5,617,000 
in billings in 1956—due primarily 
to the loss of McCormick & Co., 
| Baltimore spice company account, 
be Lennen & Newell (AA, Oct. 24, 
55). 


Say Seagram's and be Sure 


FRIENDLY—Seagram Distillers Co. 

Dillon-Cousins Moves will run this ad early in May in 

Dillon-Cousins & Associates, |99 daily newspapers in 78 markets 

New York and Mexico City agency, |'" support of National Tavern 

has moved to larger quarters at| Month. Warwick & Legler is the 
500 Fifth Ave., New York. agency. 


Lever's ‘Riley’ Buy Brings Woe to 
Many a Local, Regional Advertiser 


|\mnetwork coverage on alternate 


| weeks. 

| Previously this tv film has been 
|sponsored by Gulf Oil Co. in its 
|marketing area—that is on 126 
|NBC stations, most of them east 
|of the Mississippi. In the rest of 
| the country the show has been of- 
|fered on a syndication basis by 
|NBC Television Films. The cur- 
|rent syndication lineup includes 
(Continued on Page 96) 


Kraft, Colgate 
Test New Products 
in British Market 


| Lonpon, May 1—Two American 
companies—Kraft Foods and Col- 
gate-Palmolive—are marketing 
|new products in Britain which 
they do not market, as yet, in the 
U. 8S. 

Kraft is bringing out a butter- 
enriched shortening called Richtex. 
The product has been tested for 
a month in northeastern England, 
with national advertising sched- 
uled to begin shortly. 

Colgate-Palmolive is introducing 
Trojan, a new soap pad for clean- 
ing pots and pans. It will be com- 
petitive with Brillo Mfg. Co.'s 
Brillo pads. Commercial television 
spots are already being used to 
promote Trojan. 

Both products are being intro- 
duced to the market by McCann- 
Erickson Advertising Ltd. McCann 
recently was appointed to handle 
new product developments for 
Kraft. J. Walter Thompson Co. is 
the main Kraft agency here. 

Colgate-Palmolive is serviced by 
Masius & Fergusson, in addition to 
McCann. 
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‘Indecent’... 


‘Confidential,’ 
6 Other Books 
Indicted in N. J. 


EvizasetH, N. J., April 30—Sev- 
en magazines and 47 individuals— 
including Confidential and Robert 
Harrison, its publisher—were in- 
dicted by the Union County grand 
jury yesterday. The charge was 
conspiring to sell indecent litera- 
ture in the county. 

The indictments—first of their 
kind in New Jersey—followed a 
three-month inquiry. The indicted 
include Gent, published by Ex- 
cellent Publications, New York; 
Dude, put out by Mystery Publica- 
tions, New York; Jem, Body Beau- 
tiful Publications, Jersey City; 
Confidential, put out by Confiden- 
tial Inc.. New York; Caper, Dee 
Publishing Co., Los Angeles; After 
Hours, Jay Publishing Co., Phila- 
delphia, and Adam, Knight Pub- 
lishing Co., Los Angeles. 

The list of those indicted also in- 
cludes seven distributing compa- 
nies. Listed as co-conspirators, but 


not co-defendants, are 25 news- 
stand and store dealers. Nearly all | 
those indicted have headquarters | 
outside New Jersey. Defendants | 
living outside this state would have 
to be extradited before they could 
be tried. Conviction on conspiracy 
charges is a misdemeanor punish- 
able by up to three years in a state 
prison and a $1,000 fine. 


s Meanwhile, the current issue of | Steers & Shenfield. 


Popular Photography, a Ziff-Davis 
magazine published in New York, 
earried an editorial blasting pub- 
lishers “who peddle sex images un- 
der the guise of photography.” 

Bruce Downes, editor, wrote that 
some photography magazines ex- 
ploit photography as a pretext for 
publishing pictures of erotically 
posed women. 

Mr. Downes praised nude studies 
as “important to photographers as 
are figure studies to the painter 
and sculptor.” But he condemned 
“the leer in the lens and the 
peep-show technique which reveal 
photography at its worst.” . 


D-F-S Again Is 
Named to Handle 
Army Recruiting Ads 


WASHINGTON, May 2—The Sec- 
retary of the Army today ap- 
proved renewal of Dancer-Fitzger- 
ald-Sample as agency for the 
Army recruiting account. 

The selection was made after an 
open competition, on the basis of 
presentations by D-F-S and four 


|other finalists. The account is es- 


timated to involve approximately 
$1,000,000, depending on the 
amounts finally appropriated by 
Congress. 

D-F-S has been on the account 
since October, 1952. It got a two- 
year renewal after an open com- 
petition in mid-1955. The new con- 
tract is for one year, with two 
renewal options for a total of three 
years. 

Finalists in addition to D-F-S 
were Fuller & Smith & Ross; 
D’Arcy Advertising Co.; Bozell & 
Jacobs, and Doherty, Clifford, 
- 


“This is the size we use for the 
Growing Greensboro Market!" 


As good for consumers as a daily glass of vitamin-filled tomato 


juice, the News and Record is 
ers too! 


Put pep and energy in your sales program with a. 


a healthy medium for advertise- 


schedule in the newspaper that reaches over 400,000 readers 
daily (over 100,000 circulation) in this rich, diversified market. 


Our 12-county 


ABC Retail Trading Area has 1/6 of North 


Carolina’s 4.3 million population, with 1/5 of the $3 billion 


annual retail sales. 


Only medium with dominant coverage in the Greensboro 12 County 
*ABC Market and selling influence in over half of North Carolina! 


Sales Management Figures 


* GREENSBORO, NORTH CAROLINA 
ad Represented by Jann & Kelley, Inc. 
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re me 788 oye 


At last, a detergent that 
all your wash really clean! 


v2? een. 


New ben Haid WASH does everything pounders can 
to and thangs powders can't do! TRY {T! 


1h 
ii 


INTRODUCTORY — Newspapers 
throughout the greater New York 
area ran this large-space introduc- 
tory Wisk ad May 2. Subsequent 
large-space ads, in color and b&w, 
also will plug 20¢-off coupons now 


being distributed. 


Lever’s Wisk, New: 
Liquid Detergent, 
Bows in N.Y. Area 


New York, May 2—Lever Bros. 
launches its second new product in 
as many months in this area, with 
the introduction today of Wisk all- 
purpose laundry detergent. 

Introduced more than a year ago 
(AA, Jan. 23, '56) in four mid- 


clean up the liquid laundry deter- 
gent market here with a major 
newspaper and television drive. 
It will be spearheaded by r.o.p. 
and Sunday supplement advertis- 
ing in New York, Westchester, 
Northern New Jersey and lower 
Connecticut newspapers, plus 
heavy spots in radio and television 
and network television on five 
metropolitan stations. 


s A “saturation” coupon mailing, 
offering 20¢ off on a can, will also 
be used throughout the introduc- 
tory area. Batten, Barton, Durstine 
& Osborn is the Wisk agency. 

A few weeks ago (AA, April 8) 
Lever brought Dove—its candi- 
date in the detergent toilet bar 
sweepstakes—into this market 
with a promise of having national 
distribution and promotion by the 
end of the year. 
| The same applies to Wisk except 
| that also is destined to be backed 
| with many more advertising dol- 
|lars than any Lever entry has re- 
ceived for many years. 


@ With Wisk, Lever takes aim at 
| the heavy-duty detergent powders, 
especially the champ of ’em all— 
Tide—with the hope of cutting for 
itself a bigger slice of the $1 bil- 
| lion soap and detergent market. 
|Competitively priced with the 
| powdered detergents, Wisk is 

guaranteed-“to wash clothes bet- 
|ter, faster and easier than any 
| powder possibly can.” . 


Conde Nast Names Ruston 

| to New Executive Post 

| Per ry L. Ruston, formerly bus- 
| iness manager of Conde Nast Pub- 


western markets, Wisk hopes to’ 


-Cann-Erickson 


Advertising Age, May 6, 1957 


Highlights of This Week's Issue 


16 tv, 24 radio awards made by Ohio State 
University .......... ounminiingial Page 2 


| Florida Citrus Commission sets biggest ad 


budget—$4,400,000 ............ 


Madison Ave. is taking its pr seriously, 
seeks to banish popular picture of typ- 


————- =F 


FR Page 2 
Lima News, although on strike, keeps 
publishing A e Page 2. 


Reach McClinton adds Westinghouse in- 
ternational export account . Page 2 


Tobacco group challenges cigaret-cancer 
findings of study group ................ Page 2 


Campbell's Budd urges caution in altering 
agency compensation setup Page & 


Jack Daniel's ad reports. stills are 
hard at work filling demand for sour 
mash — 


Kraft, Colgate market new products in 
Britain not yet sold here 


8. C. Johnson boosts Raid ad budget 40% 
as buggy season approaches Page 3 


M-G-M sells block of films to WNAC-TV 
despite Justice Department's disapprov- 
BB coset : eneennpntnnuatats Page 3 


Celgate’s recent reorganization of man- 
agement won't affect agencies—for the 
present , Page 3% 


Beaumont & Hohman merges its Chicago 
office with Cunningham & Walsh, closes 
four branches Page 3 


Lever’s buy of “Life of Riley” deprives 
local, regional sponsors of popular film 
series ..... en  ' Oe | 


FTC asks Congress to change Packers & 


Stockyards Act of 1921 Page 6 
Rheingold beer launches its 19th Miss 
Rheingold campaign Page 14 
Brown Shoe Co, sets 52-week, eight- 
brand campaign in Life Page 20 


Cashin tells magazine publishers mao] 
commit suicide by “aggressive infight- 


IE. Reicinnidtnatenecenenccssneneatinneaieninas Page 24) 
FTC hits health insurance ads of 

American Life & Accident Insurance| 

Gah aa : Page 26) 

| 


Underwood increases advertising in bid 
to reg»in share of market Page 28 | 
Benton & Bowles affiliates with Dorland | 
agencies in France, Belgium ........Page 36 


Sechwinn’s bike sales operations 
probed by anti-trust division . 


being 
Page 31 


Nerway considers 
may allow ads 


television, 
Page 35 


Udder delight reflected in admen’s win- 
ning of cow judging contest . Mage 36 


Ads should be used to prod dealers, West- 
inghouse’s Boliri tells group Page 53 


plan for 


Schlitzfest ads just Schweppervesence 
applied to beer, Creative Man 
says wage 64 


Research is key to growth of Hedley & 
Co., P&G's British operation ...Page 74 


Procter & Gamble invades foreign mar- 
kets with U. S. selling methods Page 74 


Procter & Gamble ads buck Lever, Col- 
gate-Palmolive in France . Page 76 


Better business bureaus probed 4,000 more 
ads in 1956 than in 1955 Page 83 


Tea Council sets $1,800,000 ad drive 
“to restore former ad_ effective- 
ness” Page 8&3 


Fashion must adopt new marketing ways 
or lose consumer dollar, Mrs. Davis 
tells Harvard school of business ad- 
ministration , Page #0 


Advertising can't lure new blood until it 
dispels notion of itself as being like 
portrayal in “The Hucksters,” Whitney 
tells group Page 90 


REGULAR FEATURES 


Advertising Market Place .................... 92 
Along the Media Path ........ 46 
Coming Conventions ............ 9 
Creative Man's Corner 4 
Drawthinks 73 
Editorials : nen 12 
Employe Communications . 73 
Farm Magazine Linage wom | 
Getting Personal — 
Information for Advertisers a 
Looking at Radio BTV oo 73 
Merchandising Ideas = 
Obituaries — wiheneanen . 4, 
On the International Scene — 
On the Merchandising Front ..... oe] 
Photographic Review i 
Rough Proofs Sitiintinnnngtdieten m | 
Salesense in Advertising .. 8 
This Week in Washington a 
Voice of the Advertiser ove 
What They're Saying once ccc eeere hd 


Pontiac and Del Monte 
Order NBC Radio News 

One-quarter of the NBC Radio 
“News-on-the-Hour” broadcasts 
made available by a Bristol-Myers 
Co. cutback from half to a quarter 
of the broadcasts will be sponsored | 
by Pontiac for three weeks, to 
May. 20, and then by California 
Packing Co. for Del Monte brands 
for 26 weeks. Eighty-five broad- 
casts of the program are made 
weekly. MacManus, John & Adams | 
is the agency for Pontiac, and Mc- 
for California 
Packing. 

Other NBC Radio orders in- 
clude: Princeton Knitting Mills| 
(Ehrlich, Neuwirth & Sobo), 10- 
minute participations weekly for 
seven weeks; Columbia Pictures 
Corp. (Donahue & Coe), 11 one- 
minute participations over a three- 
week period; and Ex-Lax (War- 


wick & Legler), three additional 
one-minute participations and an 
additional six-second participation. 


NBC Issues Time Data 

NBC Spot Sales, New York, is 
distributing a daylight saving 
time chart to agency time-buyers, 


'which covers time changes in all 


parts of the U. S. The sales repre- 
sentative also plans to issue in- 
formation on the expiration dates 
of daylight saving time in the 100 
leading markets when the infor- 
mation can be compiled. 


John Freter Joins Revell 

Revell Inc., Venice, Cal., manu- 
facturer of plastic hobby kits, has 
appointed John Freter merchan- 
dising manager, a new post. He 
formerly was director of brands 
and new products development of 
Helene Curtis Industries, Chicago. 


| lications, New! 
York, and pub-| 
lisher of Glam- 
\ our, has been 


named general 
manager 

Conde Nast, 
new post. Suc- 
ceeding Mr. Rus- 
ton as business 
manager is Har- 
old G. Meyer, 
formerly assist- 
ant to the presi- 


& 


Perry L. Ruston 


dent. 
The post of publisher of Glam- 


sent. 


of} 
al 


our will not be filled for the pre- 


Never mind the uranium, Charlie, wait 


til you hear what's happening at WPTR. 
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Meet the ENTHUSI/ACT/VE ones... 


But where do you meet them? 


Well, naturally, on the ski slopes, the bridle paths, the streamsides, at the ball parks, the golf courses, the 


sports car rallies. 


And you'll also meet them in the board rooms of important corporations, in the doorways of your community's 
smartest-looking homes or arguing persuasively at your town meeting. 

Or reading Ben Hogan, baseball, boxing or beachwear in the latest SPORTS ILLUSTRATED! 

The enthusiactive ones have made SPORTS ILLUSTRATED the fastest-moving magazine in America. Circu- 
lation up 60% in 21 years; advertising pages up 39%, 1957. over 1956 (first 4 months). 


Additional growth note: SPORTS 
ILLUSTRATED’s three regional 
editions—Eastern, Midwest, and 
West Coast—are now each deliv- 
ering 135,000 circulation. For 
further information, see your lo- 
cal SPORTS ILLUSTRATED rep- 
resentative. 


SPORTS 
ILLUSTRATED 


Circulation now more than 750,000 enthusiactive families weekly 


apart a <e Rabie Ne a a a a) ol “cicada pee = - oy a ae nai aoa yen eae a Pe ed A NE Bis a ap a : 
et. 7 ae one wees. eae ON Pe ie ee ae hie Se ee a8 oe ek io ee l= vio a capil “eG Stan i: ‘ a. 7 teea a ete we ea, ree ee 
Hes x ea, “a ; 5S et on al Chr ae ae) an; Si, a ree eee. F 2 apo, aay sail mame es cre 2) Ne Seo: ios any Sab Ar LL eee 
Pa | ae Sipe 4 a y ai Peete. ap. a lags TE ee — Re EO Oe gate ree ee a Re site eae. Sa BE enn a SSE et = Ti iia Parts cee ea “! ead peg ae ihe rea Let 
we eee — a ae ie ts ae 35 Ee pe Bs, gee See ee eS og ec a eines RE Gr. gE Ag De a i ae alerts Se. aie a er. NE RAS A Sac 
ol ee, eS ne ee ee er Ser. ais oe om Se ia aa ee * 
Ba sth Aa ne 2 Bt ppt a aa Bop AR cee ie apc pe a eigeal =. is; ame Sa : i ete i The Pai cite ay tees Fea ae oO ee, Da eee : E et : eis 
* x y. < coe nen mes cs 2) uc gh i ate ao i PGE Mesa ae " bie see ern, wtaK i a ie 
Za . ‘ vist bested i}* sc glare gh aoee es ot aa 
1 BILNE ; COUN 13 ; 7” oe 
HL tay) (AVA ty PULA is é <a 
is MEH Me ¥ WAN ie a hat : 
F MBN NS ST YH bP P| oy} ae. ee 
| WY Mata Ale 4 PAY a ae a | 
ey vi} 1 Pah Oa —- *. ; 
Bf A 74 tahy Ajale ey WES f§ i. ig Ban Sie b ! 
4 Hart ude ly (i.i<_a Rte A? 7 fo ‘ : : Y 
. ! } fi Bi VA. es) 8 ally ets? Te gage + ee a ae. Bas ae : eee Ey 
C SRIB AUAUE i ty ie ey _—_—_——_ ey i ae & See i: Ss eee §. me 
: Hi 4 ; = eee ge Fi y ~ (Sak eet oa ae ae Bae. oe i a et ia 
iii if i Yy eat Pee te aeN 4 ‘ read on eo! ee < ‘ ‘ 2 este han Vy: a fae Phat Bo <a : 
1 ORS, 4 fi jacas! UY ia eeepc FO coi ,, 2 a Are Ome eg? OS oe eee i ee 
BEL 53 Ria aa BS A ON ns te a ; yO “} ita 4 eae 
j i BUD EE a: i aw im Bee rata fi 3 " ans ig gee i Be 
Lo ld) of i at i. ‘pol a ie Ye 
£ ‘i Hee) ti ey i ee: 4 oe. poh vi} i) a | ry ae a ee ee ra oat Eee. . 
ie gee 2): / i ee Page pia ix ce. - 5 : a 2 Pra ° = ae 
Ries. He ve er, ; eS 2a a: 2 to Be YS ae 
= ge me igs, ae a yee f < Pe hs ct 3 i fae a Set \ ideas vee: = 
ye i Pi -- AIRE Tite. ee 9 a if "S So a e on ioe .: ty Pe a i ads 
ae cag ee oad ETRE ae ee, i " ca tt} eB . : oat ee = Wig ee Be 
ut ae , Ra 52 ie Risoccu ee a iy L- a =_ = q Ps. z TAB a er a ai Pe 2 Fe ie Se 
alte RO fy a : Oe Rae. ; a ee 4 | oS. ae aa ie ss ere a 
" Siaeets # a " See ; z » & Siege 3 phe copie 3 ke é Be ee: | ° ls 
pe ae. ‘ Pan ie : _—: 2 3. i Pe i : * a A ae 
ee Rents - joe ag ge it 2s , 5 ee ig ee e 
Pee, ae ae a Me. > 7 . ie ie 2 E Se 
“ , : ; 5 - = _ <| t re, a) & 4 = 
Pete ke AS Rell i “ es, «aS egy - ina ys " . at 
F git ae ie een ee so ee 4 i 4 ts gis * ; ~ s cal 
i en ek bee a P Pit <9 . 7 , - 
—— SS a ae 
x be ol _ ae ai i si i a sas om ian - Bry E, ba a ‘ q 
ae ee PF oa # ; — ‘S a 
a eee ae fo oe : : ow _a A Sat ia. ° _ , 1 
es Bek ce ie Shee a) SA a : a ‘ ee 
Z in igs ke of peas he ae. £ ’ oe : x al a ee 
a eee Bi NTS, A ies , oe 
*; Ey ee . ; SB Pe Mapes P OM > ae ” bs & . oe 
< “a =~ Vas ey eee: eee : 
jane . = stay iets ‘Nae 4 Sati a e 
ala ect “ees eeeee : ae Se gs, 
, be ia a ae a Jae i 2 
Bee bs ee hs cgi A 
ca 5 lig ete ‘k 
aaa sett he ‘ Feb in By A A : 
: ia oe Sere ae ae a id ace Nae aa ; ee a . ; : 4 bi -_ : : 
Fao tl endl MSs Bo ng roe. ee ae eg a Pi if oo . & ; 
be Lagat 5s aS Ses * eo ee - ot « 
: oe ae ee Se aires Soe eS, eee sail c ie ae 
j farm Se ae ee SA cone ty ' . tiie tae as t; 2 , § a, 
Eas a ie as + on oe font al i ; a | Tiara Bade a3 te! a ae alae. — } ~¥ 
pee SS + as we ee : My es eee - 5 ‘ : oF . e a 
" : bee “—~"* 4 tM 6 <_ os Ele aera i Mae ae igs # to” 3 
f axae ¢ -  eegier tas ; Sg ge ae ts Oey ies sd Be At ‘ _ , Fe . 4 
a 5 ood Raa f ee ee as sg alae . oF ee” hare 2. E 
for rE en = Pe i os 7 len Ee woe ee ee 7 as Hag <t onan Sa ae 
- 3 ea . : ass . Vii s ol a ri “4 ie ee mares a ® "ae 3 eeleatimel aaa 7 — 
Fs . ra Pit, . ; } a, a = f . 5 a 
; A as a : - a < . i ee =. . A’ / Ps ree pais: 
- ” ; J is Ave ~ FE; 2 . eA alee * ; a SS ~ Sian. 
: lod 7 aS ici « | ae i af bs a | A ial ; a : 
7 \ We td of * ¥ 
rs . ; mn ‘ - Us 4 - ; Ss 
id —  ——_— ih, al ho te Mle | 
é ee ron 2 ent - io at cs oe . - Bak 4 1 r ae es ees a eae 
Sy < "7 al See * t's i ao? Poe a - a - i i a iat i ¢ * Fi one ar ‘ ‘Aiciecse 
—-_ Pe 2. = i ie : eg iy - oe #3 s - oe : See j a A 
f ‘“ aa Sa. i Aan FE & we oe _ .s ie - "fe wt =. oe .. fe ae 
a ae s —_—. 4 coat . = Pun * - ae . E ees og is , aa a 
S F: Pt ta is ae . “« ee * a 2 we 3  . eee - 
———— ie a a ae » Tee TS a ae ee Pe | hy? =: aR ea : 
i " ee ee Gk: ae Ee aoe * . Se . ’ > ny =e ‘ ie as F : 
— gs ae A a —_ bee ie = a “ ~ ee ag , ; ¢€ ck ee i ‘ + ae 
os i a ‘ ; 1, pee HE: 2 be i: ord a y : r [ae Few ot ‘d 
¥ a. FMI phe aie eae NT i a -_ ’ i : i fe eg « an : 
: = ee SS er pc ee eas as ~ ah 2 5 d ome Beer a : ; 
6 So oe se ca sas on BEN “ Ma : ae ees ae % 
af oR q RE eH * ae A =a , Pe = ae eee a 4 Bee 
’ i eas oe T . ss ee ieee a ta soe er. c — eat “« = is “aa ae ene “i : 
n = ' ; a, es é leas 4 ae 
- “- ‘ - ~_—. : = * cog ae 23 fe EZ eRe a De. “ , 
% ’ “aie ve -, ee eee . ile anaes 
: ~ . . is »' ‘8 f als 2 eae _ ~ = BP ert: UP ce 
— : : = Sas of | io ‘ a 2 © a ame See oe 7 
pee a ee ee ri ae ¥ SR aoe y Scien Be 
Fi vee, Be. Mek in u ee - 3 i , ie 
Cag aan oS © yas 1 ; . - aes 
eye. — ae SORES : - ae 
5 "ise er se . Ae 
- ie. oc 
ae 
— 
ee ve 
af ik 
sn 
“oe 
F 
a S40 
ers 
re hg 
woke 
of 
sf Bia 
ela 
ene 
re 
ee 
Pee 
wave 
- 
ang 
i 
: acaes Pg . 
: . ~ $ . i 
~ ag > ~ ’ oes 
r a a” 
USTRATEL ve 
Ce ae nosis 
PREVIEW Paying hy ‘omy al ais 
. ae 2 £ : 
Ta - w ging 
+s = ee 
- oe - , a 
= A at h 
be bea . - j a 
3 “@ 4 >a a 
it F % re 
ae Mere a 
ae 
+ oS 
ee, : — Prion — j a! a 
Sn oe en at OS) in Et OR ee ee = Ee Me PTE ee pe oy TEN HW: ae pil iat vo : : ties Pi ae ? os ee me 
ects . i Se () SS ANG eet oo” 3 A Reta cr Ce ee, Se, > es aaa. ie, |< a) E Ce ee re eee : ici fut awe Ras 7 . = i sig <a a 
ee So Ae alleen "s nae tle ae be Pea ‘A ge ag Dat cuneate ak 2 tote i aes Bedi wine Seeks dee eee : be ee ® ie. Fo oh debits ey. Pos tie La eg Sy 
eh ote > co eee nk ey ARR Ses Sle 4, eee ee ae i) Sali ea tee. mai ae eae emma i Taking dies RON air Wik OE ai oe ee Sad : ates ae Bich Pen Pood eon &- & oe 
ae i oe ir ee oe le eee go eS ee gts Sey ee pape as Gh pepe inele tM ieee Caen i) Per ae Ce Eg oe = ap cee) ge ektte, ; 5 vas “ee Poser 
Pee ‘ree. ets ae eet agile aie me. Vie 5 eet rs ear eae OS Sane Meee Limam Sc og ors *-2 ae ec eae Mee ihn oes Weis gia ali he iad oa Chat ro a Cte ee eee rae ee Pe “ao oe ‘epee = 
ee Noa | nce re ee. aes jf ceteiaget > 2 eee ee ea Span nee Oe ee gt wiacee eee. 2 ee ee 
si pat ‘ Oo ens si aiaiiall EE. a Ne, GI ny ret ee Roe eee et ~~ ame eS te oa. Senge Oo Be tas Bae os Ces pe alee hire hd 3 ae : eed gene 


Smith Gets Emerson Kilner Joins Ayers Co. 


Emerson Radio & Phonograph; Richard B. Kilner, formerly as- 
Corp., Jersey City, has named! sistant to the president of H. R. 
Martin L. Smith & Co., New York,| Basford Co., has joined the San 
to handle its advertising. The ac-| Francisco office of William A. 
count was resigned last week by | Ayers Co., West Coast publisher’s 
Grey Advertising (AA, April 22). | and radio-tv representative. 


Kaer Retires from Agency 
Dave Kaer has retired as a prin- 

cipal of Barber & Kaer, Jenkin- 

town, Pa. William J. Barber has 


|purchased Mr. Kaer’s interest and 


will continue as sole owner of the 
agency. 


WHO 
IS THE 


INFLUENTIAL? 


FTC Asks Revamp 
by Congress of 
1921 Packers Act 


WASHINGTON, May 1—In a move 
to head off food chains and proces- 
sors who have been claiming ex- 
emption from its jurisdiction, the 
Federal Trade Commission today 
urged Congress to wipe out a 35- 
year-old law which gives the De- 
partment of Agriculture exclusive 
responsibility over business prac- 
tices of companies engaged in 
“meat packing.” 

Until recently the exemption, 
spelled out in the Packers & Stock- 
yards Act of 1921, has been claimed 
only by companies clearly in the 
meat packing industry. But in his 
testimony before a subcommittee of 
the Senate judiciary committee to- 
day, FTC General Counse! Ear! L. 
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News, May, 1933 
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24 years ago... 


in its May 4th issue 


Printers’ Ink inconspicuously 
announced a new business 


paper, destined to make 
marketing history by 
originating the whole 
new field of 


PRODUCT INFORMATION 


&, publishing. 


Advertising Age, May 6, 1957 


Kintner said recent legal develop- 
ments have broadened the scope of 
the exemption to the point where 
virtually any company—regardless 
of its major activity—may be able 
to escape FTC control so long as it 
holds as little as 20% of the stock 
of any registered packing house. 


® As recently as last month, Agri- 
culture Secretary Ezra Benson in- 
dicated he intended to fight to re- 
tain his role in the meat packing 
field. After a survey ~* his depart- 
ment’s activities in 1e enforce- 
ment of the packers and stock- 
yards act, he issued a special report 
promising to work for a substantial 
expansion in the trade practice 
staff. 

But today Mr. Kintner handed 
the anti-trust subcommitee a letter 
from FTC Chairman John Gwynne 
indicating that the White House 
favors legislation taking Secretary - 
Benson out of the anti-trust field. 

According to the FTC letter, the 
Bureau of the Budget, which 
speaks for the administration, is 
supporting FTC’s request for re- 
peal of the controversial sections of 
the Packers & Stockyards Act. 

Among the developments cited 
at the hearing was the decision last 
week by FTC Hearing Examiner 
Frank Hier that the commission 
lacks jurisdiction to regulate ad- 
vertising practices of the Food Fair 
chain, Philadelphia, because the 
chain operates a slaughterhouse. 
Mr. Kintner noted that the slaugh- 
terhouse accounts for only $25,- 
000,000 of the company’s $475,- 
000,000 volume. 


s While he did not comment on the 
effectiveness of the Department of 
Agriculture’s efforts in regulating 
the business practices of meat 
packers, Mr. Kintner said the divi- 
sion of authority was seriously en- 
dangering FTC’s work. 

He cited one case where the 
courts set aside an order which 
FTC issued against a canner who 
acquired an interest in a meat 


| packing plant after the complaint 


| was 


issued. In another case, he 
said, an ice cream company claimed 
immunity because a milling com- 
pany which it owns has a subsid- 
iary engaged in packing dog food. 

In still another case, he said, a 
margarine manufacturer is arguing 
that he has been deprived of equal 
protection of the law because one 
of his competitors, who is in the 
meat packing field, is outside FTC’s 
jurisdiction and is not required to 
comply with FTC's enforcement of 
false advertising laws. 

Mr. Kintner also expressed fear 
that effective enforcement of anti- 
merger laws will be blocked be- 
cause neither the commission nor 
the Department of Justice can ap- 
ply the Clayton Act to companies 
which qualify for the Packers Act 
immunity. 


8 The issue first broke into the 
news about a year ago when FTC 
dropped false advertising com- 
plaints against Cloverbloom 99 
margarine after Armour & Co. 
claimed meat packer immunity. 
The Armour decision provided a 
basis for the recent motion by 
Food Fair to dismiss the complaint 
FTC has issued accusing it of so- 
liciting illegal advertising allow- 
ances. 

Legislation to repeal the meat 
packer immunity was introduced 
by Sen. Watkins and by others 
several weeks ago after four 
big meat packers—Swift, Armour, 
Cudahy and Wilson—initiated ac- 
tion in the federal district court 
here to modify a 1920 consent 
decree which bars them from en- 
gaging in the wholesaling of foods 
other than meat. 7 


]. M. Korn Names Barr 

Ray Barr, formerly copy chief 
of Geare-Marston, has been ap- 
pointed creative director of J. M. 
Korn & Co., Philadelphia agency. 
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The Sunday Picture Magazine 


Parade 


Too old to work at 40? 


ALSO: Carl Sandburg... Sophia 

Loren... The Duke of Edinburgh 

and Mlizabeth ... Ike's gardener 
and 11 oiher features 


For the first five months of 1957, just “‘closed’?.. 
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Anti-Ad Laws 
Peril Industry, 
Borton Warns 


Direct Tax on Ads Is 
Possible, AFA Head Tells 
U. of Missouri Session 


Cotumsi1a, Mo., May 2—Elon G. 
Borton, president and _ general 
manager of the Advertising Fed- 
eration of America, New York, 
said in a Journalism Week speech 
at the University of Missouri to- 
night that a “steadily increasing 
amount of governmental regula- 
tion and restriction of advertising, 
national, state and local,” poses 
a grave threat to the ad industry. 

He reported it is “estimated that 
at least 100 proposed laws are in- 
troduced in Congress and state 
legislatures each year to control 
or tax advertising,” and added: 

“In addition, there are many 
proposed city ordinances and rul- 
ings by state and national bu- 
reaus. Most of them fail of pas- 
sage, but each year a few are 
passed and advertising is con- 
trolled a bit more.” 

He warned that unless the trend 
is stopped, advertising “may soon 
foreclose its freedom and its abil- 
ity to serve business and the pub- 
lic effectively.” 


s “Let’s make it clear at the 
start,” Mr. Borton said, “that the 
advertising industry has always 
realized that there must be some 
regulation of excesses in advertis- 
ing performed by a few bad boys. 
Advertising people initiated and 
pushed through the legislatures of 
44 states the so-called ‘Model 
Statutes’ forbidding untruth and 
deception in advertising. Our in- 
dustry supported the Food & Drug 
Acts, the Wheeler-Lea Act, the 
Federal Trade Commission Act 
and other laws in states and the 
nation to safeguard the public. We 
are in favor of laws prohibiting 
bait advertising.” 

The speaker also observed that 
the advertising industry has “con- 
sistently fought for ever higher 
standards in integrity and good 
taste.” 

He stated that “advertising 
founded, and cooperates closely 
with, the better business bu- 
reaus,” and pointed out that “the 
media, the various advertising as- 
sociations and the local advertis- 
ing clubs urge clean advertising.” 


= Mr. Borton, whose subject was, 
“The Camel’s Nose—and Its 
Rump,” declared, “we feel that 
the present laws and rulings, plus 
self-regulation in the industry, are 
sufficient.” He added: 

“But the deluge of proposed 
regulations continues and _  in- 
creases. These regulations fall 
roughly into three classes: (1) 
Laws passed by Congress, state 
legislatures or city councils; (2) 
rulings made by government bu- 
reaus or commissioners and (3) 
judicial interpretations.” 

The executive labeled the sec- 
ond group as the “most danger- 
ous”—because “certainly it is 
more insidious and is spreading 
faster.” 

He said the bureau or commis- 
sion rulings are made by 3-5-7- 
man committees “who have been 
given some authority by law and 
often stretch it a bit farther.” 


® Mr. Borton said that “usually 
when promulgated, the rulings 
have the force of law—even 
though they are enforced by the 
same men who pass them. 
“Sometimes they are given real 
‘bite’ by the fact that the penalty 
for violation is the withdrawal of 
the license or permission to oper- 


ate the business,” he said. “Far too 
often, they are not subject to ap- 
peal to the courts. They increase 
constantly because of the natural 
urge of bureaucrats to increase 
their power. They are usually 
publicized only to the industry af- 
fects, so [that] the general pub- 
lic rarely learns about them.” . 


Ford, CBS Radio 
Sign $5,500,000 
Deal for 5 Shows 


New York, May 3—Ford Motor 
Co. will be the king of the air- 
lanes on CBS Radio this fall. 

The final touches are now being 
put on a $5,500,000 gross deal 
which would bring the auto maker 
in Sept. 1 as sponsor of Arthur 
Godfrey, Edward R. Murrow, Bing 
Crosby, Rosemary Clooney and 
part of the morning “World News 
Roundup.” Altogether this would 
add up to four hours and 35 min- 
utes of programming weekly— 
mainly in the daytime. 

Agreement had been reached 
with Ford and its agency, J. Wal- 
ter Thompson Co., as this story 
went to press, but talent negotia- 
tions are still to be worked out 
with Mr. Crosby and Miss Cloon- 
ey. 


a Mr. Godfrey’s show will be a 
new one directed toward the 
home-from-work audience. He 
will be heard Mondays through 
Fridays from 5:05 to 5:30 p.m., 
EDT. The Redhead, who recently 
announced that he will cut down 
on his work load by dropping his 
Wednesday night telecast, scoffed 
at reports that his new Ford show 
will be a disc jockey offering. It is 
expected to be a variety show of 
the same sort as his morning 
simulcast. 

The Murrow program will be 
his current five-a-week 15-min- 
ute newscast, which has been go- 
ing sustaining for some time. In 
the early morning, Ford will pre- 
sent five minutes daily of the five- 
a-week “World News Roundup.” 

If Miss Clooney and Mr. Crosby 
are signed, they will be featured 
in a five-minute Monday-through- 
Friday early morning show in ad- 
dition to six five-minute weekend 
musical broadcasts. o 


R. J. Brooks Resigns 
From Story. Brooks; 
Piner Assumes Post 


Cuicaco, May 1—Robert J. 
Brooks, vp and Chicago manager 
of Story, Brooks & Finley, news- 
paper representative company, has 
resigned from the company, effec- 
tive today. 

Mr. Brooks, 38, who has been 
with the company 18 years, told 
ADVERTISING AGE that he resigned 
for “personal reasons” and hinted 
that he wanted to go into some 
other business. He described his 
parting as amiable and said his 
future plans were indefinite. 

Mr. Brooks joined the company 
in 1939. He is the son of the late 
James M. Brooks, who founded the 
company in 1913, together with 
Howard C. Story Sr. and the late 
Joseph F. Finley. 

John Piner, who has been with 
the company for 38 years, suc- 
ceeds Mr. Brooks as manager of 
the local office. ° 


WU Boosts Margules 

Seymour Margules, advertising 
manager of Western Union Tele- 
graph Co., New York, has been 
named assistant vp in charge of 
advertising and sales promotion. 
Mr. Margules has been with WU 
since 1953. Previously, he had 
been an account executive with 
Biow Co. and advertising manager 
of Calvert Distillers Co.’s Carstairs 


division. 


AN ALPHABET 


vere 


SHEtL FROM A TO 


A TO Z—Starting this month the 


porate series of color spreads in L 

The primer-style ads, which carry “The Shell Companies” signature 

for the first time, will cover each letter of the alphabet and run 
through 1958. Kenyon & Eckhardt, New York, is the agency. 


OF tHe 


. 
Bathing suits 


Sign of 4 hotter feture fro 


THE SHELL COMPANIES 


Shell Companies will run a cor- 
ife, including this “B” ad May 13. 


GSA’s Mills Seen 
as McConnaughey 


Successor at FCC 


WASHINGTON, May 2—Edward K. 
Mills Jr., of Morristown, N.J., the 
No. 2 man in the General Services 
Administration, is reported to have 
the inside track for appointment 
as a member of the Federal Com- 
munications Commission. 

He would be appointed in the 
event that FCC Chairman George 
C. McConnaughey steps aside, as he 
is expected to do when his present 
term expires next month. 

A graduate of Yale law school, 
Mr. Mills has been a practicing at- 
torney in Morristown during much 
of the past 25 years. He served as 
mayor of the city following service 
in World War II. 

During the past year he has 
functioned as the chief adminis- 
trative officer of GSA and has 
been described as the agency’s 
strongest administrator. 


s Mr. Mills would not be entirely 
new to administrative law. In 
1938-39 he served here on the staff 
of a regulatory group which be- 
came a nucleus for the present 
Civil Aeronautics Board. 

While Chairman McConnaughey 
has refused to indicate his plans 
beyond June 30, there have been 
many signs that he intends to re- 
turn to Columbus, O., where he 
practiced law before entering gov- 
ernment service five years ago. His 
home here is for sale, and his chief 
assistant has announced plans to 
enter law practice here in Septem- 
ber. 

While he is a Republican, Mr. 
Mills would not necessarily be 
designated chairman of FCC. In 
the event of Chairman McCon- 
naughey’s retirement, the chair- 
manship might return to a former 
chairman, Rosel Hyde, or go to 
either of the two other Republicans 
on the commission, Commissioners 
John Doerfer or Robert E. Lee. e 


‘Science & Mechanics’ 
Promotes Contest 


for New Toy Ideas 


Cuicaco, May 1—If your per- 
sonal budget takes a beating in the 
next year or two because junior 
sees and wants some additional 
new and crazy toys, the blame 
might be placed on Science & 
Mechanics. 

The magazine currently is con- 
ducting a contest to find the best 
|mechanical toys for 1957. Persons 
submitting the winning ideas for 
|toys that may be patented will re- 
ceive $1,000 plus a royalty contract. 

Science & Mechanics has been 
| promoting the contest in the mag- 
azine since April and will con- 
/tinue to do so until the contest 
closes Aug. 1. Co-promoter of the 


contest is Marvin Glass & Associ- 
ates, Chicago, toy designer. 


es V. D. Angerman, publisher of 
Science & Mechanics, told ADVER- 
TISING AGE that 165 entries already 
have been received and 7,764 re- 
| quests for entry forms have been 
|handled. Although the contest is 
| billed as a $5,000, best five ideas 
contest, Mr. Angerman pointed out 
that $1,000 prizes and royalty con- 
tracts will be awarded to as many 
winners as are selected by a board | 
of judges. . 


Armour in Huge 
Coupon Deal in 


“McCall's,” “Look’ 


(Continued from Page 1) 

The additional 3,000,000 coupon 
booklets will be available in retail 
stores for direct distribution to 
shoppers. Tatham-Laird, Chicago, 
is handling. 


s Armour also is advertising the 
| promotion with commercials on its 
itwo NBC-TV daytime shows, “It| 
Could Be You” and “Matinee The- 
ater,” plus pony spreads in Chain 
Store Age, Food Topics, Progres- 
sive Grocer, Super Market News 


‘55 Car Buying 
Neared ‘Limits of 
Risk,’ FRB Finds 


(Continued from Page 1) 
stalment of a six-part report on 
}consumer credit which Federal 
| Reserve has been making for the 
|President’s council of economic 
|advisors. Earlier portions of the 
| report indicated the board’s belief 
| that liberalized credit in 1955 re- 
sulted in over-selling, and “bor- 
rowing” against 1956 business. 


® The special study of automobile 
sales involved personal interviews 
with several thousand car buyers. 
It produced a wealth of detail be- 
yond anything ever assembled. 

According to the report, about 
80% of the increase in auto sales 
in 55 can be traced to credit, with 
80% of the additional credit pur- 
chases completed by persons with 
incomes in excess of $5,000. 

The study indicated relaxation 
of credit occurred in 1955 because 
of intensive competition among 
lending institutions. It noted that 
approximately half of the instal- 
ment buyers in °54-’55 said they 
would not have bought the new 
car they did at the time if sub- 
stantially larger down payments 


|or shorter maturities had been re- 


quired. 


s Emphasizing its belief that auto 
loans have reached their maxi- 
mum length in terms of months 
for maturity, the staff said almost 
20% of the contracts written in 
1955 incorporated several hundred 
dollars of debt carried over from 
the buyer’s old car. 

“The number of car buyers will- 
ing to cumulate debt from one car 
to another may be expected to ap- 
proach some definite limit,’ the 
report said. 

As credit terms eased in 1955, 
the number of credit purchases 
increased by almost 50%, while 
cash purchases increased by only 
one-sixth. Credit buyers outnum- 
bered cash buyers by two to one. 

The number of contracts with 
maturities in excess of 30 months 
increased from one-third to two- 
thirds of all instalment sales, while 
the percentage of transactions in- 


and Wholesale Grocers News. 
| Unlike a promotion held earlier | 
|this year by Swift & Co. (AA, Nov. | 
26, 56), there will be no handling | 
of coupons by retailers in Armour’ | 
promotion. All coupons will be sub- 
| mitted by consumers for redemp- 
|tion by mail, and checks will be 
sent in return. 

The canned meats involved in the 
promotion are corned beef hash, | 
Treet, chili con carne, beef stew, 
|vienna sausage, chopped ham, 
chopped beef, deviled ham, sliced 
|dried beef and corned beef. The 
promotion will run through July 
131. 

ADVERTISING AGE learned that the 
| Armour promotion was set up with 
the specific intention of avoiding 


| the troubles that Swift & Co. en-| 


countered earlier this year when 
Swift ran spreads containing $1.45 
in coupons redeemable at the retail 
level in Life, Look and Ladies’ 
Home Journal (AA, Jan. 28). 


business reportedly ganged up on 
the newsstands and bought the 
three issues in wholesale quantities. 
A “gray market” for the issues was 
created and in some cities copies of 
Look (15¢ regularly) were selling 
for $1 a copy. 

In a later development, North 
American Van Lines, which ran a 
color spread in the Jan. 28 issue ot 
| Life (which carried the Swift cou- 
pons), asked Life for an “adjust- 
ment” because of lost circulation 
of the issue (AA, Feb. 18). e 


® Grocers and others in the 4 


volving down payments equal to 
less than 25% of price rose from 
one-third to one-half. 

While notes extended for longer 
periods, the survey showed month- 
ly payments remained at about 
the same level, with the median 
at $72. The average credit buyer 
was obligating about 15% of his 
disposable income, although in the 
lower income groups, loans often 
involved 20% to 25% of income. 


s At the time of the field inter- 
view in mid-1956, a great majority 
of the buyers indicated they were 
satisfied with their “deals,” al- 
though many doubted they would 
take on such long obligations 
| again if they could avoid it. 
| Since it is primarily interested 
/in learning how the consumer fi- 
nance industry operates, the 
board’s staff emphasized the fact 
that the survey shows no single 
type of lender was responsible for 
the liberalizing of credit terms 
| that took place. The staff said the 
competitive situation in each mar- 
| ket brought the changes. 

In some localities the first to 
liberalize was a major sales fi- 
nance company; in others, a small 
regional or local sales finance 
company; in still others, a bank. 
| “From a national point of view, 
|the liberalization trends in local 
new car markets became so per- 
suasive that they merged into a 
|picture of countrywide competi- 
|tion in easing credit terms,” it 
said. © 
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CIRCULATION | 
(OW OVER 5,200,000 


FIRST HALF, 1957, WILL BE 
BIGGEST IN LOOK HISTORY- 

a BIGGEST IN ADVERTISING PAGES 

) | BIGGEST IN ADVERTISING REVENUE 
CIRCULATION AT ALL-TIME HIGH 


L00 


Lt 


Pn er we 


Year after year since 1946, LOOK circulation and advertising revenue 


have grown bigger than the year before. No other major magazine 
The life of can match this record of continuous growth. People like Loox. 
They recognize its closeness to people, its interest in people —and 
they respond. They have made LOOK one of the biggest and most exciting 
tantrums market places for the products and services of American industry. 


LooK — THE EXCITING STORY OF PEOPLE 


*PUBLISHER'S ESTIMATE 
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$24,000,000 in gross billings have rolled into NBC daytime television during the past 
two months. During a single week—ending April 15—the advertiser swing to NBC day- 
time hit two million a day. Six new sales, two renewals. Total for the week: ten million! 

General Foods, Chesebrough-Pond and 8.0.8. joined the rapidly expanding list of 
national advertisers who are discovering the new values of NBC daytime. P & G and 


Standard Brands extended their daytime purchases. Miles and Alberto-Culver not 
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END IN SIGHT! 


only renewed their existing schedules, but made important additional purchases. 
What’s behind it all? The simple fact that advertisers go where the audience a 
And, as Nielsen, Trendex and ARB all show, millions of daytime viewers have been 
switching to NBC. In one year NBC daytime audiences have increased 34%" 
As Variety headlined it, “There Just Seems No Ending to That NBC-TV Day Push’! 
NEC Kelewisiomn Network 


"Nielsen Mar. 11°56-'57,11 am-1 pm, 2:80-5:30 pm 
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spondents in all principal cities. 


librarian. Corre- 
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Jack C. Gafford, advertising director. G. D. Lewis, manager sales and service; 
William Hanus, assistant manager sales and service. 

New York: Harry Hoole, eastern advertising manager; James C. Greenwood, 
John P. Candia, David J. Cleary Jr., Louis DeMarce, Daniel J. Long. Chicago: 
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15 cents a copy, $3 a year, $5 two years, $6 three years in U.S., Canada and 
Pan America. Elsewhere $4 a year extra. Four weeks’ notice required for 
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Too Much Self-Criticism? 


An extremely interesting manifestation of some advertising men’s 
cast of mind has developed as a result of the series of “Advertising 
We Can Get Along Without” which ApverTIsING AGE has been pub- 
lishing in recent weeks. 

The idea is to point the finger at specific advertising which seems 
to be misleading, or in bad taste, or which in some way might tend to 
make the job of all advertising more difficult and to be vulnerable on 
social or ethical or moral grounds. 

We have always believed that specific finger-pointing at specific 
people or situations—rather than generalized lectures in which no 
name is mentioned and no one is specifically implicated—is the only 
kind of publicity which is likely to accomplish much in this area. And 
since we can’t see all the advertising, we have invited the cooperation 
of readers in calling items to our attention. 

The cooperation has been excellent—and most of the material we 
have published has come from readers (whom we urge to keep it 
coming). But a great deal of unusable material has also come from 
readers, who turn out to be more critical of advertising than most non- 
advertising people. And this is a mild sort of shock. 

Ads have been nominated for the “we can get along without this 
stuff” category which are merely poor ads, or which seem to exhibit 
mere common trade puffery, but which somehow seem almost to en- 
rage some advertising people. 

For example, one adman with a major agency sent us a clipping of 
a Market Data Book testimonial ad from AA as his nomination for 
advertising we can do without. “The careless exaggeration of the 
headline,” he said, “even as a testimonial, is sufficient to make the 
rest of the testimonial suspect.” And again: “the accuracy of Mr. 
*s statement is very doubtful.” 

The headline to which this writer takes such violent exception said: 
“Not even the phone book gets as much use as our Market Data 
Book...” and the text went on to say it was used daily, put to maxi- 
mum use in the fall, when schedules are being made up, etc. This 
statement may possibly not be literally true although it could be... 
but even if it isn’t literally true, we don’t really believe it is mislead- 
ing or dishonest or likely to harm anyone. 


We cite this only because it refers to one of our own publications; 
we have received dozens of others of a similar import related to all 
kinds of advertisers. We are amazed (honest, amazed is the word) at 
the insistence that advertising must be literally and absolutely simon- 
pure. If trade puffery and attention-getting devices are to be elim- 
inated, what is left is not advertising, but something else. Advertis- 
ing is a special pleader, always putting its best foot forward; it is not 
supposed to be impartial, unbiased, and “scientific’—any more than 
the young swain is supposed not to tell his lady fair that she is 
“beautiful” unless he is absolutely certain an unbiased jury of experts 
on feminine beauty will back up his judgment. 

Advertising is supposed to be enthusiastic about whatever it is that 
it is trying to sell, just as any good salesman is supposed to be en- 
thusiastic. And we refuse to be horrified (as another correspondent 
was) over another advertiser's boast that you couldn't buy a better 
product than his for a million dollars. 

We want to continue singling out advertising which we think passes 
the confines of reasonableness or good taste, and which we believe is 
deliberately meant to convey meanings which are not true. But we 
may as well confess that we have no interest whatever in taking the 


—Harold G. Bartlett, Greenhaw & Rush Inc., Memphis. 


“He insists he didn't drop the ball, he just let it go to see which way 
it would bounce.” 


salesmanship out of advertising, or in trying to turn it into a stodgy 
recitation of catalog-type facts. 

While we’re at it, we should like to emphasize that while most of 
our examples in this series are from printed media, we believe broad- 
cast media are carrying at least as much not-good advertising. It is 


simply harder to reproduce it. 


What They're Saying 


‘How Secretaries 
Evaluate Jobs'—Advertising 


vertising executive Fairfax M. 
Cone, reports that her employer 
relies on her to do her own think- 
ing, that he stresses 
mind, considers their relationship 
“to be a partnership.” To spare 
him for more vital matters, she 
passes work along to other execu- 
tives, hence must be familiar with 
their duties also. She edits his let- 
ters with his sanction ...in his ab- 
sence makes decisions...is sym- 
pathetic to his creed of a desk, 
“neat inside and out” ...calls hers 
“an exciting, ‘fun’ job.” 


—Chicago Tribune roundup on this 
subject, April 24, 1957. 


Space Salesman’s View 
Perhaps the perfect media sales- 
man is a chameleon of the first de- 
gree, changing his colors with his 
environment. That more of them 
don’t develop into full-blown 
schizophrenics is the miracle. If I 
don’t have a sharply defined, su- 
perbly organized spiel for you each 
time I call, lay the blame not on 
my wanting to contribute worth- 
less information to you about my 
product, but that I’ve probably 
come reeling to you directly from 
a sabre-sharp dueling session with 
a fencing master president of a 
wholly owned construction firm 
who sees every nickel he pays for 
Fortune advertising coming direct- 
ly out of his own take-home pay. 


—C. S. Lovelace, Fortune representa- 
tive, speaking before the Maryland 
chapter, National Industrial Adver- 
tisers Assn. 


Gult Being Bridged 

The gulf, broad and deep, that 
was permitted to develop in the 
communications between our man- 
ufacturers and their dealers is rap- 
idly in process of being bridged. 


Therefore, in these early days of 
_the second half century of the 
American automobile, we are op- 
| timistic both as to our growth and 


Helen Bartlett, secretary to ad- | 


to the increasing service which we 

shall render in the public interest. 
—Frederick J. Bell, exec vp, National 
Automobile Dealers Assn., speaking at 
the annual convention of the National 
Assn. of Radio & Television Broad- 
casters. 


an orderly | 


Silence Is Golden 

I’m sure you all know that any 
new model—next year’s Ford or 
Mercury, next Buick or 
Oldsmobile—its horsepower, fea- 
tures, what it will look like, is a 
complete mystery to anyone out- 
side Ford Motor Company or Gen- 
eral Motors. And I’m sure you 
know why. 

After all, does Field's tell Car- 
son’s any more than Gimbels tells 
Macy’s? 

As a matter of fact, compared to 
General Motors, Chrysler and Ford 
—these people are garrulous men 
indeed. 


year’s 


~—-Eldon E. Fox, advertising manager, 
Edsel division of Ford, speaking be- 
fore the Mail Advertising Club of 
Chicago. 


Fun Is the Best 

What’s the toughest part of run- 
ning an ad agency? 

I suppose it would be keeping 
clients from making mistakes in 
advertising techniques . . persuad- 
ing them not to advertise in man- 
ners we feel are incorrect. 

What’s the best part about it? 

It’s fun. We adopted a formula 
some time ago in which we will 
not take an account unless it 
meets three criteria: Will it be 
profitable? 
be fun? 


~— From an interview with Harold J 
Rowe, president, Ambro Advertising 
Agency, in the Cedar Rapdis Gazette. 


Just Like Home 

We feel that advertisements in 
|/newspapers have the same impact 
as a good friend telling the Cadil- 
lac story around the breakfast 
table or in the living room. 


James M. Roche, vp, General Motors 
Corp., speaking at the annual meeting 


Will it grow? Will it! 


Advertising Age, May 6, 1957 


| Rough Proofs 


Recognizing the unpleasant fact 
that calorie intake has become a 
problem for overweight pooches, 
Rival Packing Co. has thoughtfully 


| introduced a new low-fat food for 


“less active dogs.” 
7 
There hasn’t been a new idea in 
direct mail since the early 1930s, 
says Arthur Theiss, of Patriot Life. 
That’s right—the insurance com- 
panies are still offering you a mem- 


‘orandum book with your name 
stamped in gold on the cover. 


+. 

U. S. living standard must jump 
50% by 1967, asserts JWT’s Arno 
Johnson, who can probably see 
three cars in every garage instead 
of only two. 


- 

“Bondholders,” asserts the New 
York News, “enjoy the badge of fi- 
nancial success, get extra spendable 
cash, a regular monetary return, 
and security.” 

And besides all that, they’re dead 
set against inflation. 

7 

You won't find the comparative 
ratings of Ellery Queen and Perry 
Mason in that new study on “Brand 
Preferences of American Men” of- 
fered by Inside Detective and Front 
Page Detective. 


io 

The Bureau of Advertising has 
named Cadillac the National News- 
paper Advertiser of the Year, and 
hopes its campaign will be emu- 
lated by others who want to be 
surrounded by that special aura of 
success. 

e 

Vance Packard’s new book ob- 
jects to advertising as “depth 
manipulation” which “invades the 
privacy of our minds.” 

He’s thinking about some new 
form of communication which 
stays respectfully on the outside. 


Wisconsin Agriculturist, the ad 
says, reaches 9 out of 10 of Wis- 
consin’s best farm families. 

Wonder if the circulation in- 
cludes that outstanding Wiscot.. 
farmer and Chicago adman, Wally 
Meyer. 


” 


“It’s no secret,” says a Cincin- 
nati food broker boosting spot tv, 
“that Campbell Soup uses no half- 
way measures.” 

It’s a full can every time. 


“There’s a greater Salt Lake,” 
insists Station KSL, without even 
describing the boxing success of 
Gene Fullmer to prove its point. 


Borrowing a page from the de- 
tergents which promise the house- 
wife clothes whiter than white, 
American Cyanamid is telling ad- 
vertisers that papers made with 
Calcofluor are likewise whiter 
than white. 


The Mayflower II is on its way 
to America, equipped with radio 
and other modern conveniences, 
and fortunately for the advertisers 
who will exhibit at its pier, it will 
tie up in New York instead of at 
Plymouth Rock. 


of the Bureau of Advertising, ANPA. | 


Copy Cus. 
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eM aes 


Look Beyond the Page Where 


Your Advertising 


Appears 


for example, look at The Inquirer’s Sports Pages 


Vigorous, perceptive writing tells all about 
“the way the ball bounced” and why. The 
event may be the Army-Navy game at 
Municipal Stadium or a suburban high 
school baseball playoff. Highly individual 
columnists’ opinions spice the news diet. 


Through every section of The Inquirer 
7 you find page-one impact. The Inquirer 
serves, with careful balance, each of a 
newspaper’s responsibilities . . . informa- 
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Exclusive Advertising Representatives: 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


Laie) 
7) on 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 
Andover 3-6270 


DETROIT 


Penobscot Bidg. 


RICHARD |. KRUG 


Woodward 5-7260 


tion, aid, entertainment. And thus The 
Inquirer wins its amazing reader loyalty. 


This loyalty moves effectively from editorial 
to advertising columns every day, year 
‘round. And certainly your look beyond 
advertising will explain the need for The 
Inquirer on your next schedule. This view 
has moved more advertisers to place more 
linage in The Inquirer than in any other 
Philadelphia newspaper. 


The Philadelphia Pnguirer 


Now in its 24th consecutive year of total advertising leadership 


West Coast Representatives: 


SAN FRANCISCO 
FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS * FIRST 3 MARKETS GROUP 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 

Dunkirk 5-3557 
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Colgate Dental Cream Drive 
Combines Two Themes 


the campaign combines the Gardol 


Colgate-Palmolive Co., New/and bad breath themes. In print 
York, has launched a new cam-/ media, the new selling message is, 
paign in four media for Colgate| “Brush your teeth with Colgate’s 
dental cream. Reported to set “a'... brush bad breath away! And 


The £1 Paso Times 


An Independent Newspaper 


TWO Separate Newspapers - 33° Line BUYS BOTH! 


EL PASO 
dominates a larger area of these 
United States than any other 
American City. 


So do its newspapers with 56% 
family coverage ratio of City and 
Retail Trading Zone. 


El Paso Herald-Post 


A Scripps-Howerd Newspaper 
Morning and Sunday Evening 


new record high for the product,” 


Colgate’s with Gardol fights decay 
all day, too!” 

Media to be used include 19 na- 
tional magazines with two-color 
ads, four CBS-TV and four CBS- 
Radio network shows, spot tv and 
375 Sunday comics sections. Ted 
Bates & Co., New York, is the 
agency. 


Sanford Joins Smith, Stanley 

Dr. Ralph ‘S. Sanford, former | 
assistant research director of Mod-| 
ern Plastics, and before that senior 
analyst of Standard Consultants, 
a division of Standard & Poor 


Corp., has joined the executive 
staff of Smith, Stanley & Co., New 


York, sales consultant and market- 
ing research organization. 
Stanfield A~ js: New Products | 
Standaru ~ronds, New York, has 
appointed Harold F. Stanfield Ltd., 


McKNIGHT 2.9% | 


McKNIGHT...... 


Montreal, to introduce two un- SENSATIONAL—Star Union Pajama Co. started its first advertising 
identified new products of its Bal- | Program with this spread in the Daily News Record April 24 for 


lard division into Canada. 


oO ae 


This year’s fashion revival—given so much impetus by My Fair 
Lady—is reflected in this lingerie promotion for Du Pont nylon. 


Illustrations reveal a feminine dream world of soft pastels, and 
delicately express the theme, “The New Romanticism.” Ad- 
vance orders promise tie-ins by stores across the U. S., giving 
nylon an extra boost in spring months. Ads run March through 
June in Vogue, Harper's Bazaar and The New York Times. 


7 
Mrs. Sal Maglie is one of several Brooklyn Dodger wives who 
appear in a new series of commercials for Schaefer Beer on the 
Dodger telecasts. In warm and friendly dialogue with off-camera 
announcer, each wife discusses some hobby or interest she pur- 
sues (Mrs. Maglie loves to cook Mexican food) for real enjoy- 
ment. In her own words and in her own way, each also mentions 
her appreciation of Schaefer—“for real enjoyment, real beer.” 
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Most people have no use for bad weather. But the Campbell's 
Soup people do. They use such weather to seli soup in some 
seasonal magazine ads. These special ads feature “mood” photos 
of raw, rainy, miserable days—the kind of weather, depth re- 
searchers say, that puts folks in the mood for some good, hot 
soup. For added spice, weather shots are in black and white, 
make color photos of Campbell’s Soup all the more inviting. 


Another exciting new idea in home lighting . . . from General 
Electric, of course. You can actually “redecorate” a whole room 


with G-E Coloramic bulbs—subtly change its whole color and 


mood—in the short time it takes to change bulbs. This four-color 
page by BBDO Cleveland is in itself a brand-new idea. It shows 
the same room lighted four different ways with G-E’s Coloramic 
bulbs—Dawn Pink, Sky Blue, Sun Gold and Spring Green. 


BATTEN, BARTON, DURSTINE & OSBORN, INC., ADVERTISING 


NEW YORK + ATLANTA + BOSTON + BUFFALO + CHICAGO + CLEVELAND - 


DALLAS «+ DETROIT + HOLLYWOOD + LOS ANGELES + MINNEAPOLIS + PITTSBURGH + SAN FRANCISCO + SEATTLE + TORONTO 


McKnight pajamas. A consumer campaign is planned for later in 


the year in Esquire, Life, Look 
| and other magazines as yet un- 
|decided. Mervin & Jesse Levine 
| Ine., New York, is the agency. 


Wheels Grind as 
19th Miss Rheingold 
Push Gets Started 


New York, April 30—Selection 
of candidates in the 19th annual 
“Miss Rheingold” contest con- 
ducted by Liebmann Breweries 
got under way last week with a 
blast-off luncheon at the Waldorf- 
Astoria. The affair was attended 
by advertising, broadcasting and 
publishing people, 1,500 models 
and almost everyone who was in 
the neighborhood. 

Election of the girl who will 
serve as a human trademark for 
the brewer in 1958 will take place 
in August and September, and the 
name of the winner will be posted 
at Christmas. 

The advertising budget for the 
“Miss Rheingold” contest has been 
increased substantially this year 
by Liebmann, with most of the 
additional funds going into news- 
papers and Sunday supplements. 

In a_ six-week prc -selection 
campaign, the six final candidates 
will be presented to the voting 
public through newspapers, mag- 
azines and television. Most of the 
Rheingold newspaper ads will be 
page units. 


e After the winner is selected, 
she will appear in color ads in 
newspapers and magazines and in 
outdoor ads as well as at countless 
public functions as a_ traveling 
ambassadress for the brewery 

During the six-week election 
period, a radio spot parody, “I 
Want a Girl Just Like the Girl in 
the Rheingold Ads,” will saturate 
the air waves. 

Credit for the Rheingold com- 
mercials goes to Tom McDonnell, 
director of broadcast planning, and 
Marjorie Greenbaum, vp in charge 
of copy on Rheingold, both of the 
company’s agency, Foote, Cone & 
Belding. . 


Ren Averill Names Cole 
Gordon Cole, formerly Los An- 

geles manager of Blanchard-Nich- 

ols, has been named a vp of the 


|Ren Averill Co., San Francisco, 
|publishers’ representative. Mr. 
|Cole will be general manager of 


the company’s new offices at San 
Francisco now in the process of 
being organized. 


Burgermeister Boosts Thomas 
Robert G. Thomas, formerly 
southern division manager at Los 
Angeles for Burgermeister Brew- 
ing Corp., has been transferred to 
San Francisco headquarters and 
promoted to manager of the brew- 


ery’s new public relations depart- 
ment. 
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In Chicago, 


department stores 
are going places 
in The American 


AMERICAN 


SUN-TIMES 


The American’s department store advertising 
linage gains were greater than all other Chicago 
papers combined in the Ist quarter of 1957 


Giants in the retail field are the department stores. They lead the 
way in sales volume, advertising investments. And their adver- 
tising must produce results to maintain essential volume. The 


chart shows the latest advertising trend among Chicago’s top 


moving UP! This striking advertising growth, from those who 


know, is evidence of one outstanding fact—in Chicago, The 


American is the newspaper that’s going places! 


Department store advertising linage 
Ist 3 months of 1957 vs. same period 1956 


| 
| 
| 
| 
| 
| 
department stores, and the trend is obvious—The American is | 
| 
| 
| (7-day basis, excluding zone. Source: Media Records.) TRIBUNE 


THE CHICAGO AMERICAN 


Nationally Represented by Hearst Advertising Service Inc | P. S.—CIRCULATION IS UP, TOO. MARCH TOTAL DAILY AVERAGE OVER 552,000, 
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STRICTLY 
HIGH 
VOLTAGE 


Best contact s.aween a supplier and 50,000 radio- 
electronics prospects is the reference book of the field— 
the annual IRE DIRECTORY. Here is the only publication 
that completely classifies the entire industry. 


Your ad in this purchasing index quickly gets to the men 
who count in radio-electronics buying. The 1958 IRE 
DIRECTORY will save you time and money, and will work 
for you 365 days a year. 


When radio-electronics engineers want to know, they go 
to their Directory. If you want them to know about your 
products and services, call us today. 


- 


THE INSTITUTE OF RADIO ENGINEERS 
RUE 1475 BROADWAY e N.Y. 36, N.Y. © TEL. BRYANT 9-7550 


, ‘Glamour’ She Go Calypso 

| Glamour, getting in step with 
the Calypso craze, is introducing a 
| Calypso dance and offering a 50¢ 
_45-rpm record by Geoffrey Holder 
|in its May issue. The record, a 
| collection of Limbo-Calypso mu- 
|sic, ties in with an editorial fea- 
ture written by Dancer Holder and 
| picturing how to do the Limbo- 
| Calypso, an acrobatic ritual dance 
from the Southern Caribbean. 


MacDonald-Cook Names Two 

MacDonald-Cook Co., South 
|Bend, Ind., has appointed Dick 
| Matthiessen to its copy staff and 
|Margy Swoverland to the public 
|relations staff. Mr. Matthiessen 
formerly handled financial adver- 
tising for the commercial division 
of Associates Investment Co. Miss 
Swoverland previously handled 
advertising and publicity for Lib- 
|erty Coach Co. 


| Mary Kay Joins Cowans 

| Mary Kay has resigned as an 
account executive of McCann- 

| Erickson (Canada) Ltd., Montreal, 
to join Andrew Cowans Inc., Mon- 
treal public relations company. 

|Miss Kay will organize her own 

| department, which will be respon- 
sible for handling of accounts of 

| primary interest to women. 


| Richard Shea Forms Agency 
Richard B. Shea, formerly an ac- 
count executive with Luckoff & 
Wayburn, Detroit agency, has re- 
|signed to form his own agency, 
| Richard B. Shea Advertising, with 
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Getting Personal 


O’Neill Ryan, top new bizman at JWT, and Hank Flower, vice- 
chairman at JWT, are recovering from food poisoning . . . Don Fran- 
cisco, retired vp of JWT, has been named by the U.S. Department of 
Commerce to be director of 
the Milan Trade Fair, which 
opens next April. . . 

Ennis Gicker, editor of 
Western Baker, San Francis- 
co, a Miller Freeman publi- 
cation, has been elected pres- 
ident of The Buzzin’ Boots, 
Marin County’s oldest square 
dance group... 

Alan W. Cundall, an ac- 
count executive in the New 
York office of Botsford, 
Constantine & Gardner, San 
Francisco agency, is now the 
proud father of a second 
child, his first son. . . 

Taking a world cruise, Mr. 
and Mrs. Edwin L. Andrew 
(he’s board chairman of Ful- 
ler & Smith & Ross, Cleve- 
land) were aboard the Pres- 
ident Jackson, making a little 


i ller, NBC : : 
HAVE SOME—Judith Waller history, as the ship became 


public affairs representative and 
first manager of WMAQ when it 
started in 1922, cuts a piece of 
cake for Howard W. Coleman, 
present manager of the Chicago 
station. NBC Chicago associates 
gave Miss Waller a luncheon on 
her 35th radio anniversary. She 
retired April 30. 


the first to carry the Ameri- 
can flag through the Suez 
since the international stale- 
mate... 

Paul Klemtner, president 
of Paul Kliemtner & Co., 
Newark pharmaceutical mar- 
keting and ad agency, sailed 
on the United States with 
Mrs. 


offices at 17621 James Couzens 
Hwy., Detroit. The company will 
| specialize in the retail advertising 


You Might Shoot An Arrow 774 Yards*= 


BUT. 


NIELSEN NCS NO. 2 
NOVEMBER, 1956 


DAYTIME 

| Monthly | Weekly Daily 
Homes NCS NCS 

Reached Circ. Circ. 


Radio 
Homes 
In Area 


208,450 
106,570 


107,490; 95,520 67,470 
43,420| 38,670 | 25,630 


| She Felyer Hations 


WKZO.TV — GRAND RAPIDS KALAMAZOO 
WKZO RADIO — KALAMAZOO.-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 

WAJEF.FM — GRAND RAPIDS-KALAMAZOO 
KOLN.-TV — LINCOLN, NEBRASKA 


Associated with 
WMBD RADIO — PEORIA, ILLINOIS 


*Charles Pierson set this record in 1955. 


« « YOU NEED WKZO RADIO 
TO HIT THE TARGET 
IN KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN! 
One station dominates Western Michigan—WKZO, CBS 


radio for Kalamazoo-Battle Creek and Greater Western 
Michigan. Morning, noon, or night, Pulse ratings show 
that WKZO nearly doubles the share of audience of 
the nearest competing station. 


And check the latest Nielsen figures at the left! In all | 
Nielsen categories, WKZO delivers from 143% to 178% 
more homes than the second station! 


Avery-Knodel can give you all the facts. 


WKZO 


CBS RADIO FOR KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN 


Avery-Knodel, Inc., Exclusive National Representatives 


Klemtner for a trip 
which includes England, 
France, Switzerland, Germany and Italy. . . 

Peter F. Drucker, consultant, author and professor of manage- 
ment, graduate business school, New York University, has been 
chosen as recipient of the American Marketing Assn.’s 1957 Parlin 
Award, which will be presented at a meeting of the Philadelphia 
chapter on June 6. The award is given annually “for a distinguished 
achievementjn the field of marketing.” . . 

The well-Known Chicago salesman, James T. Mangan, who's also 
a consultant, author, lecturer and idea man, is author of another 
book titled “How to Win Self Confidence for Selling.” The pub- 
lisher is Prentice-Hall. . . 


400: COUNT ‘EM—When Joe Hoffman (right) was welcomed as the 

400th employe of Campbell-Mithun, Ray Mithun served cake and 

coffee to all employes in the lobby of the agency’s Minneapolis of- 

fice to mark the occasion. Mr. Hoffman was formerly copy chief at 
Foote, Cone & Belding, New York. 


Helen R. Wischmeyer, media director of Bond & Starr Inc., Pitts- 
burgh advertising and pr agency, received an “Oscar” at a meeting 
of the Pittsburgh Adclub to commemorate her citation by the club 
as Pittsburgh’s 1957 Advertising Woman of the Year. The statue, 
which, incidentally, is called “Adeline,” is a bronze figure of a 
woman on an onyx base... 

Now under way is the annual fund drive for the Off-the-Street 
Club, the Chicago ad fraternity’s special interest, with P. J. Mor- 
rison, ad director of the Chicago American, as chairman. Members 
of the finance committee are H. M. Driscoll, vp, National Boulevard 
Bank; F. J. Durham, president, W. W. Durham & Co.; L. 8S. Anoff, 
president, Albert Pick Co.; Wally Kurz, advertising manager, Chi- 
cago Tribune; Wes Nunn, ad director, Standard Oil (Ind.); and Jack 
Platt, senior vp, Kraft Foods. . . 

Carl Murphy, president of Afro-American Newspapers, Baltimore, 
and chairman of the board of trustees of Morgan State College, 
was given a testimonial banquet attended by more than 600 people 
a couple of weeks ago, during which he received a citation from 
Baltimore’s Mayor D’Alesandro for his “dedicated and distinguished 
service to the college, city, state and to the nation.” Dr. Murphy 
recently completed 40 years with Afro—35 of them as president... 

Frederick R. Cross, ad manager of Stewart-Warner Corp., has 
been appointed chairman of the advertising division for the cur- 
rent fund drive of Chicago’s Multiple Sclerosis Foundation. 
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Sales Across the Seas— 


SELL TO THE U.S. ARMED FORCES OVERSEAS! 


Each year more than 100,000 youthful families of U.S. Armed Forces 
in Europe spend a large part of $300,000,000 on American goods! 
Whether it’s lipstick or luggage, cigarettes or food, these Americans 
can and do buy it in U. S. Exchanges and Commissaries—the over- 
seas counterparts of U.S. department stores and super- 
markets. Products sold here are those demanded by the 
customers. You can influence their demands by advert- 
ising in The American WEEKEND. 


Published abroad, The American WEEKEND is the 
family newspaper of the members of the U.S. Armed 
Forces and their dependents overseas. In areas where 
there is no American TV, radio, or outdoor advertis- 
ing, as we know it, The American WEEKEND is the 
surest way to reach this military market and increase 
your sales across the seas—without export red tape! 
Contact nearest office for help from our specialists in 
this lucrative market. 


rh? 


ARMY TIMES PUBLISHING CO. 2020 ™ St. N.W., Washington 6, D.C. 
U.S. OFFICES: Chorleston, S.C., Chicago, Detroit, Honolulu, Los Angeles, Miami, New York, 


The American 


Philadelphia, San Francisco. FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


Marketing Associates Bows 


Marketing Associates, a consult- | 


ing organization offering market- 
ing, merchandising, sales promo- 
tion and creative services, has 
opened offices at 70 E. 56th St., 
New York. Officers are Jack M. 
Kayne, formerly advertising vp 
and marketing director of Necchi 
Sewing Machine Sales Corp., pres- 
ident; Norman S«xier, previously 
merchandise manager of DuMont 
Television, exec vp, and Ernest 
Socolov, formerly associate art di- 
rector of Columbia Records, vp of 


creative services. 


‘US. News’ Names Tardiff 


U. S. News & World Report has 
appointed Donald W. Tardiff to its 
Chicago advertising sales staff, ef- 
fective May 6. He most recently 
| was on the staff of Modern Office 
| Procedures and also has been with 


Again the peor 
More kids are going back to school in 
Buster Brown Shoes than any other brand 


Se ett my any hi nt ee © mae oO wd wate - 


‘aT YOUR FEET—The kick-off ad 
| (Aug. 26). in Brown Shoe Co.'s 
|52-time campaign in Life promotes 


Maclean-Hunter Publishing Co. in | the company’s Buster Brown shoes. 
Canada. U.S. News also has named | 


Paul Eckstrom, with its Philadel- 
phia sales office for seven years, 
to cover the territory south of 


Richmond. 


dollars worth of goods for top-drawer clients. 


Top-drawer advertisers buy 
WGN-radio in Chicago 


You’re in good company when you join the nation’s smartest 
time-buyers who confidently select WGN to sell millions of 


1957 promises exciting new programming to make WGN’s 
policy of high quality at low cost even more attractive to you. 


Brown Shoe Sets 
52-Week 8-Brand 
Campaign in ‘Life’ 


Str. Louis, May 1—What it calls 
|the largest and most spectacular 
‘consumer advertising campaign 
|ever proposed in the footwear, ap- 
| parel or soft goods fields has been 
announced by Brown Shoe Co. 
| Clark R. Gamble, Brown's pres- 
ident, appearing at a convention of 
the company’s entire sales organi- 
zation here last week, outlined de- 
tails of the big consumer campaign 
of color pages, which will begin ap- 
pearing weekly in Life starting 
| Aug. 26. The opening ad will fea- 
|ture Buster Brown shoes. 

The 52-time drive will include 
advertising for each of Brown's 
jeight shoe divisions, and—for the 
first time in the firm’s history— 
all divisional ads will identify with 
the parent organization. A new 
identifying letter “B” in script and 
a slogan, “Quality at your feet,” 
also will run during the ad series 
in a letterhead treatment. 


| 8 Life’s advertising director, Clay 
Buckhout, in St. Louis for the 
meeting, hailed the campaign as a 
pace-setter for the entire shoe in- 
dustry and as evidence of Brown's 
stature among the leaders of U.S. 
business. He said Life had carried 
many significant ad drives by top 
|corporations in the nation, but 
/none, he said, has been of more 
importance in its field than the up- 
coming Brown campaign. 
Representing Leo Burnett Co., 
Brown Shoe’s agency, Richard N. 
| Heath, president, said the forth- 
|coming Life drive would offer the 
shoe company frequent exposure in 
virtually every marketing segment 
|of the nation. He also told the 
| Brown sales group of the availabil- 
|ity of a complete line of merchan- 
|dising materials based on the Life 
ads. ° 


Sun Oil Elects Wright 

| Sun Oil Co., Philadelphia, has 
elected Willard W. Wright vp in 
|charge of marketing. He succeeds 
| Frank R. Markley, a director who 
will continue as vp on a new as- 
signment not yet announced. Mr. 
Wright, also a board member, for- 
|}merly was general sales manager 
j}of the company’s marketing de- 
partment. 


— Aschner & McAuliffe 

| Aschner & McAuliffe, public re- 
lations, has been formed with of- 
|fices at 10 E. 44th St., New York. 
| Principals are Ernest Aschner, for- 
|mer newspaper man and editor of 
|“Economics Horizons,” and Mi- 
|chael McAuliffe, previously senior 
account executive of Edward Gott- 
jlieb & Associates. 
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To sell more where more is sold 


ooeit’s FIRST 3 FIRST 


Watching the breakers come booming in can be a stimulating 
experience, but for sales and profits to come rolling in, your heaviest 
advertising effort should be directed to the greatest metropolitan 
markets—where the millions have billions to spend. 


Competition for attention to an advertising message is under- 
standably keenest in the nation’s richest markets—New York, 
Chicago, and Philadelphia—where the family coverage of General 
Magazines, Syndicated Sunday Supplements, Radio and TV thins 
out. In these 3 far-above-average markets, which account for 18% 


The group with the Sunday Punch 


Rotogravure ¢ Colorgravure 


of total U. S. Retail Sales, there is no substitute for FIRST 3 MAR- 
KETS’ high-tide 62% COVERAGE of all families. 


In addition, busy cash registers in the six states adjacent to the 
3 markets ring up 30¢ out of every U.S. Retail Sales $1.00. FIRST 
3 MARKETS GROUP concentrates 84% of its circulation within 
these 6 states to deliver 47% coverage of all families. 


To make your advertising sell more where more is sold . . . it’s 
FIRST 3 FIRST. 


\ New York Sunday News Coloroto Magazine 
> Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today” Magazine 


New York 17, N.Y. News Building, 220 East 42nd Street, MUrray Hill 7-4894 « Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 « Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-8557 
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Magazine 


=Moving Magazine Field 


=News Magazine-Field 


Suburbia ... Exurbia ... Urbia .. . what, and how much, do they 
mean? What’s the significant story behind the greatest population 
shift since the covered wagon . . . the most sweeping revolution in 
American living since the 8-hour day? 


NEWSWEEK started giving the answers in its April 1 issue—in a 
fascinating and revealing new series of reports on “The New 
America.” And this is the latest of many outfront journalistic 
enterprises pioneered by NEWSWEEK’s Special Projects Team, a 
task force of editors, writers and artists formed to marshal 
full editorial resources behind a single great project all at one time. 


During the past two yeers NEWSWEEK’s editors have initiated 
many now famous editorial “firsts,” among them: 

Spotlight on Business—a searching view each week into some highly 
significant but little known developmental aspects of American 
business. One example: The automotive engine of tomorrow. 


Newsweek’s Continuing Study of Capital Appropriations, conducted 
and reported quarterly by the National Industrial Conference 
Board. Widely hailed as an important new instrument for helping 
industry to gauge its market potentials, helping economists to 
forecast the business outlook. 


Surrently topping -1,100,000 
—BEST_BUY_IN-THE -FIEED 


Today, even more than before, NEWSWEEK is read by a higher 
concentration of executives and high-income families than any 
other magazine with a circulation of one million or more. 


—And NEWSWEEK delivers more readers in Business, Industry 
and Government, per advertising dollar invested, than does any 
other weekly business or news magazine. 


Most important, NEWSWEEK is edited for—and read by— 
communicative people: 
—People with the dynamic capacity for influencing 
the opinions and actions of others throughout their 
home, business, social and community affiliations. 


Convince the NEWSWEEK reader, and you convince widening 
circles of inflyence. 


—Leads-News-Magazine-Field 
—=in Advertising—Gains 
=80_PAGES IN FIRST-13-ISSUES-_OF~57 


During last-half 1956, NEWSWEEK carried more pages of advertis- 
ing than any other news magazine. For the first 13 issues of 1957, 
NEWSWEEK’s gain of 80 pages tops the field by far—and 49 new 
advertisers helped build this total. 

Significant, too, is the character of the advertising carried. 

In 1956, for instance, NEWSWEEK led all other magazines in the 


com-mu‘ni-ca’‘ tive people 


number of advertising pages run in the 50 largest corporate cam- 
paigns. And these are campaigns addressed to influential, communi- 
cative people—to leaders in business, industry, distribution; to the 
financial community, stockholders, potential investors; to plant 
city and employee groups; to local and federal government officials. 


And they’re great consumers, too! 


wsweek 
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Infighting Among 
Media Is ‘Hara-Kiri,’ 
Cashin Warns Reps 


Cuicaco, April 30—Magazine 
publishers were warned today that 
they are committing “intramural 
hara-kiri” by overly aggressive in- 
fighting. The warning was de- 
livered by Edward A. Cashin, exec 
vp in charge of 
client relations of 
Batten, Barton, 
Durstine & Os- 
born, who ad- 
dressed the Agate 
Club, maga- 
zine representa- 
tives’ association. 

Mr. Cashin 
exhibited promo- 
tion material of 
many magazines, 
which contained 
information regarding losses of 
competitors. He asserted that ad- 
vertising of this kind tends to 


Edward A. Cashin 


there's 
so much 
to 
choose 
from 


Misi 
HOTEL CLEVELAND 


ez Cleveland Room 


Dine in the splendid old world 
setting of o grand dining 
room. The meny is varied, the 
service uneacelled, 


One of the brightest of the city's 
supper clubs. Dancing nightly 
from 9:00 p.m 

Air conditioned, of course. 


ss- MEN'S BAR 


Strictly stag — is this oll mole 
haven for good drinks, 

good food and good talk. 

Plus sports events on TV. 


wo TRANSIT BAR 


For rapid service in the most 

unique bar in the country . . 
decorated with an outstanding 
collection of miniature troins. 


— “PANO 


Pouse — in the relaxing, informal 
atmosphere of the gayly decorated 
Potio. It's ao Cleveland habit to 
say — “Meet me at the Patio.” 


5 Coffee Shop 


Service is brisk and decor cheerful 
in the modern, air-conditioned 
coffee shop. Enjoy o tasty sendwich 
or a moderately priced meol. 


Aes Chard 


CLEVELAND, OHIO 


WRITE OR CALL FOR YOUR RESERVATIONS NOW 


destroy confidence in the field as 
a whole. He added that all print 
media, including newspapers, are 
guilty of the same kind of self- 
destructive promotional and sales 
efforts. 

“Advertisers and agencies are 
interested in whatever will help to 
move goods at a profit,” the agen- 
cy executive declared. “Why not 
give us success stories of advertis- 
ing and editorial impact which 
has moved people to action? 
There are plenty of these stories 


to be had, but it is seldom that a 
magazine representative tells us 
about them.” 


® Mr. Cashin said that promotion 
which tears down competition is 
not only bad for the industry, but 
that many times statistics are 
twisted so that several publications 
can make apparently conflicting 
claims based on the same figures. 
He quoted a magazine ad which 
featured top growth in food ad- 
vertising, even though a competi- 


tor had recorded larger gains in 
page volume. 

He referred to the destructive 
effect of gossip sheets about mag- 
azine publishing, and exhibited an 
issue of one which he said con- 
sistently “hits below the belt.” 

The agency man said that media 
relations are even more important 
to agencies than client relations, 
because it is necessary to have 
good media in which to place ad- 
vertising. 

That is why agencies are keenly 


Advertising Age, May 6, 1957 


interested in hearing constructive 
stories of media successes, and dis- 
like listening to sales presentations 
which emphasize only the weak- 
nesses of the competition, he said. 


Allen Joins How Ryan 

Kermit Allen, formerly an ac- 
count executive with Ruthrauff & 
Ryan, Seattle, has joined How J. 


Ryan & Son, Seattle, in the same 
capacity. Mr. Allen was with 
Strang & Prosser when it merged 
with R&R in 1952. 


| 


sa Kil Room & 
A true specialty restaurant 
For Fabulous Roast Beef, 


roasted, corved and served 
to your order. 
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ABP Launches Extended 
Agency Credit Service 

Credit information on more than 
1,000 advertising agencies is con- 
tained in the first issue of the new 
ABP Advertising Agency List 
mailed to 160 members of Associ- 
ated Business Publications. The 
booklet will be produced annually 
by the association, and members 
will receive monthly supplements 
containing additions, changes in 
credit ratings, name and address 


changes and deletions. The busi-| 


ness paper publishers will also 
receive a monthly delinquent 
agency report. 

William K. Beard Jr., ABP pres- 
ident, said the list is purely infor- 
mational in content and does not 
entail either recommendation or 
recognition of the agencies. Any 
agency willing to submit a com- 


pleted ABP agency data form is 
entitled to a listing and may use 
the ABP initials in agency direc- 
|tory services to indicate that both 
credit and corporate information is 


on file with the association. The|10th annual advertising awards | 
| sponsored by the Seattle Advertis- | 


service is a revision of one offered | 
by the association for 33 years, 
and is designed to establish ABP | 
as the central source for informa- | 


ing & Sales Club (AA, April 22).| 
| Washington State Ferries won top 


spot for regional and local ac- | 


tion on agencies placing advertis- | counts under $50,000. 


ing in business papers. 


BC&G Has Washington Ferries 


The agency for Washington|tising 
State Ferries is Botsford, Constan-|Charles O. Davies president, suc- | 
tine & Gardner, Seattle, not Cole | 


& Weber, as AA erroneously re- 
ported in listing winners in the 


Hayes-Lochner Elects Davies 
Hayes-Lochner, Chicago adver- 
typographer, has elected 


ceeding Carl F. Lochner, who was 
named chairman of the board. Mr. 
Davies formerly was treasurer. 


‘metic aieaaiamiis 
_ tion. A suspense-laden close-up of the 
‘San Francisco Police Department in ac- 
tion, it is filmed on-the-spot against 
the colorful background of one of the 
world’s most fascinating cities. As THE 
_ LINE-UP on the CBS Television Network, 


é Re as CBS Television Film Sales’ SAN 
oe FRANCISCO BEAT it shapes up just as well 


or better! Sponsored by such big-time — 
advertisers as Piel Brothers, National — 
Biscuit Company, General Electric, Bris- — 
_tol-Myers, and Sealy Mattress Company, _ 
it’s copping king-size ratings in Lansing _ 
(50.3), Columbus (25.8), Indianapolis — 
(28.5), Grand Rapids- seed 7” 8). 


SAN FRANCISCO BEAT even outpalls THE 
LINE-UP in such major markets as New 


(Orleans, Omaha and 


Muncie. Future 


| _ produced by expert Desilu, trigger-taut 
gam pranceses naav le a gere-tire thew 
for advertisers who seek bigger and 
bigger audiences and solid sales returns. 
Call for a complete investigation of all 
evidence —yours for the asking oo 


CBS Television 


Film Sales, Ine. 


THE BEST FILM PROGRAMS FOR ALL STATIONS” 
z t 


New York, Chicago, Los Angeles, Dallas, : 


moopDY—This color page is one of a 
series Lady Manhattan division of 
Manhattan Shirt Co. will run this 
fall in Charm, Harper’s Bazaar, 
Mademoiselle, Seventeen and 
Vogue. Daniel & Charles, New 
York, is the agency. 


NATIONAL BUSINESS WOMAN 
is the official monthly pub- 
lication of the National Fed- 
eration of Business and 
Professional Women’s 
Clubs. It is their link—the 
bond of 170,000 

individual members. 

This dynemic group of read- 
ers are distinctively leaders, 
active in business and the 


responsibility for high dollar 
buying decisions in busi- 

ness, government and the 
community, this roadership is, 
indeed, the purse power- 


ful. This very special group 
lives well, dresses 

well, travels, invests. it 
responds to advertising. 
Translate this purse power 
into sales power by 
advertising in the 

NATIONAL BUSINESS WOMAN. 
The cost is small. You 

can give them the facts about 
your products and serv- 
ices on which to base buying 
decisions for only $5.28 

per thousand 

(12x b&w page rate). 

That's advertising power. 
Write for fact sheets and 
rate card. Reserve space now. 


ROOM 311 WASHINGTON 6, D. C. 
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| the company’s leadership in draft- 


FTC Order Hits 


b commen 5 to 
: 4% ; for decision; to 
rel’e-ga’tion (-¢8’shiin), -. 
ue pliant, slow. 


be severe, har ex, + 
VIELD e 
also, to sive > 


leu.t/leas-ly, adv. — 
pert. lal. i. salsing. 


2. — Fe 


Webster’s New 
Collegiate Dictionary 
set the pace for us... 


me wee y cclast = on ip baDeaneeee He SS I ea en 


tion; germane, a fitness for or 
i; material, $0 Close 25 ane0- 
not be dispensed with; 
ibutes to the unc 
licitous pertinence; ap- 
; aprepes, appropriate 


95 Fi fe be salted ex: 


e or 
a ing or in someone; 


ayes | re) [OF veliqus, fr. L. reliquiae, pl 
: ow } oethe. % oo. An object venerated by be Ars eatthal 2 nm 
of its association with a saint or other sacred pe 
er residue. 4@. A gurvival; vestige. . K couvente; & alee 
often, a monument of the past. 
relict (r4’tkt), x Ge relictua, fem. relicta, t part. Spt ey mma 
to leave behind widow 2 col. » Pipories or other other 
withina pm representative of an earlier stage of Sevdesunent 
or of a different set af environmenta! conditions. 
(OF. relief, pro... ae lifting up. See pas.) 
or state of being reliev ; succor; comfort; 
mm nenessities for in fount per. per- 
ae i , &sp. in war. 
a I. or f oa duty: an a relief 


ERTHIESE 


‘n sentry. 


2. State of one who relies. 
a 


we try very hard to live 
up to it in the type of 
work we do for our customers. 


DAY AND NIGHT SERVICE 


RELIABLE 
etchcraft corp. 


315 W. Erie Street, Chicago 10, Illinois 
Telephone: DElaware 7-0033 


Health Insurer 


Examiner's Ruling Is 
Upset; FTC Finds Abuses 
Persist Despite Code 


WASHINGTON, May 2—The Fed- 
eral Trade Commission reversed 
the initial decision of a hearing ex- 
aminer today, and announced it has 
decided to issue a cease and desist 


order against health insurance ad- | 


vertising of American Life & Ac- 
cident Insurance Co., St. Louis. 
The examiner, J. Earl Cox, had 
ruled last December that ques- 
tionable claims used by American 
in promoting its insurance policies 
had been discontinued after con- 
ferences with FTC. He said no pub- 


\lic benefit could be achieved by|.. 
| proceeding with the case. 


In its decision today FTC said 


THE SALT LAKE INTERMOUNTAIN MARKET 


ee ee ee ee es 
gao-_- = 
— = 


Z. ” Altogether bigger and a 


\ differenter than you might think: . J 


Salt Lake City is just the beginning of 
the Salt Lake Intermountain Market 


Marketing is different in the West. A large metropolitan 
city’s influence is not confined to its boundaries 

because other large cities of equal influence are nearby. 
Salt Lake City, being the only major city in a 1,000-mile 
area, is the distribution and control point for 

a unified market that includes all or parts of 4 states 

and has a population of 14% million. The U. S. Dept. of 
Commerce verifies it by designating this entire area 

as the Salt Lake Wholesale Trading Zone. 

Salt Lake's newspapers cover this same region. 

They have carrier home delivery in Reno, 550 miles west, 
and in Pinedale, Wyoming, 350 miles east. 

Three editions of each paper each day localize the news. 


You can sell these 143 million with these two papers. 


Think bigger about Salt Lake . . 


The Salt Lake Tribune “4 


(MORNING & SUNDAY) 


entering ’ 
UNIFIED 4-STATE 


MARKET 


population 


Not just 
Salt Lake 
with 
303,000 
persons 


| 
{0 MILLION 


Not just 
Utah 
with 
768,000 
persons 


| A 
the entire 
4-state 
market 
with 

1% million 
persons 


. It'll grow on you. | | | 


P. 
oe a> 


4 < 
AGENY 


COLOR IM MEWSPAPER ADS ADDS EXTRA SALES 
Represented Nationally by: MOLONEY, REGAN & SCHMITT, Metro Sunday Comics Network. 


DESERET NEWS sw 
Salt Lake Telegram (EVENING) 


jing trade practice rules for the 
m 


ail order insurance business in 


|/1950 was praiseworthy, but that 


examination of the present record 
does not support the contention 
that all the questionable claims 
have been abandoned. 


s FTC admitted the company 
dropped brochures and radio 
scripts which had been cited in the 
commission’s complaint. However, 
FTC said, the company continued 
to use a series of ten sales letters 
which gave the impression its pol- 
icies could not be canceled because 
of age. Actually, FTC said, the pol- 
icy could be canceled by the com- 
pany on any anniversary date. 

While it noted the company now 
provides a copy of the policy to 
prospective buyers, FTC said, 
“The purchaser is entitled to rely 
upon the representations made. He 
need not distrust what is told him 
.It almost goes without saying 
that it is extremely difficult for a 
layman to understand the terms 
and conditions of such policies as 
these.” 

American is one of 41 companies 
in the health and accident insur- 
ance field whose ads have been 
questioned by FTC since 1950. 
While FTC’s jurisdiction over 
state-licensed insurance firms has 
been questioned by some of the 
companies, the jurisdictional issue 
was not raised in this case because 
American sells largely by mail. e 


Leahy Leaves RKO Unique 
Joseph Leahy, president of RKO 
Unique Records, New York, has 
resigned his post, effective May 1, 
to go into independent record pro- 
duction. The president’s post will 
not be filled at this time; the of- 
ficer in charge of the RKO Tele- 
radio Pictures subsidiary will be 
John Begley, treasurer of Unique. 
Mr. Leahy is taking over the re- 
cording facilities of Unique’s 1697 
Broadway office in New York for 
his new operation. Unique will use 


|the RKO facilities at 1440 Broad- 
|way, New York. 


General Pictures Corp. Bows 
George Oliva Jr. and Milliard 


|M. Horace have formed General 


Pictures Corp., with headquarters 
at 2307 Chester Ave., Cleveland. 
The company offers creative and 
filming services in color and b&w 


'for silent or sound motion pictures 


and slide films, kinescopes, tv 
commercials and newsreel cover- 
age. Mr. Oliva, until recently with 
Fuller & Smith & Ross, is presi- 
dent. Mr. Horace, formerly vp of 
Production-on-Film Inc., is vp. 


Have You Ever 
Built A Float? 


If you are ever suddenly faced with 
the need to supervise the building of 
a float—and many an adman gets 
assigned to this task—you’ll find 
yourself face to face with plenty of 
unique problems. 

You'll want the sound advice and 
guidance of an expert float builder. 
You can get that advice right now in 
the big MAY issue of ADVERTIS- 
ING REQUIREMENTS. 

Just ~y this ad, attach $3 to your 
business etter head and mail today 
for a year’s (12 issues) trial starting 
with the May issue. 

Each and every issue of AR is 
dedicated to the proposition of bring- 
ing you the latest ideas in advertising 
production, promotion and merchan- 
dising. 

Nothing else like it anywhere. You 
won't be disappointed—but if you 
“re, you get your money back—in 


Advertising Requirements 
The Workbook of Advertising 


Management 
200 E. 


Illinois St., Chicago 11 


a. ee 6 ee a ee a ee ee ee eee | a eo ee 
‘eas on =f So ere eter Re A re ee oe cere: S| oe SS ae ee Siena, 0 SERRE nn Bene SS orem | ea SPSS Rb de ck apie alee meas a ea er een a anal as : 
om fe a ea eas pee <hr eae Pe Oe ee ee ee ee eee nee ene ea ee a ee eae See, eee Pes ee 

a a, Re We en ho Oe Me. eR EL at ee me ogee eee Ree One Wiel ee egg \ 7 ee OY lhe Set ee 8 Oe eteget Bay hs ed ; : 
re a ¥ “i . i : Bigs 4: ee: seule lee no ee a Mee ae pr . = % a ei en so gs i Sean eae — =e < vice nie = ye : Peg ee ae Re cics a. . gout ; < ye Tala ec 

i ee ee a ae aes 
: 26 ee) % 
- 

ch 

( or theng) thereby putting (suc ie 

" ? é : Po | 

Ve oy : 

a = bed | : mn 

= co he eH ny 

- E Ve : é ©.) Bs | ike 
4 a (seamer ot . 

= . ¥ <a —* ; 

i oicuer o % = 

mei bt = - fe 

a p A ; 

ae e| a Eph T x ff 

Poae ) cl . ay mand that re “ | 

a, A ve @ relevance ° iss 
wake 1. ta) Matter in hand; appes oom all 

' : ring upon with especia pao = 

» pie d Bees ac oOpportuncness. oso" t 

* ie whieh i Suitable t hy. oso” = 

‘ — re-li’a-bil’i-ty ( > — ouwcooe™ ies 

ag S Pegiance (ans). x. 1. Act of petyio ---- Cc ' 

a? © dence; confidence; trust. 3. Some I 

hi A Aire re ne we he oe beet ae roe eee 2 

vee) o SCs 2 

a ‘ 2 
Z bs . 
7 ; 

ae j re 
me: 

4 % 
. see ee 

—.. ® sin, 

- 7 ee i 

< 

| 

2 Be ] ne 

ae | ae 
ae a 

ese: 

be: ae f 

—- res 

a.) Ra, —— UY, & : 
4 = — - ~ 
i am et omen ; | 
8 | : 
ra Oa ae 
3 4 | , I | ~ [yl 8 : 
_ ye» AE |= Tn | 
ie “N'Y Say gt? a ‘a = 

” 4 i ty 7 an =: | . 

cae Poe el elie , 

ae ‘ eS D) _) : : 

— | Pic. ~ n . 

. 7 pen Fad y ese ~ Ib 

> i a, a4 is —" . i 
- iy Grae (wr) » , 

ah ——__ Y re 

* <= ¥y N ee : 

eA y . 

“i 5 
as, ‘ 
haa 

eo sad Nisnciinnmetatiniiendstl , 

a : 

ey RMR 

re — 

a os 
oe cf 

moe VRE 

. 

As? 
ee : 
Oy 
ae ; 
ded ‘ 

Fae , 
aa | 

” G ) 
Sa 7 g 
ee ee | 

“ 2 ' ; 

ie cm —— . ' 

= | pincr : 
ey ?, 

a3 

Bae re) 

a z ; * A D 

= 7 > 

ie > 
. 

e q 

~ ee : 
aa Sean nnE EEN EEERE SERRE 
a = ~- 
E ri ss : : 3 ‘ : Aes ' pew ee é a a rg ss > B 3 ‘cab eae - La rag ie oe ee : < , ane. ij re 

eee Lee Meee Re : ee RE eee Are ae ered ee ee EG ele Oe ee oie ae es ee RS ry ee me rs 

ty any nea MISS, conn): haan SMe ng RR 8, ee A ee ae 
a ee : rae lee ie ¥ ee ee ERB EN Gene ae ee —a ne z me Caibeire ee eos ; poo ee ee ee Ae Os Ne ‘ sve ne ge See aie Six mc ome 
es eee ee pe Pane tS ao. ee ges Pattaya ge ag ae a ca er eed ' ‘ane Pda a ae ; “ i ae i dient PP acmind i 

a, ee Be tr oe Ames Bes cent ult ee e. * Pa ea i Tales Se 4 Wie OD Be Bt a Pen en EE eS Peon fo eee . eo ahaa * ‘ ek.) ee a eT oN oc en er Peauee fl See, ee 

7 hy RR Mee SE scconary ty oe! =i 2 a Re So or oop A a ictal 15.2 (alan Oe ame © wa nN eatin) = UM ae ee ees ee: Neo pee vee ee Oe ae lee 0 

e aL: SSRN Fh tee iy So ‘eae eer ig oy - isi ne nee eae Mer oe ER ne to aie a ek Bee. “ngs Eee ea ea ; foam ae <9 ena pew al Ae 

=] a are 3 ec eae 9 Ses i NaS ace a “e ree ee ; Pa ee ee 8 ee am “ee Bs eo nn aie pieced ae ia i a ai ot Ss Bs K Bra este tele aide) 
es , ; : wi i j ; 


scl ae i ite 


and the only advertising they saw 


along the way was Outdoor! 


84.2% of all people in auto-owning households read Outdoor 
Posters. That’s a vital marketing fact in today’s world on wheels. 
From the Starch Continuing Study of Outdoor Advertising. 


OUTDOOR ADVERTISING INC. 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
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¥ Population is up 72% 


RIVERSIDE COUNTY, CALIFORNIA 
1946 —1956 


your most profitable 
market per dollar 
invested in the West. 


see the man 

from RIVERSIDE 
PRESS and 
ENTERPRISE 


10,000,000 lines of 
retail advertising 56 


Represented nationally by Doyle and Hawley, Los Angeles, 
San Francisco, New York, Chicago, Boston, Minneapolis. 


| vertising to recapture its share of 


Underwood Boosts 
Ad Investment to 
Regain Market Share 


New York, April 30—Under- 
wood Corp., whose profit situation 
has been in the doldrums for some 
time, is banking heavily on ad- 


the business machines market. Un- 
derwood’s current “golden-touch” 
ad campaign for its typewriters is 
accounting for the largest adver- 
tising budget in the company’s his- 
tory. 

Underwood, which is gearing for 
a 17% increase in sales this year, 
will loosen the purse strings to the 
tune of $1,500,000 for all advertis- 
ing in 1957—a figure which falls 
just short of Underwood's total ad 
budget for the past eight years. 

The ad push startea gaining mo- 
mentum in the final four months 
of last year, when through its 
agency, William Esty Co., Under- 
wood spent just under $600,000, 
mostly in Life and The Saturday 


Evening Post. Both books carried | 
spreads and pages in four colors 
for Underwood typewriters. This 
spring, in addition to a heavy four- 
color schedule for typewriters, Un- 
derwood broke b&w full pages for 
its posting and accounting ma- 
chines in Business Week, Nation’s 
Business and Time. 


= The schedule for autumn, 57, 
contemplates an aggressive cam- 
paign in the news weeklies for a 
new line of adding machines. The 
schedule for typewriters will con- 
tinue to include Life and The Post, 
but plans also call for additional 
consumer books, though the sched- 
ule makeup has not been deter- 
mined. 

Despite a net loss of more than | 
$8,000,000 in tse—ettripated) 
mainly to write-offs of inventories | 
and retooling for new models— | 
Underwood’s $86,000,000 in total | 
sales outpaced the previous year | 
by $3,000,000. Sales of $21,560,000 
by foreign subsidiaries accounted 
for half the increase. Foreign op- 
erations showed a profit. 


ROBIN HOOD’S HITTING 


Ea 
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THIS TWIN READS THE 
DISPATCH-PIONEER PRESS 


‘DISPATCH 


THE MARK 


WITH THIS TWIN! 


An outstanding product . . 


. a terrific market . . 


. and 


a big measure of result-getting advertising are all the in- 
gredients it takes to cook up a heaping helping of sales! 
Take Robin Hood Flour, for example. According to the 1957 
St. Paul Consumer Analvsis Survey, its preference rating has 
jumped UP in the St. Paul Market* for the fourth straight 
year! How did Robin Hood hit the mark in this market? 
By aiming their advertising at the women who get their buv- 
words from the St. Paul Dispatch-Pioneer Press! 


Flour Brand Preference in St. Paul 


1957 1956 1955 1954 
46.1% 47.2% 45.7% 49.8% 
Sy 30.6 34.5 34.8 
ROBIN HOOD .......17.9 16.4 13.4 8.0 


The 486,100 people in the St. Pau! Market® keep their 
retail cash registers jingling to the merry tune of $596 million 
a year. You can learn whether or not you're getting your 
share of these dollars by checking your preference rating in 
the 1957 St. Paul Consumer Analysis Survey . . . a compre- 
hensive, revealing study of the brand preferences and buying 
habits of the people who make the Dispatch-Pioneer Press 
their buying guide. For your personal copy, contact your 
Ridder-Johns representative or write, using your company 
letterhead, to Consumer Analysis, Dept. B. 


"Ramsey. Dakota and Washington Counties. Source: May 10, 1956 Sales Man- 
agement Survey of Buying Power 


REPRESENTATIVES 
RIDDER-JOHNS, INC. 
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GOLDEN TOUCH—U nderwood Corp. 

will use this ad for its new stand- 

ard typewriter in the June 8 Sat- 

urday Evening Post and the June 
17 Life. 


Net losses during the first quar- 
ter of this year were $625,000. But 
for the first time in 13 months, 
Underwood showed a net profit in 
March, and the company is gear- 
ing for $100,000,000 in sales this 
year. 

Thomas H. Armstrong, market- 
ing vp, said the “golden-touch” 
campaign has done much to bright- 
en consumer market prospects. 
But even more important, he said, 
it has been a shot in the arm to the 
sales force. 

“The sales staff has never been 
quite so optimistic,” he said. “The 
continuing support given them by 
our current ad campaign has 
served to buttress their selling in 
the field.” 


s Mr. Armstrong, a 14-year veter- 
an with International Business Ma- 
chines before joining Underwood 
in November, 1955, is part of a 
whole new management team 
which started arriving at 1 Park 
Ave. beginning in the summer of 
1955. 

The team includes Fred M. Far- 
well, president and chief execu- 
tive officer, another IBM veteran; 
William G. Zaenglein, exec vp, 
formerly president of Monroe Cal- 
culating Machine, and Frank E. 
Beane, vp and controller, formerly 
assistant to the president of Allied 
Chemical & Dye. 

As part of its program for a 
larger piece of the business ma- 
chines pie, the new management 
has brought out new models in 
each of four standard lines: Elec- 
tric and standard typewriters, 
portable typewriters, adding ma- 
chines and accoutiting machines. 
New features, colors and designs 
(areas in which Underwood lagged 
for several years) have been in- 
corporated into the company’s 
lines. 

During 1957, Underwood’s new 
adding machines, with its account- 
ing machines, will be advertised in 
Business Week, Fortune, Time and 
U.S. News & World Report, ac- 
cording to tentative plans. ° 


Presenting facts at meetings? 
GET YOUR POINTS ACROSS 
QUICKLY AND EFFECTIVELY. ... 


EXPERTS WILL DEVELOP THE MOST 
SUITABLE VISUAL AID FOR YOUR 
PURPOSE 


PRESENTATION DESIGNERS vePr. as 
46 E. 53rd St. N.Y. 22 © EL 5-5590 
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... because he, too, changes with his environ- 
ment ... design, development, management, 
maintenance, research, processing... he, alone, 


gives you direct access to every door in the 


CPI* plant... 


A chemical engineer is a chemical engineer on 
graduation day. After that, at home in the *Chem- 
ical Process Industries, he fills one of many 
functions. He may be a Plant Manager, in charge 
of Production. Or a Development Engineer, fuss- 
ing over a new product. Or a Research Director. 


Whatever his function, maintenance to manage- 
ment, there are three facts about him you must 
never forget: 


THE CHEMIC 


1. All CPI buying begins with him. No new 
equipment, materials or supplies get into the 
plant except at his instigation. 


2. He recommends and specifies at every stage in 
the buying procedure. 


3. His primary source of product information, 
and of brand preference, has always been CHEM- 
ICAL ENGINEERING — the 3 to 1 choice among 
chemical engineers in all functions. 


What Life is to the consumer market — what the 
Ladies’ Home Journal is to the women’s field . . . 
CHEMICAL ENGINEERING is to the tremendons CPI. 
Absolutely basic to your business, it is the bedrock 
on which every successful selling effort has been 
built in this field for the past 55 years. 


NGINEER iS A CHAMELEON 


THE CHEMICAL ENGINEER IN TOP MANAGEMENT .. . 


John V. N. Dorr of Dorr-Oliver, Incorpo- 
rated, and chemical engineering pioneer, 
writes, “‘From the pages of CHEMICAL 
ENGINEERING, I have kept abreast of the 
industry’s technology for decades. No 
other book aims at timeliness, interest and 
‘a authenticity with such consistent success.” 
THE CHEMICAL ENGINEER IN PROCESS ENGINEERING .. . 
An important “buying voice” at Cata- 
lytic Construction Company is Dr. John 
T. Pinkston, Manager of Process Engi- 
neering. He tells us, “We find CHEMICAL 
oT ENGINEERING of real value in appraising 
us of new development and technological 
= trends. When our top engineers have au- 
thored articles for CE, industry response 
ted has been excellent.” 


THE CHE/AICAL ENGINEER AS AN INFORMATION SPECIALIST... 
An engineering contractor like Singmas- 
ter & Breyer plays a vital specifying role 
in new plant design. H. J. Jacobson, Man- 
ager, Information Services Dept. says, 
“In gathering useful data for our engi- 
neers and estimators, we find the editorial 
content and advertising in CHEMICAL EN- 
GINEERING invaluable.” 


CHEMICAL ENGINEERING ... @ sell the engineer, whatever his function 


A McGRAW-HILL PUBLICATION (ABC-ABP) 330 W. 42nd STREET, NEW YORK 36, N. Y. 
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B&B Affiliates with 
Dorland Agencies 
in France, Belgium 


New York, May 1—Benton & 
Bowles announced today it has en- 
tered into affiliation agreements | 
with the Dorland agencies of Paris 
and Brussels. 

This follows the exchange pro- 
gram recently inaugurated by the 
agency with Lambe & Robinson, of 
London (AA, April 8). 

In announcing these affiliations, | 
Robert E. Lusk, president of B&B, | 
revealed that the agency has been 
making a study of “the pros and 
cons of extending” its operations 
abroad. 

The basic reason for this study, 
he explained, was “the expanding 
interest in international opera- | 
tions on the part of some of our | 
clients.” 

Mr. Lusk said the agency has | 
now decided that “Bentun & | 
Bowles can add to and improve its 
services to clients having interna- 


KOIN-TV 


YOUR BEST 


[elovttion 


SALESMAN 


EVERY WEEK 
MORE PEOPLE 


WATCH KOIN-TV 
* 
Check the Ratings | 


@ 15 of the Top 16 Weekly 
ws. 


@ 7 of the Top 10 Multiweekly, 
@ 46% Share-of-Audience in 
Metropolitan Portland. 
(February 1957 ARB) 


Check the Coverage 


Demand absolute proof of 
KOIN-TV’'s Superior Coverage 
of the full 30-county Oregon 
Market from your nearest 


CBS Television Spot Sales Office 


KOIN-TV 


CHANNEL 6 
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| tional interests by participating in Belgium, and Lambe & Robinson, , of Simpsons-Sears Ltd. Before) mmin 
/market planning and advertising | in London, each handle Procter &)| this, he was with Ferres for five | “Cems, es New 
counsel in certain foreign mar- Gamble products in those markets, | years. Mr. Macaulay succeeds Wil- | york rage Fak an tadinetedan 
| kets.” and B&B is, of course, one of the/liam H. Connor, who left hows department and a prea 
i P&G agencies in the U. S. ® | to join Canadian i ial and industrial film de art- 
® Under the affiliation agree- (AA, April 22). ment, both to be headed by m1 J 
ments, B&B will make availabie to Macaulay Rejoins F. erres Pocock production supervisor. 
the Dorland offices its “experience - Hal Macaulay has rejoined Merkin Names Meltzer A.M. ‘ : 


and resources” in research, media | Ferres Advertising Ltd., Hamilton, Jerry Meltzer, formeriy with | Rogel Names Matthews VP 
and other fields. Ont., 


as senior account executive Wall Trends Inc., has been named| Clyde Matthews, who joined 

Edward W. Murtfeldt, B&B VP, | directing the Westinghouse appli- | advertising manager of M. J. Mer- | Max Rogel Inc., New York, as a 

will be in charge of liaison with ance division account. For the past | kin Paint Co., New York. He suc- | senior associate last year, has been 
the foreign affiliates. 


three years he has been advertis- ceeds Ernest Vv. Igdor, who re-/named vp and a member of the 
The Dorland offices in Paris and |ing and sales promotion manager | signed recently. executive board, 


oing Places?... ° 


—.L.-- CHICAGO DA 


hotels, motels are all finding out that every 


t ie 
Saturday is a bright, beautiful day for running » h e In d e p en d en | 


News. 
ads in the travel pages of the Daily : twenli 
Forecast: for ALL advertisers—mile after miie 600 000 Families alec Largest Evening & 
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of big results. 


P_—snsrmeees... —| 1] 
“seeing” 
faces of } ~nildren a 
ps pty sn : de Wide World : 
J ie, ing to haunt 3 


ed their joy— 
me giant sequoia 


abbling in the  - 
g and all 
Hn you'll never 
& alis are full 
1,612 feet to 


7 cue aes foe ° abit. | 
Through Le Sone Getting to oa on 9 


cades over it ‘ ; 
colored water high in tne a... 
600,000 CHICAGO FAMILIES 
SEE THESE EVERY SATURDAY 


Pictured above are some features “> sa 
Chicago Daily News award - winning ate 
section. Travel pages ae = a regu 
pag ny any ot hee pos Seva highly informa- 

a peng owe spots (both far and near) in the 
wa nape She plays no favorites. She gives aga 
aoe descriptions of everything from glamor cruise 
to low-cost motor weekends. 


- & <4 
DAILY NEWS READERS have confidence in — race 
tells them. Her reports help to send thousands of enthus c 
, happy trips. 
a eel + orn like these? Why not -_ what 
this great newspaper can do to help YOU — eye : 
In addition to the Travel Pages, Saturday's edition aa <j 
sien waiaee ae oonaniian’ Cana » News Travel Editor Lucia Lewis is shown | 

News cantains these ming week’s TV programs; a compact, Daily eS Se ee ee at ae 
ca ree Roo eto to a: la lige se ats y~ age left) and Prof. Max Wales of Michigs 

easy tor . 


and “This Week Magazine.” 
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Thomas Publishing Elects 
Holst-Knudsen President 

Thomas Publishing Co., New 
York, has elected Olaf Holst-Knud- 
sen president to succeed H. Mark 
Thomas, who died April 2 (AA, 
April 8). Mr. Holst-Knudsen, who 
joined Thomas Publishing in 1938, 
formerly was exec vp. 

The company also has elected 
Joseph R. Huxley vp. With Thom- 
as since 1941, Mr. Huxley also 
succeeds Mr. Holst-Knudsen as 
chief administrative officer. 


'Maercklein Names Memmel, 
Meisenheimer, Praetke 
Maercklein Advertising, Mil- | 
| waukee, has appointed Robert O. | 
Memmel an account executive and 
Mrs. Marion Meisenheimer direc- 
tor of media and research. Mr. 
Memmel formerly was advertising 
jand sales promotion manager of 
American Lace Paper Co. Mrs. 
Meisenheimer previously was with 
Mathisson & Associates. The agen- 
cy also has advanced Walt Praefke 
from the art staff to art director. 


|Fred Wittner Expands 


For the second successive year 
Fred Wittner Advertising, New 
York, is expanding its quarters. 
The agency has leased an addition- 
al floor at 26 W. 47th St., which 
enlarges its space approximately 


| 30%. 


‘Down Beat’ Names Lytle 
Maher Publications, Chicago, 
has appointed Harry V. Lytle, 
Chicago, midwestern advertising 
representative for Down Beat. 


‘Anti-Trust Probe 
of Schwinn Bike 
Sales Is Started 
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partment. 

A grand jury sitting in St. Louis 
will start its investigation May 21, 
jhe said. The probe will relate to 
|the company’s “method of sales 
operations” and concern possible 


Cuicaco, April 30—Dealings of | violations of the Sherman Act, ac- 
‘Arnold Schwinn & Co., bicycle| cording to Mr. Jinkinson. 


|manufacturer, with its dealers 


He told Apvertistnc AcE that 


‘throughout the U.S. will be in-| Schwinn has already been served 


vestigated by a federal grand jury, 
it was announced by Earl A. Jin- 
kinson, regional head of the anti- 
trust division of the Justice De- 


fows’ Travels Fast 


ILY NEWS 
5¢ 


Newspaper 
ation in Chicago and Suburbs 


! 


te ae 


Saturday’s Travel Pages 
Judged Best in Group 
Of 26 Newspapers 


y News Saturday travel section has won an- 


. . -s nso 
rd in the annual competition oes wieieet” 


The Chicago Dail 

k Twain awa peti 

oth an-American World Airways and the Michigan 
sity of Journalism. hers 


TRAVEL EDITOR Lucia Lewis ane =. award 
Midwest Travel Writers Association held in go. bia ales ma 
1956, the first year that the Mark Twain awards anes ae Srey 

n Aon “Grand Award for Overall Excellence” in addition 
wo : 


the “Series of Best Travel Articles” category. 

This year’s award, the third for Mrs. ey ~ peak og pra 

the “Best Travel Section” in a group of 26 newspa “ ae big feature = 

editing th sublished on Sunday; the Daily News trave pa mbm 
pein Oe tvigle Streak edition and Mrs. Lewis has stacks of letters 

Saturday s 


rs get Sun- 
Saturday’s Daily News is Chicago’s weekend newspaper in pena Lt ono 
day features on Saturday. This ed 


ition of the News is as popular with 
as it is with Chicago readers. 


at the 1957 meeting of the 


was for writing and 
five of the com- 


receiving her third Mark 
relations for Pan-American 
un State University (right). 


| with a subpoena, and that 19 more 
|subpoenas would be issued in the 
|future. He described Schwinn as 
the largest manufacturer of bicy- 
cles in the U.S. 

When contacted by AA, Schwinn 
declined comment on the action. e 


Direct Mail Contab Set in S. F. 

The third annual Direct Mail 
Conference sponsored by the di- 
rect advertising department of the 
San Francisco Advertising Club 
will be held May 16 at the Hotel 
Mark Hopkins. The Direct Mail 
Advertising Assn. “Best of Indus- 
try” direct mail campaigns will be 
on display during the conference. 


"ROANOKE-— 
Bigger than 


RICHMOND?" 


Va 


“YES ,BIGGER... 

| BIGGER than 

Richmond by 
12.800* 


> 


>) 


| Television S 
| Families!" 
\ wv 
Ya WU 


Note—Use the count YOU favor, 
but it's generally agreed thot the 
| ROANOKE TELEVISION market is 
sizeably ahead of the RICHMOND 
TELEVISION market. 


Check YOUR set count. . . 
then BUY Roanoke! 


| Call, your nearest Peters, 
| Griffin, Woodward “Colonel!” 
—or WDBJ «+ Television! 


ROANOKE, VA 
Owned and operated by 
the Times-World Corp. 
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More news for the reader... more use to | 


In 1956, ““U.S.News & Wortp ReEporvT’ published 
more than 4,600 pages of news—some 2,000 more 
pages than were published by any other news 
magazine. 

Right there, in that simple fact of extra reader 
value, is one of the important reasons why ‘‘U.S.NEws 
& Word Reporr” has attained its leadership posi- 
tion with more than 900,000 of America’s most 
important people. 

Bear in mind, too, that “U.S.News & WorLD 
REPORT’ is devoted entirely to the essential news of 


Pages of news 
published in 1956 


2,618 2,489 


“USN& WR” News Magazine 8 News Magazine C 
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national and international affairs. This is original 
and useful news that thinking people with the im- 
portant jobs and big responsibilities need and use— 
more of it than is published anywhere else, much of 
it reported nowhere else. 

Advertisers in “U.S.News & Worip REPORT” 
gain from this busy and attentive traffic through its 
helpful pages of news. Placed next to this kind of 
“live reading matter,” advertisements have their 
best opportunity to be seen, read, and acted upon— 
and by the right people! 


Now more than 900,000 net paid circulation 


...@ market not duplicated by any other magazine in the field 


a >) ee oe in eae eG. rn ae eet ee cee, a ee er 
"ee eS wait Cae a eee 2 kel SOIT - eee ae cig Ng eh pee Se ee ee a ad i} ee :u i ew a 
ee ee ee an See FA cet | seem See eee Peete. ea ee Oe On RI a Me og ee OE” SORIO  Cr nee EN cn Me ee oa nee ee | ee kt 
Se, a a ie a cis I inti ocean pig ania eM es nd ee ag oe ae Re Ee ane a ee ee ae ae” Ce a ae ne a A, ake ee el aoe el oc a ile el ny 
ee ee ee ee ese na: eager an : Sn ae Ave eS teeta Stee ca. cyan RR Is ET a cin elena lasted, ogee a ee ae fy ete ON ia ea iy lee, a 
eh a a ee FS ee i, mM el ea Bett id St Ce ey ce ee he ee aaa tee ee, ne nag as fa ata ee Seta pepe Nil leds» <a so scons dae semana BNE SS MN SOE é - 
rt ites Wea Pegs eae ie Meets ot ts BE A i torte ee wiht WE Ge ae Com Pee ee eer RON eal oy > eno ore Pe en eS ww de ie alee: Gecaee eT, FY aa sua ra A a wed plea a ye fe ms 
i ge eg eee eee ee ee eee mene Se ae eee eae ar Oe ae ee icc ae RTOS GRR ac o> -  t ‘ ee ade aig eh ads a PP es ee oe 
ie oF ee ee PR ioe seg a Pee, Eo ies ae ie at pices ee oe a ac MM ea ia thee che RR a Phe ie ¢ ee ap a ier a Pip wee be tie eta ac ee 
a 2 ae iter tee eas = es 3 to Sn te : i nate Ae : ieee SEN SSE ae ape ee Rs awed ll as a eRe cas Hid doa) hr ae ee 
a hee aie 
Sa " 
Pre Pe 
eh 65 
4 j 
a 
- 
. : 
- ‘ . 
= a oe st ie oe eG a a an ST= ee aS 4 rire goad ae Rca a BL RR ee mia : we . | 
; pc So an a 7 i ee er ee Laas ee ear eee, eg ee Ne ee Re. ‘ 
ae 2. 2a" Ree n yg! Oe, ae eo Pa aa 
ee jae —Gaeaen Tes ry j oFeege es | oe : S cee ae : 
a aa ag Betsy 4 ee - oF ns BON ant y ry. eer ge ae 7: 
— 2 eS 2. ae ee ee a ae 
a oe - a ee cS ye Sy on nl ee eee re ‘= Pe tae To aac r I 
= is ra rs Pa ee Se Ce Sais : og Dy: gee: a: Bye ” 7 eas: iy 
e >. Bet na a oa ie one H oa) Wear. hea © Ce te Pa i. / eee es, — oe ~ re a . 
se eee ae iy Be en a Sas oe ae 7 ae Se ae Ee ee ee he | ey, a ite i. % 
4 a , sl Ge 2 CALL FERRE, aoe ea Bigs A ae Sea ae Oe 7 ae males © a Y oie MR I oR ae etd et git cae git oe 
ee a eae. es es ae ee gets 2 2 a “BS. ao ae: silly, Akay, osu ha, | RN ge Be epee aaa : WR ao el Fe on Re oe EO Bites ‘ Oe ae fee 7 
y= ae 5 ee, os he ae eer ss ee cn Bi i en lg amt ac ke el la oe ne” re i ge SH ini km 7 
f ee f Pn ee icy ee i Ce ee, Oa ee | YR 
yA f ee tye) Sa Be ae a cape aur ot eta aes ie ic ees oe Whig: Shoo) a ee . ent ie oy , ey ae colt ig ea Se 
ce UR et ee oe ere fa yates bier alge hatte Th eee Wy by hos oe ae ememenneT Laken. co rs Geto e 3} | Soe 
i Or a ee Sa I coe sR ee ake cia ge Sige eye Ae Se ge ee : weet : [oe ee : ee oo 
a ; : oo See Ae Pe ee nl me, enet: “id ie ea oe ees ion ae eS eee Ol! ae 
ale i —_— Be aN ee Sede Ng ae ih ee a Se ued ij pa i ae x : PSO | eee 
wee Eat tay ’ oe poe ate ae Oh ee aa eile of ons ; ; a ° “ieee « at if . a a es sae ag NS 
a3 2 eure ‘ ; re a a ae aan Be | ee 
ee - aK Cee sme i ha nomen ae ie ~ =? Frade 
ee ray Soe ake rel ed a . be (pete: wae 
ae a e % jie a ei a. hy a ci; PiU = ae 
ay =. | - a fe 
ee ne ie # Pee) nae . a ne i ee 
A rete ae Fd eo rf Goce vE ne ° Es ae res S 
> es a a ie Piss amas, = He 3 : : Ses 7 i 
. i stip er Sale tary sree pe ; ee : : ae ‘ 
Eee ore a 0 ee _ a ‘ eos wi — ei - 
+ 5 yl ogee Maen a Be cs -... oie Soap) Shot aeaiag 
ar i ee. eee ae p ; ee a be ‘ a ' Oa 
Eo Je le en a % ; 2 ae ee 
= fa Pe ee Bie ee 7 ’ aie rs tse 
sa ee fe ee te ; ; _  —i- 
ARS rome wth, | hide Sas He . % he: s i = 
a gma no en A . ey: s =, . “ re = 
* eset es Be Aah : ey BP Sue. ie mike a = 
oa Bh 5. ae uct dle cede ko ac A abe eae 5 uM i 2 es = J a ee Bg. - Sees inte ti 2 eS aise = ‘dec geet a Som 
“J ee ae Sethe ae: Re eee eee > =e ” ‘ oon canara aa a ea Se oie pr tiie Sd ee iia ’ 
ze ‘ 5h, RPE sep pee Les - a ae ae Pe Seo no vt en They eager’ gill Tee ea A Sak ai ie et a eae = 2 logis inset pelle eae pace ees ae ? Bw ee 6 
ae: ae ees, eee ee a i ia NS ae a ag RR a ees ee ; 
a RE sella e~ Featias eS ea ea ce aR MS lg 4 > _——- . =x 2 ; : . ie re ses fa he f - a a 
2 Pk ee en gee em Y 
- per inkh : ee a ee ee Pir es ; a a. ies ‘ ¥ eee ee a een ee rag Ns add ag ’ es. te ae een i 
a SS eS ee ee SS aaa = a b ; ; pe ae a Re ee re Se oe ae 
oc ake lua ac ah x ace eames ama ea Tae milan me. © z ao a rey : ; ‘ ’ he aioe, he ee ea i 
il ee ea _ thar tT ——— : —_— ; 
A sh, | RE ee He aay “ 4 , ee 7 cs : 
; pee oe oe ghee Pea oe . ae, >; Sa ae : _ ye. 
; Oe. Re We ede i aa : - |: a a { at = ; 
ni ape ee ee ae, ae 0 Re atte a : Ag ae * a" > : ’ + - 
«“s = ers ale es a a <i ana eas R . Sie co : 27 
~ se oo Ra Es > 3 4 hens gia e - et ’ eee cy : & 
— PS ee, ee cl SS : 4 5 ee Me B. ieee, oh | 
a ot ae wr, at oe ea Bye “9 Sg eee dn wt . 
on” ergy : ae & ws Mth. ‘ova Siena coe -_ 5 “sisi te be 
E ; imp oe ae * oie pes Se 4 peg Ses hg } te 
=. te a Fe Ae i SS ee i  eewe 
oa eee eee A fo *_ 
ars ee alga 3 ee: 2° a fbi Pe * al eo, 8 es ee Ge ae ret, 4 er 
eS ie ote ae . ah a ?— ae i Se a ss. 
“a ow oe sa SR ee ee Se Re te wae 
Le oe Pe eS be? as eo . ea - ‘ ge ha bie: _— Fa i eens : etal ih af sl 
re cig ae ee oe Og a a i oe, ; ei piles a 4 ee. 
ee: es on ee ues at oo oe eee . | cao patria a) Ny all e 
ee ce a“ ‘ oe ee om Be 5 Rat my ae cae 
- ‘ ’ — a oe > ead Cites ‘ de 35, E 
.Y sical — le wil ene ve 
bap * — 
n zr meade ee. . mm  * . oe tee : 7 x 
ities 3 ae a : ff 
| : “eh Po * 
3 : ; sain ; ee: : ia 
ee ares eee : a . 3 fey oe 
ie ae ees ae 3 Siege = Real, a eee ae ne @ 
oS id) L>~p, Sek oS a me ae a lis i a . eS 
eS we s Fe ae es f i ‘ “es pe 4 ge ¢ 
Be s ~ et ia Sy ae ae ¥ : 5 ca es ' 2 r A a er 3 
“ae po ze ie i Peete: a : 5 oe Rea hee in sp 4 espe * - 
a x i - mas ; es = i 3 Bal, Saaee _~ sh E 
a Pe ast ae : Bact. ee A % = i Seger. Ps cistted : 
oa sali i ee, ‘i ae oe a ca ae me ; —. % ; 
i c 7 * a = Dies me : ° ; a han eae: Wee = 
ik in fans ne eae . i, San 7 | eS ee A tole oa 
ue ; rere an q i a sv) : Pl raion a 
ee “ < vay ae oF a : 
4 - ; : , ae : 
ae Int : : age } é : 
fan fs . - * ie r ; : 
ae a... \ = 2a + cena ars : 
7 ps sinh a by i 
ear 46 to? . uacianeeet® Pe oe ad { 
i : ” © ee or te 
Baty =te be Ped a =) i = co Maa a 
— i an : 5 5 ane ; 
- a 5 rascabi , eal _ ee } 
ifs 0s." é 
=es es ; 
5 é met : 
Peet ‘ Bre . 
eae ‘ “ 
antes he - vg : 
F ; ’ 
"i » a ee 
* o 
= os i PE 3 2 
aig “a : . aa ih eS ES a AR 5p SIS ae ee nn ©. Sahat a ae* 
oe ‘ 
a 
"a 
an } 
en i ey. 
bs . 
% ' 
7 ‘ 
= 
- 
ine ( 
oe 
Pe 
re ee 
ae Re’ 
act ie 
3 
a 
are 4 
Be 
a, 
hoe a \ 
Sait: | 
oe * ‘a 7 
eB 
a: a 1 
CaS. i 
ie) ‘ ) 
oc ae A 
ee ; : 
—e i 
oat ' 
he: 
ea 
ae: 
s- — 
ee 
Siete 
Satie 
poe. 
esac 
; ma i 
‘my 1 
; 3 
er, ea a ” 2 wae as a ol C ON ie tee Sate = , -s ” Ameer . ath, ss ee - i ne Oren ras ‘ - 
we aE he ae eee ee. eae ee - _ af a ’ as ‘i ds wating alg’: Sbeokad wadal (ee Poe eye ee : ei at ‘ices " ie ae 
ee Be ein, SEN bahia mala 9 Sibi OT Se en ee 5 al ye Cn) a EE On | ee ae See es |. Rte : ee en cg, ge rae nal ; or 
pail a ee Roe fe ees oe os ee Bee ti Sue toe eT et CY Gata ad : i neers ‘3 oe ye am. igh i : " et hee ise ta Ms a 4 ve) ae ae ? a . ee ae S ae 
a, ee ween Tey gre Sa fe ae comes ° iagas oa Ree eaanas cis conta ES Sg eet ae 94 see Sek oth ee “2 @ dale " cae prec he k ge ie ot , ; es 
P eee, ida aie Mae eS Se “a EE Serre ee ed tet hy cee beamed 9 oe eee Ce ee oe | Sale: ey ; Neer : a fo a te : 2 ieee 
eee 5 ae 4 — Sere oa ip a Le ae eee . es weer she =: dad pret ali ~ = — ? ee ae 4 “ES Rei ak be Be BP 4S be é 7 wie re , awe oot: °= Ao a aR: = = 
aq Or fe eg OR ge eer EE ele ft ete pt VF an ae oe ee eee Ss Fe eee eS nace : : oe ee 2 Aen | EN a i ees ees 
nn oy a, Sea Peas Us Tee oben Bee ek ees Ce tou Fe indie wh te © Set SO ae RT x, = Seidel ae pe shane rae: vi a RTs ge AE SET Sy & Be mee aes ae ee 
. . ~~ ee ia pap Sks a + 1 BR saeco ee — 5 : ee SR a ie ay Bariiee oy ah sor te es “ads OFS) ty be eee es ca wi a ae ee 
a a ; Prctoat Sas ages ee 


=a 


Bthe reader... more benefit for the advertiser 
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All of which helps explain why “U.S.News & 
Wor.p Reporr’”’ led not only its field, but all maga- 
zines, in advertising page gains in the five-year 
period 1951-56. Now that the circulation rate base 
has been advanced to 900,000, this bigger and 
better value is available at the lowest cost per 
thousand in the field! 


Americas Class News Magazine 


An essential magazine . .. essential to more and more 
readers ... essential to more and more advertisers 


Advertising offices at 45 Rockefeller Plaza, New York 20, N.Y. 
Other offices in Boston, Philadelphia, Cleveland, Detroit, Chicago, 
St. Louis, Los Angeles, San Francisco, and Washington, D.C. 
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USEFUL NEWS 
FOR IMPORTANT 
PEOPLE 
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financial acumen was as widely re- 


J. M. Mathes, Agency | carded as his agency know-how, 
Founder, Financial |and he served on the boards of 


| Emery Air Freight (of which he! 
Expert, Dies at 68 | owned nearly 57,000 shares), O. B. | 
GREENWICH, CONN., April 30— 


Seeley Sons Co., Otarion Inc. and | 
Chelmsford Ginger Ale Inc., as} 
James M. Mathes, 68, chairman of 
the board of J. M. Mathes Inc., 


well as on Canada Dry’s. He also | 
was a major stockholder in In- 
died April 28 of a heart attack. 
Mr. Mathes, who until last 
year was president of the agen- 
cy bearing his 
name, was a 
longtime Ayer 
man. He started 
with N. W. Ayer 
& Son in Phila- 
delphia, shortly 
after graduating 
from Dartmouth 
in 1911. He began 
in Philadelphia, 
and worked out 
of the company’s 
Cleveland and 
Chicago offices. 
Later he was placed in charge of 
new business, and shortly was 
transferred to New York as office 


and IT&T are Mathes clients. 


® Among the men who joined Mr. | 
Mathes from Ayer in the first | 
months of his agency’s operation 
are W. T. Okie, president since 
last year; Lester J. Loh, vp and 
creative director, and Wilfred S. 
King, vp and director. The con- 


been provided for well in advance | 


management of the agency will re- 
sult from it. 

Mr. Mathes was active in Junior | 
Achievement circles, and he was 
acutely interested in the growth of 
this enterprise. His hobby was the 


James M. Mathes 


ternational Telephone & Telegraph 
Corp. Emery, Otarion, Canada Dry | 


of his death, and no change in the | 


}lore of New England, and he be- 
longed to the New England Soci- 


ety. He was a loyal alumnus of | 


| Philips Exeter Academy and Dart- 

|/mouth, and his family plans the 

| establishment of the J. M. Mathes 

| Memorial Fund at Dartmouth; the 

funds to be disbursed at the col- 
| lege’s discretion. 

Mr. Mathes had the reputation 
of being a top-notch salesman, a 
| shrewd financial investor—some 
| agency men have called him the 
best investor in the agency busi- 
ness—and he talked simply and | 
directly. He was well-liked by re- 
porters because he was approach- 
lable, blunt and accurate in his 
janswers, and salty and dry 
| humor. 


‘DANIEL KOPLIK 

WasHIncToN, April 30—Daniel 
M. Koplik, 58, executive director of | 
ithe American Public Relations | 
Assn., died April 26 after a long 
| illness. 


tinuity of the agency operation had | 


tex Corp., and director of public 
relations for the wartime Board of 
Economic Warfare, he had been 
| with APRA since 1948 and was re- 
sponsible for the association’s ex- 
pansion program, which resulted in 
|formation of chapters 
U. S. and foreign cities. He was 
|editor of the association’s publi- 
cation, “The Anvil.” 


ROBERT W. BURNS 

| New York, April 30—Robert W. 
| Burns, 64, head of the advertising 
agency of that name, died April 28 | 
at Nassau Hospital, Mineola, N. Y., 
after a brief illness. 


is| Mr. Burns was graduated from | 
in | 


Princeton University in 1916 and 
served as a Navy aviator in World 
War I. Later he worked in sales 
and advertising with Procter & 
Gamble and Merck & Co. He start- 
|ed his own agency here in 1951. 


L. FRANK O'BRIEN 
O'B 
New York, April 30—L. Frank 


in many | 


Advertising Age, May 6, 1957 


Inc., and for many years associ- 
ated with Barron G. Collier, died 
April 26 at St. John’s Episcopal 
Hospital after a short illness. 
Born in Pikesville, Md., Mr. 
|O’Brien began his career as a re- 
|porter for the Baltimore News. 
He became successively news ed- 
itor, feature writer, automobile ed- 
itor and national advertising man- 
ager of the newspaper. 
| Subsequently, he became a dis- 
trict sales manager for the Barron 
|G. Collier Enterprises and at one 
time acted as Mr. Collier’s per- 
sonal representative on major na- 
| tional advertising accounts. 
After 16 years with Collier, Mr. 
|O’Brien joined General Outdoor 
Advertising Co. A few years later 
he joined the sales staff of This 
Week Magazine. 


| 


|@ He was associated with Floyd 
B. Odlum in the formation of Mo- 
tor Coach Film Advertising Inc. 
and served as its president. Later 


Formerly executive assistant to| O’Brien, 69, former president of|he helped organize Carvel Films 


the president of International La- 


Motor Coach Film Advertising 


Inc. and supervised sales of in- 


manager. In 1919 he was made a 
partner in Ayer, and when the 
agency was incorporated he be- 
came senior vp and was Ayer’s 
second largest stockholder. | 

He pioneered in radio advertis- | 
ing and in the use of public rela- | 
tions departments by advertising 
agencies. National Carbon Co., 
with whose “Eveready Hour” ra- | 
dio show on NBC he worked from 
1923 to 1929, had a long list of | 
“firsts” in the broadcast medium— | 
presentation of a drama under 
sponsorship, stage show, sound ef- | 
fects, a show from original script, 
a man-in-the-street show, a clas- 
sical music program under com- 
mercial auspices, nationally known 
guest stars who were paid for) 
broadcast appearances, and the) 
first radio adaptation of a book. | 

| 
. Mathes and P. D. Saylor 
bo t and refinanced Canada Dry 
Ginger Ale Inc. in 1924, and Mr. 
Mathes served as vp of the com- 
pany for a time. He was a director 
and executive committee member 
at his death and sometimes was 
referred to as the largest individ- 
ual stockholder in Canada Dry. 

In 1933 he left Ayer to form his 
own agency, and Aug. 14 is cele- 
brated at the Mathes agency by 
the distribution of profits sharing 
in token of the anniversary. Can- 
ada Dry was the nucleus of the 
new agency. In fact, Mr. Mathes’ 


\ 
HE CAN HELP YOU 


If you're looking for fast 
Direct National Distribution 


Barney Kingston Merchandising Director 

Don't be fooled by the “outlet map” on 
your wall! It's ome thing to put your 
product in stores—it's quite another to 
move it. 

If your product or service lends itself 
te personal selling—whether in a home, 
ofice, store, institution, service station, 
ete—lt will pay you to investigate the 
booming $94 billion DIRECT SELLING 
FIELD. Manufacturers and agency execu- 
tives often amazed to learn how easy and 
inexpensive it is to move merchandise 
through modern direct selling—in ALL 
counties of the 48 states and in the prov- 
inces of Canada 

Let us analyze your product or service 
without obligation on your part. If your 
product has potential in our field we sub- 
mit 34-year sales-tested plan for considera- 
tion; sample plan starts 50 new companies 
every month . . . many of which now do 
from $250,000 to more than $12 million 
annually. 

Send factual data to our Merchandising 
Director, Barney Kingston, Dept. A-212. 
Salesman’s OPPORTUNITY Magazine, 850 
North Dearborn Street, Chicago 10, Ill. 
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dustrial films. 

When Mr. Odlum went to Wash- | years. He was a member of the 
ington to aid in the formation of | Metropolitan Advertising Golf 
the Oifice of Production Manage- | Assn. 
ment, Mr. O’Brien helped with the 
organization and remained with 


its successor agency, the War Pro- | GEORGE J. BLANKE 
duction Board, until 1945. | New York, April 30—George J. 
| Blanke, 59, newsstand sales man- 


GEORGE J. KILGORE 


\lisher of Official Detective Stories, 


|ager of Triangle Publications, pub- | 


| American Weekly for the past six | Inc., with offices at 2455 Mason St. | 
| Mr. Nelson, formerly a vp in the! 
San Francisco office of Campbell- | 


Ewald Co., is president. Mr. Baker, 
previously exec vp of J. J. Weiner 
& Associates, is exec vp and treas- 
urer. 

Lemuel H. Matthews has been 
| named secretary of the agency, and 
Lloyd Cunningham, also formerly 
with Campbell-Ewald, is an as- 


New York, April 30—George J. 
Kilgore, 60, an advertising sales- | 
man for American Weekly, died | 
April 23 of a heart attack while in | 
an elevator on his way to his of- 
fice. 

Born in Chicago, Mr. Kilgore 
was graduated from Loyola Uni- 


versity. During World War I he! 


served as a lieutenant in the 57th 


infantry. After the war he worked | 
on several newspapers in the Mid- | 


west, then came east and became 
an advertising salesman for the 
New York Herald Tribune, work- 
ing for the newspaper in two sep- 
arate periods, 
1950 to 1951. 


He 


1933 to 1937 and| 


Seventeen, and TV Guide, died 
April 24 of a heart attack while 
at lunch. 


sociate account executive. 


‘Willys Appoints Anderson 
Born here, he worked in the f£ [L, Anderson has rejoined 


magazine distributing business ear- | Willys-Overland Export Corp., To- 
_ly in his career, and wrote special |jedo, as merchandising manager. 
| baseball stories on the Brooklyn| wr. Anderson, who first joined 
Dodgers for the old Brooklyn Eagle. | Willys Motors in 1941 as a special 
He joined the circulation depart- | representative, has been national 
ment of Triangle 17 years ago, and| ysed truck manager for General 
|was appointed newsstand sales| Motors truck and coach division 
| manager five years ago. ‘for the past two years. 
|Herbert Nelson, North Baker 
|Form San Francisco Agency 


Shaftner Leaves ABC for NBC 

| Dean Shaffner has resigned as 
Herbert O. Nelson and North! vp in charge of sales development 

Baker have formed a new San and research of ABC Radio to be- 


. 


JAMES L. MACWITHEY, director of pub- 

lic relations of Bristol-Myers Co., 

New York, has been elected pres- 

jident of the American Public Re- 
lations Assn. 


| planning of National Broadcasting 
Co., New York. He is the fifth ma- 


Sor ABC executive to follow Rob- 


| ert E. Kintner to NBC. ABC radio 
has not named a replacement for 


had been associated with Francisco agency, Nelson/Baker | come director of network tv sales! Mr. Shaffner. 


(Norwegian TV 
‘May Carry Ads 


Osto, April 30-—A plan to intro- 
duce television in Norway has been 
| drafted by the cabinet and will go 
before Parliament shortly for ap- 
proval. The projected nationwide 
service may be financed by adver- 
tising, under one proposal put for- 
ward. 
How long it will take to turn the 
plan into reality depends on Par- 
liament. If it passes legislation in 
its present session, then work will 
be started July 1 on a transmitting 
station and studio. 
The Education Ministry, how- 
ever, is strongly opposed to adver- 
tising. The ministry wants to see 
Norwegian television financed by 
a license fee on receivers. 

A lengthy hassle over this could, 
of course, delay passage of the en- 
abling legislation. 


# But if Parliament settles the is- 
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WSFA-TV 


Clearly dominant in audience and coverage, 
WSFA-TV is as symbolic of the New South as the 
famous fountain in Court Square is of the Old. 


network programming plus maximum-power VHF 


rapidly-growing, 1,000,000-population Central 


The WKY Television System, Inc. 


ae 1S iganghee tr See a ial ‘eee Nip ve a 


Montgomery 


WSFA-TV gives you highest-rated local and 
signal, thus providing greatest coverage of the 


and Southern Alabama market 


j@ ” . 
{ Channel 12 _ 
. NBC ABC - 
» | 
tine we 


ue 


WKY and WKY-TY Oklahoma City 
WTVT Tampa - St. Petersburg 


Represented by the Katz Agency 


sue quickly, said Kaare Fostervold, 
head of the Norwegian state radio, 
test telecasts could begin next fall. 
He made it clear, however, that 
regularly scheduled programs 
would not start until three years 
after construction is started on 
the transmitter. 

Present plans call for eight hours 
of programs, mostly in the even- 
ing. The projected video network 
would cost an estimated 70,000,000 
crowns ($10,000,000) in the first 12 
years. Some $420,000 would come 
out of surplus accumulated by the 
state radio to finance the first 
three years of construction and 
testing. 

The state radio’s surplus comes 
from license fees. No advertising is 
allowed on the radio. Listeners pay 


an annual fee of $3.50. . 
New Product Column Launched 
James E. Howard, Business 


News Bureau, San Francisco, has 
launched a new product newspa- 
per column which will be syndi- 
cated. The column, pre-tested and 
now running in the San Jose Mer- 
cury News, will carry news of 
new products as obtained from 
manufacturers and _ advertising 
agencies. 


Lester Loeb Agency Expands 

Lester Ioeb Advertising, New 
York, has moved to larger quar- 
ters at 220 W. 42nd St. 


... is in Green Bay where 
475,000,000 wholesale- retail dol- 
lars changed hands in °56. 


In this independent market you'll 
get results fast for whatever you 
test, tell, sell or show. We say 
“it only takes ONE in Green Bay” 
... and advertisers agree by keep- 
ing the PRESS-GAZETTE first in 
national linage in upstate Wis- 
consin! Full color available. 


All business is local .. . 
| So are newspapers! 


THE GREEN Bay 


Press-GAZETTE 


Phil A. McClosky, Moneger, Genero! Advertising 
Green Bay, Wisconsin 
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Whitney Names de Alberich Sandefur Agency Bows | St. Petersburg Adclub Elects 
Ted de Alberich has been ap-| Sandefur Advertising Agency Lloyd Elder, promotion staff, St. 
pointed promotion manager of has been formed, with offices at Petersburg Times, has been elected 
Whitney Publications. New York.|1717 West End Bldg., Nashville. president of the St. Petersburg Ad- 
He formerly handled promotion Officers are Jack T. Sandefur, vertising & Sales Executives Club. 
and research activities for the Mc- president; Rogers Morrison, vp, | Jack Whetstone, St. Petersburg In- 
Graw-Hill petroleum publications. and T. E. Vick, treasurer. dependent, was elected vp. 


WHO IS 
THE 
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} Admen Judge Cows in | framed certificate and sizable long- 


‘Hoard’s Dairyman’s’ 
Unudderable Contest 


Fort ATKINSON, WIs., April 30— 
Admen are commonly imagined to 
be occupied with making moola. 
But one group of admen has re- 
vealed an udder side of their char- 
acter and turned their attention to 
la moo. 

These milk-and-egghead type 
characters have come out on top 
this year in Hoard’s Dairyman’s 
27th annual cow judging contest 
for advertising men. 

Working from a booklet of pic- 
tures of cows, they attempted to 
score cows on such points as 
“smooth and strongly attached ud- 
ders, well-sprung ribs, smooth 
shoulders, uniform and _ well- 
placed teats, smooth tail setting, 
deep and capacious bodies and 
general beauty.” 


8 All winners will receive a 


rane Py 


- 
- 


wimy-tv 

: » - maximum 
-. power on 

~ -- channel 2 


horns of fine, aged cheddar cheese. 

First prize winner is T. S. Blair, 
ot Wyandotte Chemicals Corp., 
Wyandotte, Mich. Peter Hahn, 
Cunningham & Walsh, New York, 
won second prize. E. D. Griffin, Al- 
lied Mills, Chicago, won third 
prize. Fourth prize went to A. D. 
Swarzentruber, Vigortone Prod- 
ucts Inc., Cedar Rapids, Ia., and 
Carl Francisco, Technical Indus- 
tries, Springfield, Mo. James L. 
Willman, American Zinc Institute, 
Lafayette, Ind., and Emery E. 
Schrock, Meyer Mfg. Co., Morton, 
Ill., took fifth prize. 

17 more admen received honor- 
able mention. They are Gleason 
M. Diser, Archer-Daniels-Midland 
Co., Minneapolis; John J. Michels, 
Prudential Insurance Co. of Amer- 
ica, Newark, N. J.; F. B. Smith Jr., 
Wyandotte Chemicals Corp., Wy- 
andotte; W. G. Stokes, General 
Mills, Detroit; Severt M. Jensen, 
Allied Mills, Beloit, Wis.; W. T. 
Cornish, Ralph Hobbs Associates, 
Minneapolis; Ralph W. Hobbs, 
Ralph Hobbs Associates, Minneap- 
olis; J. E. Vogt, New Idea division, 


|Aveo Mfg. Co., Coldwater, O.; 


greensboro, n.c. 


| 
| 


| Walter Gass, Linnwood Mfg. Co., 


Seward, Neb.; Watts Wacker, D. P. 
Brother & Co., Detroit; Clifford E. 
Briggs, Allis-Chalmers Mfg. Co., 
Milwaukee; J. K. Westerfield, 


|Grant Advertising, Detroit; W. A. 


Dobson, Savage-Lewis Inc., Min- 
neapolis; Willis A. Scharf, Brillion 
Iron Works, Brillion, Wis.; Rose 
Muscatelli, Coats & Clark, New 
York; Jack A. Neal, Doane Agri- 
cultural Service, St. Louis, and 
Terrill Rees Jr., Monsanto Chem- 
ical Co., St. Louis. + 


Bill King Joins Petersen 


| Petersen Publishing Co., Los An- 


geles, has named Bill King adver- 
tising director of Water World, 
replacing Bob King, who has been 


a pic ad 
~ >» ~~ by 
7 a pe Ser 


the winmneh... 


Here in the Prosperous Piedmont section of North Carolina and 


“ “ 
pie hs 
wy Oe 


Virginia, your sales message gets home “‘first’’ with the “most” impact 
when you buy WFMY-TV. Put your product in the winner’s 

circle — every time — by calling your H-R-P man today for full details 
of WFMY-TV’s great market. 


50 Prosperous Counties F 
$2.7 Billion Market , 


2.1 Million Population 
$2.1 Billion Retail Sales 


Greensboro 


Winston-Salem 


Reidsville 
Chopel Hill 
Pinehurst : Ulsl4 1 


Southern Pines 


Fort Bragg 


Santord GREENSBORO, N. C. 
Represented by 
Harrington, Righter & Parsons, Inc. 


Martinsville, Va. 
Denville, Va 


WEMY-TV . . . Pied Piper of the Piedmont tow York — Citenge — Sen Frencice — Atante 


“First with LIVE TV in the Corolinas” 


Durham 
High Point ae 

Uy im * Basic 
Solisbury 


Since 1949 


\named advertising director of the 
|new magazine ’Teen. Bill King for- 
|merly operated his own company, 
Publishers Service Co., publisher 
of safety manuals for law enforce- 
| ment bodies. 


Gillette Sales Drop 

Consolidated net income of the 
Gillette Co., Boston, for the first 
three months ended March 31, was 
$6,964,000, compared with $8,273,- 
249 for the same period in 1956. 
This is equivalent to 75¢ a share 
for the three months just ended, 
compared with 89¢ for the same 
period in 1956. 


What Can 
Packaging Do 
For Your Sales? 


| Plenty! And here are seven impor- 
tant, you-ought-to-use-them ways 
| in which creative packaging can in- 
|ecrease your sales and reduce your 
| costs. 
| Read all about it in the May issue 
jof ADVERTISING REQUIRE- 
MENTS. This report explains the 
results of a survey conducted join‘ly 
by the National Retail Dry Goods 
| Association and the Folding Paper 
Box Association. 
The article is typical of the kind of 
helpful information you'll find in 
|every issue of ADVERTISING RE- 
QUIRMENTS—the only monthly 
| magazine that covers everything an 
|adman must do except buy time or 
space. If you're at all interested in 
production, promotion or merchan- 
dising—clip this ad, attach $3 to your 
business letterhead and mail today 
for a year’s (12 issues) trial starting 
with the May issue. 
Naturally, you must be satisfied or 
| your money back. 


| Advertising Requirements 
The Workbook of Advertising 


Management 
200 E. Illinois St., Chicago 11 
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: LIFE S/AWLERS’ sales builder 


One of Life Savers’ Many Prize Winning Posters 


The final test of any medium is. . results. increases in poster territories than in the 
Listen to Gordon Young, V.P. and ad rest of the country.”’ 

manager for Life Savers, Port Chester, For additional success stories (General 
N.Y. “It is difficult to trace sales results Tire, Theo. Hamm Brewing Co., Drake 
to national advertising. However, we Bakeries, and many others) call your 
have kept accurate records . . . and they local General Outdoor Advertising Co. 
show that we are getting greater sales office. Or, write us in Chicago. 


IN 1600 MARKETS 


GIVES 
S (0) MORE 


General Outdoor Advertising Co. 


515 South Loomis Street, Chicago 7, Iilinols 
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7 Portland, Me. |in test markets showed that 38% ter the insecticide market in the) field was large and growing. 
ug eason ils; These markets were held down|of Raid purchasers were repeat first place? The company lists | 2 No existing leader. Standard Oil 


to normal marketing conditions.| buyers, accounting for 65% of| these reasons: 
« “Trade margins and retail prices|Raid sales. “If everyone had) 1, Growth potential. Whereas the 

Johnson Hikes |were held at fixed levels,” Mr.| bought only one can a year, We/|total market for waxes and pol-/|tional leaders, but no national 

Smith said, “and we had to work| would have been in trouble,” Mr.| ishes, Johnson’s primary line, was| brand having as much as 10% of 

a to keep some stores from cutting Smith commented. $156,000,000 in 1954, insecticides | the market existed. By comparison 

Raid Bud et 40% prices and spoiling the test. Ad-| The green light to introduce the | accounted for $194,000,000, accord-| the four leading brands of self- 

g vertising impact was held to what) product nationally came when, | ing to Food Topics. Of this, $104,-| polishing wax—Beacon, Simoniz, 

'we could afford to duplicate na- after four months or less of ad-| 000,000 was for household and Aerowax and Johnson’s—do 80% 


of New Jersey with Flit and Gulf 
Oil Co. with Gulf Spray were sec- 


killer. The latter is a residual in- 
secticide (Raid for house and gar-| 
den is a spray) and will be mar- 
keted largely in the South, where 
the big bugs like roaches are more 
formidable. Tv, with the network 
handling cut-ins for the South 
only, will spearhead the drive. 

Sales of Off! have already start- 
ed, and advertising will begin soon 
on the Steve Allen and Red Skel-| 
ton shows, supplemented by Sun-| 
day comics. Off! will occasionally 
hitchhike on Raid, with 20 sec- 
onds of Off! commercial following 
40 seconds for Raid. NBC Monitor 
will advertise both products be- 
ginning June 16. 


(Continued from Page 3) tionally.” _vertising, Raid gained 23% of the | $90,000,000 for garden insecticides.,|or more of the volume. 
ek sage = 4 re Agena os |market on the average in the test|In the preceding six years, sales 3. Related business. The insecti- 
peliant, and Maid roach an@ an‘) After only two or three months | areas. jof aerosol insecticides had grown cide business, like the wax busi- 


of advertising, consumer surveys What prompted Johnson to en-| six-fold to 60,000,000 units. The| ness, is in the chemical specialties 


s Johnson’s introduction of Raid 
marks the first entry of a big- 
time operator—big-time in nation- 
al advertising expenditures and 
marketing methods—into the in- 
secticide field. Formerly there} 
were many brands, mostly local 
or sectional, but no strong na- 
tional leaders. 

Douglas L. Smith, director of 
advertising and merchandising at} 
Johnson, described Raid’s progress 
as the “greatest testimonial to ad- 
vertising I ever saw,” especially} 
to tv, he added. 

He said that sales to the trade, 
which usually start in November 
and are booked for April or May} 
delivery, are some 70% ahead of| 
last year for Raid house and gar-| 
den bug killer. 


s The first emphatic evidence 
that Johnson had the right mar- 
keting program from the very 
start came at the end of the test} 
year, when the company tallied | 
sales in 11 big test markets rep-| 
resenting 5.5% of the U. S. and 
found Raid was the leader in all 
but two. Test markets included 
Mobile, Jacksonville, St. Louis, 
Collinsville, Ill, Jackson, Miss., 
Quad cities (Davenport, Ia., and| 
Moline, East Moline and Rock| 
Island, Ill.), Evansville, Cleveland, 
Elyria, O., Springfield, Mass., and 


F NEVADA. 
: ONFIDENT 1 At 


Preliminary estimates—Nevada's 1956 
retail sales soar past $400-million 
mark, top 1955 by more than 10 per 
cent and 1954 by one-fourth. Las 
Vegas (Clark County) 1956 retail sales 
pass $160-million, top 1955 by 10 per 
cent and 1954 by one-fourth. Reno 
(Washoe County) 1956 retail sales 
pass $130-million, top 1955 by more 
than 10 per cent and 1954 by one- 
fourth. This is the uniform and unin- 
terrupted pattern of economic growth 
that has skyrocketed Nevada and its 
two great metropolitan areas into 
marketing prominence as the nation's 
fastest growing, highest quality sales 
area. Sure makes advertising in Ne- 
vada a profitable project! 


For detailed information on Nevada 
markets see your nearest Western 
Dailies or John E. Pearson Co. office, 
or write one of these basic Nevada 
advertising buys... 


LAS VEGAS AM 


VIEW- ey riage tn ° KORK- 
KiRJ-TV from HENDE 


“RENO , “ELY 


KOLO-TV © KOLO-AM TIMES 
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field. Research and production|6. Field ripe for research. The) product a 50% sales increase this|ton & Bowles, New York, and|Ziv Incorporates, Moves 


techniques were similar. company had developed a distinc- 
4. No big advertiser. Print adver-|tive product—“one bug killer for 
tising expenditures of four leaders|both house and garden,” copy 


in 1954 totaled only $258,000—/stressed. This indicated even fur-| 


less than Johnson alone was pre-| ther research opportunities. 

pared to spend in the first month 7. Good profits. As is often true in 
of national promotion. |chemical specialties, profit mar- 
5. Distribution force ready. John-| gins for dealer and manufacturer 
son could use its existing sales|!ooked promising. 

force to reach all outlets. Competi-| H. D. Wakefield, product adver- 
tors almost universally had no|tising manager for Raid, believes 
salesmen, but sold to the trade | that with this combination of fac- 
through brokers. | tors working for the company and 


year is conservative. |Newland Co. International Sur- 
| Foote, Cone & Belding, Chicago,| veys also has named Tom King, 
jis handling the advertising. e formerly manager of market re- 


search of Pepsi-Cola Co. of Can- 
International Surveys Names _§ ada, senior sales-client service ex- 
Morse, King; Boosts Two ecutive. 
| International Surveys Ltd., To-| The research company, which 
|ronto, has appointed Andrew J.| largely serves the same accounts 
|Morse a consultant in consumer|in Canada as does Market Re- 
and motivational research and search Corp. of America in the 
| client-service executive for con-| U. S., has advanced Jean Leveille 
|}sumer panel and Readex clients.|to research director and elected 
| Mr. Morse formerly was with Ben- | Peter R. Culos a director. 


usership is the strength of C&ixa9 


e e ls readership-in-action 


Usership is the step beyond readership. It sums up the dynamic 
power to move readers to action that is the life-force of an 
exciting and influential magazine. 


STEEL is metalworking’s Usership magazine. It serves the needs 
of metalworking’s action-minded leaders as no other magazine 
does. And because STEEL serves these men so well, they use 
STEEL—base direct business action on what they read. 


STEEL’s report on “‘value analysis’, for example, touched off 
a series of management meetings and discussions through- 
out metalworking. 


Usership is also the measure of a magazine’s ability to get 
action for advertisers. That is why today more advertisers are 
placing more advertising in STEEL than any other metal- 
working magazine. 


Its International Subsidiary 

| Ziv Television, Cincinnati, has 
incorporated its international divi- 
|sion as International Television 
Programs Inc. and moved it into 
bs own quarters on Cincinnati’s 
Maxwell Ave. Ziv reports that 
the subsidiary is now operating 
with a staff of more than 100 in 
four offices—Cincinnati, Paris, 
| London and Mexico City. 

| Ziv now has foreign-language 
| soundtracks for 14 of its film ser- 
|ies. Its biggest market so far has 
| been Latin America, where there 
are currently 2,800 hours of Ziv 
telefilms shown annually in 11 
countries. 


Gross Adds Three Stations 

Rand Broadcasting Co., which 
operates WINZ, Miami, and re- 
cently acquired WEAT and 
WEAT-TV, Palm Beach, has ap- 
pointed Charles Anthony Gross 
Advertising, Miami, to handle ad- 
vertising and promotion for its 
three stations. 


Outrates all 
syndicated 
shows! 


George Gobel 
: , Zane Grey Theatre, 
_ Jackie Gleason, Lux Video 

tre, etc. 
Twin CrT1es—highest rated syn- 
dicated program in Siunennalie: 
St. Paul (16.0, Pulse, 11/56) out- 
rating Warner Brothers, Father 


Outrates all competition in 
. Atlanta, Indianapolis, P. 
Orego: 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 * PLaza 5-2100 
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BINAURAL SOUND 
FOR YOUR HOME 


If you think hi fi has it, get 
set for some new excitement 
with binaural listening. 


Binaural Vs. Hi Fi for room 
tone, sound reproduction and 
greater aural perspective. 


This new dimension in sound 
is yours with a little re-rigging 
of your hi fi set. 

Listening with both ears bin- 
aural fashion means you get 
two perspectives on a single 
musical message. 


Don’t miss this graphic guide 
to stil! a new listening pleas- 
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THE CANNONBALL 


Fire away! Here’s liquid fire 
that you can mix up jin your 
mixer in seconds flat. 


Ingredients? 


A few dashes of Rum, Cognac, 
Creme de Cacao. 


The “neutralizers’”? 


Chocolate milk, a beaten egg 
and a spot of heavy cream. 


The effect? 
Fantastico! 


You saw it first in Esquire 


ANTHONY C. WEST 


Esquire labels Anthony C. 
West’s story “RIVER’S END” 
as “the second greatest story” 
ever to appear in their maga- 
zine. High praise, after two 
decades of fiction “firsts” by 
writers who have since be- 
come famous. 


And, now, once again 
Esquire’s hand-picked a shin- 
ing, new literary personality. 
Any “capsule” preview of 
West’s story would only de- 
tract from the exhilarating 
reading experience that’s in 
store for you. 

Read “RIVER’S END” in its 
entirety in Esquire’s March 
issue. 
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THE SLOT SHIRT 


Go ahead, boy, lose your shirt! 
Because here’s a brand-new 
twister for a dashing mister. 


It’s labeled the slot-shirt. Has 
an envelope for your tie, 
pockets on each side! 


This blouse idea in shirts 
makes the button-down old 
hat. 


Formidable, wot? 
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THE ARMY’S CASE 
AGAINST ITSELF 


Garrett Underhill’s fact-filled 
report on the appallingly weak 
condition of the U. S. Army 
will appear for the first time 
in its entirety in Esquire mag- 
azine. 


Don’t miss this report unless 
the serious decay of the U. S. 
Army does not concern you. 


You saw it first in Esquire 
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THE SLEEP CURE 


The French call it the cure de 
sommeil. Americans will call 
it a fabulous new way to “get 
away from it all.” 


After taking a “sleep” cock- 
tail, you can siesta anywhere 
from 10 to 21 days, waking 
only for food. 


People who have taken the 
sleep-cure wake up with a 
new perspective. 


Walk, don’t run, to your news- 
stand for more info on this 
new wrinkle to Rip Van 
Winkle. 
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‘San Antonio Express, News’ 
Reduce R.O.P. Color Pages 
The San 
the San Antonio News have inau- 
gurated a new general advertising 
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\ther the Express or the News.|and two colors, and from $250 to) This Week in Washington ae 
'Color premium charge for units|$200 for black and three colors. 


same. 
For full-page r.o.p. units, the 


| 


Antonio Express and | less than a full-page remains the| Ads placed in combination full- 


page units also will have the same 
color charge, representing a de- 


r.o.p. color rate structure which | color premium charge drops from|crease of $150 for black and two 
reduces the color premium $50 per | $150 to $100 for black and one/colors and $200 for black and 
page on all page color ads in ei-' color; from $200 to $150 for black !| three colors. 


IS THE 


INFLUENTIAL? 


Post Office Discontinues Special 
"Time Value’ Service on 3rd Class 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, May 2—There’s 
|bad news brewing at the Post Of- 
fice Department for a group of big 
|mailers who have paid third class 


jrates—and enjoyed first class 
service. 
Under informal arrangements 


which go back many years, these 
_mailers, particularly in the news- 
letter field, are authorized to tag 
their sacks, “Time Value.” Postal 
|employes have instructions to rush 
|these sacks along with the first 
|class mail. 

New regulations now bein 
| drafted specify that no third class 
/mail is to get preferred handling. 
|Not that officials feel unkindly 


“FOR 20 YEARS TRADE MARK SERVICE HAS BEEN 
HELPING US SELL EVINRUDE MOTORS” 


says Eldon Robbins, Advertising Manager 


“We know Trade Mark Service in the Yellow Pages of 
telephone directories lands orders created by our na- 
tional advertising,” says Mr. Robbins, Advertising Man- 
ager of Evinrude Motors, Milwaukee, Wisconsin. “We've 
been using it for twenty years to send prospects direct to 
Evinrude dealers all over the country. 


“That’s why we make certain every ad tells readers to look 
under ‘Outboard Motors’ in the Classified directory. It’s 


MILNE’S OUTBOARD CENTER, 
Rocky Point, N.Y.,ties in with Evinrude 
Trade Mark Service in Yellow Pages on 
Long Island. 


reeset. Factory 
parts, service. 


BAY SHORE OAT 


MILNE'S CUTBOARD 


——-—e 


“WHERE TO BUY THEM” 


ALORION BOAT YARD... caiquos 9-590 
MARINE, Sagin A om 7-363 


A Rhy 
wevrae BARTS -2oe 


4-233 


“EVINRUDE’S Trade Mark Service 
brings me many good customers, 
John W. Milne, who has been a Yellow 
Pages advertiser for 25 years. 


the easiest way for them to find where Evinrude Motors 
are sold. And that’s how our dealers reap the benefits from 


our national advertising.” 


If your product or service is sold regionally or nationally, 
give your dealers a big sales lift by using Trade Mark 
Service in the Yellow Pages of telephone directories. For 
further information call the Trade Mark Service repre- 
sentative at your telephone business office. 


” 


says 


ry 


Outboard Motors 
Dealer In The 


Yellow Pages 


THIS YELLOW PAGES EMBLEM 
works for Evinrude in all their national 
advertising by sending prospects direct 
to their authorized dealers. 


Find Your 


toward the “Time Value” mailers. 
It is simply that congressmen have 
been asking, “Why should individ- 
ual citizens be asked to pay 4¢ to 
mail a letter when so many third 
class mailers get the same pre- 
ferred handling?” 

Note: As it looks now, the new 
regulation also will snag some 
magazine publishers. Without any 
official approval, these publishers 
jhave been tagging their bundles 
\“Rush” “News” or “Urgent,” in 
| the hope that they will get a little 
faster handling. So the new rule 
|may ban all markings other than 
|those officially authorized by the 
department. 


Summertield Backer 
Gets Hot Retort 

Tempers flared high during the 
recent debate over failure of Con- 
gress to appropriate funds for full 
scale operation of the postal serv- 
ice. So Rep. Clarence Cannon (D., 
Mo.) probably welcomed the op- 
portunity to let off a little steam 
when he received a letter from a 
New Yorker who wrote that he 
felt committee Democrats were 
“playing politics” when they held 
back on the $47,000,000 supple- 
mental appropriation demanded 

|by Postmaster General Arthur 
| Summerfield. 

To this New Yorker—who prob- 
ably doesn’t vote in Missouri—the 
House appropriations committee’s 
chairman wrote: “I take my polit- 

| ical life in my hands every time I 
| vote to cut these top-heavy budg- 
| ets. 

| “But I have been here so long 
that I can afford to vote for the 
|general welfare and the solvency 
of the government notwithstand- 
ing the bludgeoning assaults from 
lobbyists and special interests and 
self-seeking pressure groups who 
jam Washington and the corridors 
of the Capitol and fill the mail with 
letters like yours.” 


New York Asks Recount on 
Dwindling Population Figures 
Important information about 
population shifts in the New York 
City area will become available in 


PRASCH 


| 


Photo was retouched and 
cutaway portion wos done 

entirely by a PAASCHE V 
AIRBRUSH from an original 

engineering line drawing. 
PAASCHE Airbrushes sove 
and increase profits when used for 
| layout and finished ort rendering 
as well as for highly profitable photo 


retouching. Write for complete informa- 
tion on PAASCHE Airbrushes TODAY! 


A 
| 1909 W. Diversey Pkwy © 


PRASCHE \\pBrvsH Co. 


Division of Cline Electric Mfg. C 
Chicago_'4 
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the near future when the Census 
Bureau completes a special cen- | 
sus now under way to update the 
changes since 1950. The New York 
census is one of nearly 1,000 such 
special studies made in the past 
seven years at local expense at the 
request of communities which 
want to establish new benchmarks 
for tax apportionment and similar 
purposes. 

Results of the New York study 
are still being reexamined. But 
they show such a sharp drop in 
population for central portions of 
the city that local officials have 
requested special re-checks. Cen- 
sus officials believe results will 
withstand all tests, because of un- 
usual care that was taken. They 
have agreed, however, to addition- 
al steps—including a plan to stuff 
Florida hotel mailboxes with ques- 
tionnaires, in the hope of locating 
some absent—and unreported— 
New Yorkers. 


Congress, Agriculture Aid 
Consumer—in Conflicting Way 

House interstate commerce com- 
mittee is supposed to act soon on 
legislation requiring that all cloth- 
ing and decorator fabrics carry 
special labels identifying all nat- 
ural and synthetic fibers in them. 
Patterned after the existing Wool 
Products Act, the proposed law is 
supposed to help consumers buy 
more wisely. 

But by coincidence, the Depart- 
ment of Agriculture has come up 
with a new booklet which demon- 
strates that informative labels of 
this kind are pointless unless the 
consumer also has adequate in- 


formation about the characteristics 
of the fibers. The department's | 
booklet, “Clothing Fabrics—Facts | 
for Consumer Education,” contains | 
a glossary of fabrics commonly 
used in the markets, together with | 
information about appearance, 
construction, fiber source, chief 
qualities and customary uses. It 
stresses the fact that fiber quality 
is affected by kind and grade of 
fiber, construction, finish and dye- 
ing method. 

For example, good quality re- 
processed wool may sometimes be 
preferable to poor quality virgin 
wool; while stock-dyed or yard-| 
dyed fabrics are likely to be more 
colorfast than those pieces dyed 
after weaving. The booklet is free 
from Information Office, Depart- 
ment of Agriculture, Washington 
25, D.C. 


FCC Cross-Examination Was 

Too Stringent, Says Judge 

Free-wheeling cross examina- 
tion at Federal Communications 
Commission hearings came in for 
a blast by Federal Judge Alexan- 
der Holtzoff, who freed turnabout 
witness Marie Natvig of perjury 
charges which were lodged after 
she recanted testimony against tv 
operator Edward O. Lamb. The 
judge said a six-day-long cross 
examination which delved into) 
every detail of Mrs. Natvig’s life| 
would not have been permitted in 
federal courts. He was convinced 
she could not stand the strain. e 


Be Skeptical on 
Smoking-Cancer Tie, 
Tobacco Men Urge 


(Continued from Page 2) 
public,” he says, “we believe that 
scientists should be as cautious 
today in accepting a claim that a 
cause has been found for cancer 
as they have found it wise to be in 
the past in accepting a claim of a 
cure for cancer. 


“In the field of cardiovascular | 


disease,” he says, “the study group 
adopts a still uncrystalized atti- 
tude toward causation. With this 
attitude the scientific advisory 
board is in complete agreement.” 


® Pointing out that 


the study 


| group of the American Cancer So- | 


ciety has made “general recom- 
mendations for continued research 
into various aspects of smoking) 
and health,” Dr. Little notes that | 
“these are similar to thé three) 
broad areas of investigation de- | 
veloped and stated by the scien- | 
tific advisory board of the tobac- | 
co industry research committee | 
before the board began making 
grants-in-aid of specific projects | 
nearly three years ago.” 

These include “investigation of 


the physical and chemical compo- | 


sition of tobacco smoke; the ef- 
fects of various challenges on 
human and animal tissues, especi- 
| ally those of the lungs and cardio- 
vascular system; and smoking 
habits in relation to the emotional, 
psychological and physical make- 
up of smokers. 

“The scientific advisory board,” 
Dr. Little says, “intends to con- 
tinue expansion of its program of 


| making grants-in-aid to qualified 
|scientists who propose to explore 


those areas where the basic re-(Leonard Rattner Moves 
search problems appear most com-| Leonard Rattner Co., New York 
pelling and the prospect of results| agency, has moved to 15 W. 27th 
most promising.” e St. 


Ragman DAILY most everyone keeps up 


x The Family 
GREATER ge ners od 
METROPOLITAN VOICE 


More Music... 


More News... More Homes 


Infants and toddlers . . . schoolboys and girls . . . young 


parents and the older generation . . . all must be 


outfitted from head to toe . . . and the 307,858 families who 


read the Mirror-News fulfill these needs with an annual apparel 


budget of $91,677,998. These Mirror-News reader- 


families look to their afternoon daily newspaper for more than : 


news and relaxation. Indeed—they rely on their 


family-edited Mirror-News for dependable information 


on how and where to spend most of their money. Of 
their billion-and-a-half dollars annual income, they make over | 
260 million in automotive purchases . . . spend 447 million . 


in food stores . . . 46 million in drug stores. 


MIRROR-NEWS 


FIRST IN HOME-DELIVERED CIRCULATION © FIRST IN TOTAL ADVERTISING VOLUME IN THE LOS ANGELES AFTERNOON NEWSPAPER FIELD 


Virgil Pinkley, Editor and Publisher 


REPRESENTED NATIONALLY BY O'MARA AND ORMSBEE. 


Estimates of average family expenditures in the Los Angeles 
Metropolitan area (1955) adjusted on the Home Audit findings on 
| family income and family size for Mirror-News families. 


INC. NEW YORK, CHICAGO, DETROIT. SAN FRANCISCO 
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Advertising Age, May 6, 1957 


April Pages and Linage in Farm Publications 


Current and Year-to-Date Figures for U.S. and Canadian Publications Reporting to Advertising Age 


Commercial Dis- Commercial Dis- 
pay Excluding play Excluding 
Poultry, Classified Poultry, Classified 
and L % and Livestock, 
-~—Total Advertising, in Pages—, ———— Total Advertising, in Lines—————-._in Lines -—Total Advertising, in 6 gg Advertising, in Lines——————_in Lines 
Apr. Apr. Jan.-Apr. Jan.-Apr. Apr. Apr. Jan.-Apr. Jan.-Apr. Apr. Apr. Apr. Apr. Jan.-Apr. Jan.-Apr. Apr. -Apr. . Apr. Apr. Apr. 
1957 1956 1957 1957 1956 1957 1956 1957 1956 | 1957 1957 1957 1986 1957 1956 1957 1956 
ee 
Michigan Farmer .......... 64.6 71.7 245.8 272.8 49,609 55,093 188,751 209,534 43,741 49,311 
Farm Magazines a... 56.3 662 207.3 215.4 42801 50,317 157,568 163,740 40,323 47,146 
cusee'y Perm teeeeeeces 76.4 88.4 296.4 309.3 32,774 37,936 127,166 132,690 31,481 36,735 | wontana Farmer-Stockman 74.1 80.9 263.6 280.0 56,041 61,156 199,250 211,643 100,687 106,174 
arm Journa | Nebraska Farmer .........- 106.6 113.3 406.3 432.6 80,641 85,671 307,163 327,066 73,492 78,694 
Central Edition ........ 128.5 143.2 432.6 487.5 55,154 61,458 185,597 209,167 53,586 59,713 New England Homestead .... 44.7 47.1 150.0 173.2 31,294 32,934 105,021 121,208 22.996 25.325 
#Eastern Edition ........ 130.5 oy! = —s ey a a pe pee ayy DPA ca « 65853 82.2 92.6 300.9 332.9 63,117 71,155 231,070 255,669 57,259 64,181 
Southern Edition ...... 119.3 : . . . , . . y 352 | ia Farmer ........ . i . 74. 471 49,909 180, 10, 5,267 44,47. 
Western Edition ....... 133.7 143.5 4393 4975 57.372 61,601 188,469 213,463 55,804 59,856 | Pumsyiania Farmer ~ ae -— * P 
Average 4 Editions ...... 128.0 140.4 424.3 482.5 54,940 60,242 182,062 207,024 213,486 233,989 Z#Illinois Edition ........ 112.7 124.6 434.1 467.7 82,081 90,712 316,118 340,598 72,415 79,785 
Farm & Ranch—Southern Agriculturist: #Indiana Edition ........ 111.4 120.5 420.4 449.6 81,081 87,710 306,112 327,404 71,415 76,783 
#Southeastern Edition 49.0 41.2 183.3 163.6 21,006 17,679 78,634 70,198 19,101 15,675 Average 2 Editions ...... 112.0 122.5 427.2 458.6 81,561 89,211 311,115 334,001 71,915 78,284 
#Southwestern Edition ... S14 46.3 197.7 177.4 22,053 19,847 84,825 76,088 19,327 16,793 | Rural New-Yorker ........ 28.3 44.3 124.0 167.7 22,121 34,746 97,263 131,543 18,312 30,672 
Average 2 Editions ...... 49.9 43.2 188.9 169.0 21,415 18,524 81,049 72,495 19,190 16,111 | Wajlaces’ Farmer & lowa 
Progressive Farmer: Homestead ............ 113.5 131.0 440.5 490.5 88,999 102,709 345,385 384,566 84,037 96,111 
S< ay oy RE ae 4 pene = pe! aa = bys ye) =e Wisconsin Agriculturist & Farmer 82.4 as aT] 370.9 64,634 76,407 250,733 291,709 63,186 74,756 
y.-Tenn.-W.Va. ition 5 le 4 a * 5 . . s 
ZMiss.-La.-Ark. Edition .. 123.0 121.3 41S 409.8 83,654 82,502 279,845 278,653 81.342 79,208 | _ Total Group --. TITAS T2678 TILT LESTE BSS ESA 965,535 5.21576 SSTLESS 825.560 927,655 
#6a.-A‘a.-Fla. Edition 130.8 1293 441.2 441.3 88,960 87,906 300,049 300,109  %6,112 984,398 | Not included in 
HTexas Edition ......... 127.7 125.7 424.6 416.9 86,829 85,444 288,723 283,502 83,515 81,692 “ . 
Average 5 Editions ...... 126.5 =e 426.4 424.6 85,029 84,730 289,981 288,739 83,303 81,355 Magazine Linage Trend Figures in Thousands 
Successful Farming ........ 122.9 412.7 438.7 55,292 58,296 185,696 197,414 55,292 58, 
OS ee 503.7 ay (748.7 1,824.1 250,450 259,728 865,954 898,362 402,752 426.486 
# Not included in totals. MAGAZINES ] MONTHLIES 
Monthlies = pan 
Aaricltorat Lenders’ Digest. 15.7 188 539 708 6750 8.064 23,324 30,420 —— apr.| 250 | apr.(603 | 
American Fruit Grower ..... 35.9 40.6 149.4 154.6 15,49 ; 5 : 093 17,287 
American Poultry Journal: MAR./ 242 | MAR. 1697 j 
H#Eastern Edition ....... 35.0 369 1523 176.6 15,028 15,852 65,436 75,775 12,599 12,467 
HMidwest Edition ....... 35.2 33.5 150.8 158.0 15,100 14,374 64,652 67,779 13,099 12,298 1956 1956 
Pacific Edition ........ 345 309 1465 151.4 14.826 13,273 62,853 65,010 12,099 10,105  «~- xara 
HSoutheastern Edition 348 385 150.3 166.8 14943 16,518 64,486 71,590 12,592 13,754 
Southwestern Edition 342— 1444 — 14,660 61,959 12,595 oe ame 
Average 5 Editions in "57, 
4 Editions in "56 ...... 34.7 35.0 148.9 163.2 14911 15,004 63,878 70,013 12,669 12,156 SEMI-MONTHLIES WEEKLIES CANADIAN 
American Vegetable Grower .. 39.6 27.2 134.9 108.9 17,112 11,771 58,294 47,046 16,927 11,771 : sony 
Arkansas Farmer .......... 20.1 326 80.5 110.6 15,247 24,661 60,900 83,660 14,671 23,494 937 
Better Farming Methods... S13 483 149.7 167.9 22,008 20,703 64,228 72,082 22,004 20.703 || APR[B54 _—| apa[339 | 
Breeder-Stockman ......... 64.1 817 283.7 315.7 26,978 34,342 119,336 132,746 1,652 1,624 
Breeder's Gazette .......... 21.0 23.2 744 89.5 9,479 10,423 33,486 40,281 7,770 8,619 
Broiler Growing ........... 33.3 439 167.9 175.2 14,284 18,837 72,043 75,146 10,218 14,105 MAR.|1,086 mar.(2 26] 
California Citrograph ...... 24.5 210 97.1 94.0 15,904 14,196 64,428 63,610 15,666 13,888 956 
The Cattleman ............ 7l.l 79.8 347.5 38.7 29,883 33,516 145,947 161,827 14,204 16,100 APR 
Coastal Cattleman .......... 10.7 122 725 741 4,500 5,133 30,433. 26,054 4,500 5,133 ° 
Cooperative Digest ......... 8.7 7.0 28.0 23.5 3,654 2,940 11,760 9,330 3,654 2,940 
County Agent & Vo-Ag Teacher 44.7 40.8 138.8 138.8 19,181 17,501 59,504 59,535 19,181 17,501 
Electricity on the Farm .... 125 10.2 429 38.0 4,464 3,660 15,372 13,732 4,464 3,660 
Farm Management ......... 22.7 253 94.0 1046 9,730 10,846 40,239 44,865 9,730 10,846 | Bi-Weeklies 
Farmer-Stockman: California Farmer: 
#Oklahoma Edition 45.2 59.7 187.0 219.0 19,388 25,648 80,251 93,952 19,388 25,648 Northern Edition ...... 75.5 72.9 253.4 260.9 57,093 54,105 191,615 196,266 55,296 52,084 
#Texas Edition ........ 443 56.1 180.6 212.4 19,013 24,941 77,483 91,145 19,013 24,941 #Southern Edition ...... 69.1 66.2 240.5 254.6 52,295 51,049 181,876 193,551 50,498 49,114 
Average 2 Editions 44.7 58.9 183.8 215.7 19,200 25,294 78,867 92,548 19,200 25,294 Average 2 Editions ...... 72.3 69.5 246.9 257.8 54,694 52,577 186,746 194,909 52,897 50,599 
Florida Lattionae wees 63.0 59.7 281.3 297.6 26,477 25,092 118,165 125,052 26,477 25,092 | Dairymen's League News .... 15.9 16.2 625 65.8 11,610 11,837 45,552 47,947 10,657 11,099 
jorida Grower & Rancher ... 28.8 31.9 121.3 140.0 19,623 21,702 88,272 95,289 18,634 t => 36 BIO 
Georgia Farmer ..........- 15.2 20.2 643 881 11529 15,253 48,630 66,574 11,403 15,015 oa aon GET : us? BI 7 THT IS GH AM BIR MB GE Ae 
Kentucky Farmer .......... 26.3 33.3 105.7 117.9 20,616 26,125 82,916 92,512 19,094 24,641 
Michigan Farm News 26 29 94 £88 6000 6,558 21,560 20,126 6,000 6,558 
Mississippi Farmer ........ 149 239 604 84.0 11180 18,066 45,561 63522 10,958 17.520 | Weeklies 
Missouri Farmer .......... 17.4 173 446 60.4 11,965 11,903 30,675 41,537 11,163 9,967 | Iowa Farm Bureau Spokesman 53.4 50.3 214.4 205.9 54,102 51,010 217,391 207,661 48,950 43,224 
National 4-H News ........ 27.7 256 846 91.7 11,636 10,771 35,520 37,672 11,636 10,771 | §The. Poultryman: 
National Live Stock Producer 129 15.9 63.6 77.3 9,398 11,608 46,296 56,295 8,803 10,759 National Edition ........ 17.4 144 84.7 726 18,935 15,616 91,854 78,721 15,427 11,943 
Nation's Agriculture ........ 12.2 9.7 363 38.6 5,523 4,346 16,325 17,351 5,523 4,346 Dixie Edition ........... 16.2— 886 —— 19,775 96,226 12,222 
New Jersey Farm & Garden .. 63.7 66.8 237.2 235.5 28,659 30,061 106,776 205,967 24,986 26,262 New Jersey Edition ...... 28.9 41.3 1539 170.2 31,413 44,556 167,053 184,660 21,762 32,899 
Ohio Farm Bureau News .... 15.3 15.0 529 43.2 6911 6,752 23,824 19,446 22,770 18,006 New England Edition .... 22.7 20.5 104.5 97.3 24,632 22,203 113,432 105,629 14.858 13,927 
Poultry Tribune: Weekly Star Fariwer: 
#Eastern Edition ........ 42.7 499 192.4 220.5 18,317 21,425 82,530 94,608 15,023 17,021 #Kansas Edition ........ 188 24.4 63.2 85.8 46,441 60,191 155,736 211,180 33,122 48,012 
Midwest Edition 42.5 446 183.7 192.0 18,236 19,135 78,820 82,361 15,463 16,458 Missouri Edition ...... 20.0 241 69.0 85.5 48,859 59,606 169,688 210,848 36,370 47,933 
Pacific Edition ...... 47.2 52.4 202.2 218.7 20,263 22,476 86,756 93,837 15,465 17,137 #Okla.-Ark. Edition 18.0 22.0 59.3 79.5 43,914 54,216 146,273 195,965 32,486 43,785 
H#Southeast Edition 47.8 499 207.1 213.0 20,517 21,409 88,860 91,362 16,825 17,279 Average 3 Editions ...... 18.9 235 63.8 84.0 46,404 58,004 157,232 205,997 33,992 46,577 
$eSeutinest Eéition as — 1895 —— 19,198 81,290 15,558 Western Livestock Reporter .. 26.4 26.4 115.2 110.4 2,541 2,558 115,066 117,250 6.496 8,246 
marege © (or ©) Editions : 2 195.0 2111 19,306 21,111 83,651 90,542 15,667 16,974 Total Group ............ 132.5 1261 610.7 $34.5 243,700 142,937 741,621 692,257 104757 113,592 
Southern Livestock Journal .. 74.1 65.0 323.4 317.2 31,094 27,300 136,049 133,728 4,536 3,528 | § April 1957 and Jan.-April 1957 pages and linage are estimated. 3 Not included in totals. 
Southern Planter ...... 31.0 33.0 127.0 163.0 21,585 23,566 88,744 113,847 21,585 23,566 
Tennessee Farmer & Homemaker 18.9 214 744 81.7 14,723 16,779 58.219 64,130 13,465 16,043 
Turkey World ..... 45.1 409 251.2 2327 19,368 17,558 107,779 99.825 12,047 11,975 | Dailies 
Western Dairy Journal . 39.3 48.8 157.3 170.1 16,842 20,944 67,480 72,954 9,878 14,252 | Chicago Daily Drovers 
Western Fruit Grower ...... 45.1 37.3 148.2 1381 1355 1135 4,456 4,147 18,921 15,645 | Journal ................ 35.8 33.3 152.0 139.3 76,277 66,674 323,434 296,495 44,146 32,969 
Western Livestock Journal: KC Daily Drovers 
Mts. & Plains Edition .... 37.6 66.0 1725 252.5 16,137 27,727 74,006 106,066 8,829 7,613 NE te os ac es'es 33.0 29.4 146.9 140.2 70,212 62,611 312,590 298,394 46,718 37,704 
Pacific Slope Edition 70.2 96.4 384.0 454.5 30,107 41,356 164,728 194,971 14,482 16,718 | Omaha Daily Journal- 
Wyoming Stockman-Farmer 44.3 42.0 166.2 148.0 33,558 32,382 118,114 112,518 29,172 26,855 SUNN 2s. vcdeccuues 33.4 33.1 166.6 159.7 71,207 72.268 354,662 339,812 46,522 46,451 
a .. 1,261.2 1.3698 4.943. 7] F St. Lowis Daily Livestock 
Wot inchaded in tota's. } Florida Grower @ Rancher commerciel Gieplay lias ior Apri 1956 wat anaitable.” | Reporter... ee, 23.2 20.4 105.6 103.1 49,482 43,452 229,906 219,322 33,487 29.488 
WO I inn csnksenvce JTs4 (242 S7LT 5423 267.138 245,005 1,220,5921,154.023 170873 146612 
Newspaper Monthly Farm Sections 
Iowa Farm & Home Register. 29.4 28.9 845 95.9 30,055 29,509 86,218 97,918 29,372 28,931 | Quarterlies 
Rural Gravure ............. 16.0 20.0 289 42.4 8540 13,538 28,891 42,500 Farm Quarterly ............ =m =«——- @23 lam a OO BE 666 6S 
tTexas Ranch & Farm ...... 112 124 806 98.1 11,186 12,698 80,556 100,100 10,542 11,900 
6 a 56.6 613 1940 2364 9,781 55,745 195605 240518 39914 40831 | Canadian 
t Changed from 1,020-line page to 1,000-line page in January 1957. Le Bulletin des 
Agriculteurs ............ 74.1 71.4 252.3 245.4 51,909 50,049 176,698 171,815 51,518 49,799 
Semi-Monthlies Country Guide ............ 47.8 50.4 167.7 164.6 34,448 36,257 120,837 118,541 34,448 36,257 
American Agriculturist ...... 343 43.2 138.8 1608 24,958 31,483 101,064 117,170 21.933 28,070 tFamily Herald & Weekly Star 84.8 98.0 315.0 367.1 82,747 98.021 307.219 367,101 61,283 69,251 
Colorado Rancher & Farmer. 41.3 46.6 156.0 177.5 31,226 35,263 118,252 134,370 29,483 33,394 | Farmers Magazine. --.. 340 B43 165 MS EAN GI MI MA 
r r » 
ay ious in cdcatsk. aad "7 mas pry ayy pay ban panda by pany dian Countryman ........ 58.4 59.3 192.4 209.3 40,884 41,477 134,679 146,501 34,106 34,325 
Hoard’s Dairyman reer 69.1 66.3 252.8 257.1 50,303 48,271 184,005 187,187 44,619 42.651 Free Press Prairie Farmer .. 108.9 112.3 402.7 410.3 114,323 117,908 422.867 430,832 66,077 71,705 
Indiana Farmer's Guide 26.5 30.5 102.4 117.8 20,782 23,928 80,156 92,361 16,543 19,179 Total Group .......... WOO 729814954 1523.0 F538.897 360,.1861,207.4731,288.972 761899 277,738 
Kansas Farmer ............ 54.5 686 193.0 239.9 41,436 52,136 146,724 182,348 39,706 48.849 | + Changed from 1,000-line page to 975-line page in October 1956. 2 Not included in totals 
Cherry Heering Ad Budget Current plans for U.S. advertis-, rise of his Southern California; payroll of the advertising busi- , the agency received for each $1 in- 


Hike Follows Sales Increase 
Increased sales of Cherry Heer- 
ing liqueur will be reflected in a 
48% hike in advertising expendi- 
tures during fiscal 1957-58, Peter 
Heering, president of Peter F. 
Heering Co., Copenhagen, Den- 
mark, has announced. Mr. Heer- | 
ing, now in the VU. S. con-| 
ferring with officials of Schenley | 


Import Co., U. S. distributor of the | 


brand, said that worldwide sales of 
the liqueur were up about 20% in 
1956. The U. S., Canada, Great 
Britain and Denmark are the four 
top markets for the brand. 


| 


| flannel suit is witnessing the rapid 


ing call for color ads in nine na- 
tional magazines and b&w ads in 
newspapers in New York, Detroit, 
Cleveland, Philadelphia, Seattle, 
Omaha, Los Angeles and San 
Francisco. Magazines to be used 
include Cue, Esquire, Gourmet, 
Holiday, House Beautiful, News- 
| week, Time, The New Yorker and | 
Social Spectator. Kleppner Co. is 
the agency. 


C of C Study Finds Madison 
Ave. of West Now in L.A. 


Madison Ave.’s man in the grey 


counterpart, according to a study 
just completed by the Los Angeles 
Chamber of Commerce, which 
shows that Los Angeles is now the 
advertising center of the West. The 
study is based on an analysis by 
the chamber’s research department 
of the 1954 Census of Business. 

It shows that Los Angeles 
moved ahead of San Francisco in 
advertising agency receipts by 
more than $12,500,000. The report 
puts Los Angeles employment in 
the advertising business at 1,718, 
which ranks it fourth, behind New 


| York, Chicago and Detroit. Annual 


ness in Los Angeles was $10,122,- 
000, which is more than half of the 
California ad payroll total of $18,- 
470,000. 


James Thomas Chirurg Co. 
Issues 1956 Annual Report 


James Thomas Chirurg Co., New 


vested by clients, 9.8¢ went for sal- 
aries, 3.1¢ for supplies, rent, etc., 
1.1¢ for federal and state taxes, 
leaving 1¢ in profits, the report 
said. 


Form Weekly Ad Group 
Greater Brooklyn Weekly News- 


York and Boston, has issued its | paper Associates, 50 Flatbush Ave., 


1956 annual report to stockholders, 


| Brooklyn, N.Y., has been formed 


which lists total assets for 1956|by nine newspapers with a com- 


of $759,961. 


amounted to $702,168, and total 


Total current assets bined circulation of more than 


100,000. The publishers “have de- 


current liabilities were reported as|cided on a low line combination 


$292,190. 


Of the 15¢ in commissions that|dled by Associates. 


rate,” with insertion orders han- 
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The Bulletin in Philadeiphia 


with the two jongest lines of 
newspaper presses in the world 


offers R.0.P. spot and full COLOR 


providing advertisers the key to increased 
sales in the Greater Philadelphia market 


seven days a week 


evening and Sunday 


The great pulling power of Philadelphia’s home newspaper—The 


Evening and Sunday Bulletin—is even greater with the addition of 


R.O.P. spot and full COLOR—seven days a week. Here is the com- 


bination for increased sales in the giant 14-county Greater Philadel- * : = In Philadelphia ear 
phia market. * 21d ae ieee oniia si 
nearly everybody — 


ee 


Home is where buying begins. The Bulletin goes home. . . delivers 
more copies to more families every seven days in Greater Philadelphia 


than any other newspaper. Philadelphians like The Bulletin. They 4 : rea ds The Bulletin 


buy it, read it, trust it and respond to the advertising in it. 


Advertising Offices: Philadelphia, 30th and Market Sts. * New York, 342 Madison Ave. 
Chicago, 520 N. Michigan Ave. Representatives: Sawyer Ferguson Walker Company 
in Detroit * Atlanta * Los Angeles + San Francisco * Seattle 
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Paris & Peart Names Three 


ert, formerly a partner in Frank) been named a marketing account|cy, Ridgewood, N. J., has joined 
Baumert Co., an account execu-| executive assigned to Remington | J. M. Hickerson Inc., New York, as 
an account executive. 


tive; Andrew T. Halmay, pre-| Rand service. 


viously with Benton & Bowles, as- 

Paris & Peart, New York, has/|sociate copy director, and Joseph 
added three men to its executive | Pendergast, recently a vp of John 
staff. They are William A. Baum-|T. Fosdick Associates, who has rector of Conti Advertising Agen- 


Hoebee Joins Hickerson 
Robert W. Hoebee, formerly ac- 
count executive and research di- 


WHO IS THE 
INFLUENTIAL? 


Advertising Age, May 6, 1957 


Along the Media Path 


| The Sacramento Bee is celebrat- | 
ing its first 100th anniversary with 
the publication of a centennial al- 
bum starting Feb. 4 as part of its | 
regular editions. It will consist of | 
nine separate sections, one pub- | 
lished each month. Each section is | 
devoted to a particular phase in the | 
historical development of the Sac- 
ramento area. The complete album 
will contain more than 300 pages. 


e The American Home is mailing | 
a promotion piece which doesn’t) 
promote itself, but speaks for the 
| magazine industry as a whole. With 
the message, “Magazines are bas- 
‘ic,’ the miniature 2%x3%” four- 
| page folder points out that maga- 
| zines give national coverage, last- 
ing messages, and an opportunity 
to tell the full story in the ads. 


} 
_e The Independent, St. Petersburg, 


Cae 


FAST! § 


KLEEN-STIK displays go up fost and easy. 
No glue, water, tape — just pee! backing 
paper and press onto smooth, dry surface. 


~q 


, Is Your POP-forthe birds? 


(a 


Let KLEEN-STIK’ 


feather your sales nest with 
high-flying, high-selling displays! 


Sing your selling song with moistureless, self-sticking 
KLEEN-STIK—and watch sales wing your way. You'll see why 
KLEEN-STIK P.O.P. displays will sell your product better! 


So neat... so convenient .. . they're preferred by dealers and 
salesmen—win more and better locations . . . attract more 


attention to sell more goods. 


LONG-LASTING! 


KLEEN-STIK won't curl or “pop off’ — 
sticks tight, stays put until purposely re- 
moved. 


COLORFUL! 


Print by any co ake 
any number of colors. For extra eye impact, 
there are Fivorescent and Metallic 
KLEEN-STIK stocks. 


«i. 4 Ss d. in 
Acetate 


ANY SIZE! 


From mammoth to midget size, KLEEN- 
STIK mokes any advertising piece a com- 
plete self-contained display. 


ony climatic di 


ond ma — 
RESISTS MOISTURE! 
KLEEN-STIK is designed to stick in most 


gordless of temperature or h dity. 


WE DO NO PRINTING—but versatile KLEEN-STIK is available in a number 
of dramatic forms through your regular printer, lithographer, or screen printer. 


SOLID KLEEN-STIK 
ADHESIVE 


MLEEN-STEIK Products, inc. 


7300 WEST WILSON AVENUE 


STRIPS & SPOTS 


Pioneers in Pressure-Sensitives for Advertising and Labeling 


| | 
a x SE/p 
| TY | 
| feSZ/ls | 
i i 
t i 
1 FACE-STIK | 
1 1 


CHICAGO 31, MLLINOIS 


lp 
¢ - > ‘ 


3  NESCO RS 


PRODUCT & 
PACKAGE LABELS 


To receive outstanding samples of successful 


KLEEN-STIK displays, join our free ‘“‘Idea-of-the- 


Month” Club — write on your letterhead today! 


Fla., is now using 5% point Tel- 
etype Corona on its classified 
pages. 


e The Detroit News has installed 
three more Linotypes. They are a 
Linotype Comet and two Model 29 
Mixer Linotypes. 


e Flow is inviting manufacturers 
who visit the seventh National Ma- 
terials Handling Exposition to use 


|its booth for private conversations 


with distributors or potential cus- 
tomers. 


e The News, Hutchinson, Kan., has 
moved into its new $1,000,000 
plant. 


e McCall’s has launched the first 
issue of its bi-monthly newspaper 
for supermarket executives, “Mc- 
Call’s Health & Beauty Aider.” It 
will carry material designed to help 
in merchandising health and beau- 
ty aids in food stores. 


e WGN, Chicago radio station, has 
purchased a new 50,000-watt 
transmitter site in Roselle, Ill. 


|e WBBM, Chicago, has won the 


National Headliner Club’s award 
for “consistently outstanding news 
reporting by a radio station.” 


e A new promotion that urges con- 
sumers to look for the “featured 
buy” seal of KOMO-TYV, Seattle, at 
retail stores has been launched by 
the station. Norge appliances, Toro 
power mowers and Kaiser alumi- 
num foil are the first three adver- 
tisers to use the seals. Round red, 
white and blue gummed seals for 
display at retail are used by these 
advertisers to back up their 
KOMO-TV advertising schedules. 
The station, in turn, urges custom- 
ers to look for the “featured buy” 
seals. 


e For the first time in its history, 
Footwear News will publish a spe- 
cial color section of approximately 


| 16 pages in the July 26 issue of the 
|newspaper. The color section will 


be letterpress printed on glossy 
stock and will be available for both 
editorial and advertising. The same 
issue will contain the paper’s regu- 
lar newsprint section. 


e The News & Courier and the 
Evening Post, Charleston, S.C., 
have donated $1,000 to the Historic 
Charleston Foundation. 


e On Oct. 7, El Centro-Americano, 
Leon, Nicaragua, will celebrate its 
40th anniversary of uninterrupted 
publication. A greatly enlarged 
edition of the newspaper will be 
published on that day. 

° Parents’ Magazine’s 1957 Fall 
|Fashion Clinic & Exhibit will be 
held at the Hotel Statler in New 
| York on Thursday, June 6. As part 
of Parents’ Magazine’s year-round 
service to the children’s wear in- 
dustry, this special event is open 
to retail executives, resident buy- 
ers, textile firms and advertising 
agencies servicing fashion accounts. 
Admission to the clinic will be free, 
but by invitation and ticket only. 
_e Department of New Laurels: 

| Ladies’ Home Journal reports its 
biggest gain in linage and revenue 
in the past 10 years. The June is- 
sue closed with a 24.6% gain in ad 
|linage and 40.4% gain in revenue 
|over June, 1956. For the first six 
|months of 1957, the Journal aver- 
|}aged a gain of 8.5% in linage and 
17.5% in ad revenue over the same 
period last year. 

| The May, 1957, issue of McCall’s 
—with 403 columns of advertising 
jand a revenue of $2,092,000 (pub- 
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Advertising Age, May 6, 1957 


lisher’s estimate)—sets the alltime 
high for any May in the magazine's 
87-year history. 

Advertising space in the May is- 
sue of American Girl is 12.4% 
higher than in the May, 1956, 
issue. Space for the year to date 
has increased 20.9% over the same 
five-month period last year. 

Coronet closed the first six 
months of 1957 with a 49.7% gain 
in advertising over the same period 
last year. In pages, Coronet car- 
ried 238 pages this year, and pres- 
ent indications are that the adver- 
tising pace of the first six months 
will be maintained for the full year 
of 1957. 

Parents’ Magazine reports a 
23.7% gain in advertising revenue 
for the June issue, over 1956, the 
highest ever recorded for a June 
issue. This follows an alltime rev- 
enue high for the May issue. 

The first five months of 1957 
have broken all records for Parade 
in advertising linage and advertis- 
ing revenue for that period. 

Your New Baby reports a 16.1% 
gain in number of pages of adver- 
tising, and a 30.9% gain in adver- 
tising revenue for the June issue, 
over 1956. 

April, 1957, will be the biggest 
advertising month in Newsweek 
history, with a total of $2,418,000 
gross advertising volume. The pre- 
vious high of $2,072,000 was set 
in April, 1956. ae 


Gilbert in Jangle over 
“Muskrat Ramble’ as Jingle 


Roy Gilbert, who has written 
such hits as “You Belong to My 
Heart” and “Zip-a-de-doo-dah,” 
the 1948 Academy Award winner, 
has filed a complaint in Los An- 
geles superior court protesting an 
advertising jingle. His complaint 
charges the jazz number, “Muskrat 
Ramble,” for which he wrote lyrics 
to Edward Ory’s music, was turned 
into a television and radio adver- 
tising jingle without his consent. 

His complaint was _ directed 
against Hills Bros. Coffee Inc., 
N. W. Ayer & Son, George Simon 
Inc., music publisher, and others. 
He alleges that he has been “irrep- 
arably and irrevocably harmed,” 
his “future performance revenues 
impaired” and that the jingle in- 
jured his reputation as a song 
writer by “reducing him in the 
eyes of the music profession and 
the public to the level of a jingle 
writer.” Mr. Gilbert is seeking 
two $100,000 compensatory judg- 
ments, a $100,000 punitive judg- 
ment and an injunction against 
further use of the jingle, which he 
said is used to advertise an instant 
coffee. 


SMOKE SIGNALS from 


/'5,119* VEN 
‘ Oshkosh 
Women 


(14 years or over) 
Are Employed & 
*Department of 
omens — Bureau 
of Census y) 

LA Z 


yy) 
tS 


hese Working Women Cannot™ 
Be Reached By Daytime TV 
Sell Them Through The 


WISCONSIN 


4 


All “9D 


DAILY 
NORTHWESTERN 
Represented by ~ 


Johnson, Kent, Gavin & Sinding, Inc. 


signed as art director of House 
Beautiful, a position he has held 
for the past six years. He will be 
succeeded by Warren Stokes, for- 
merly with Woman’s Home Com- 
panion. Mr. Hainline plans to 
free-lance. 


City Auto Stamping Changes 
Name to Globe-Wernicke 


City Auto Stamping Co., Toledo, 
parent company of Globe-Wer- 
nicke Co., Cincinnati, has changed 
its name to Globe-Wernicke Indus- 
tries. Globe-Wernicke will contin- 


American Dairy Buys ‘Como’ 


starting in the fall. 


The American Dairy Assn., Chi- 
cago, has signed to sponsor one-| Middleton & Neal 
third of the “Perry Como Show” Greensboro, N.C., as an account 
on NBC-TV on alternate weeks, | executive. He was formerly with 
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Pinnix to Hege, Middleton 
Jim G. Pinnix has joined Hege, 
Advertising, 


|J. C. Penney Co., Winston-Salem. 


ue as a subsidiary of Globe Wer- 
nicke Industries, and City Auto 
Stamping Co. will operate as a 


Purolater Names Puth A.M. 
John W. Puth has been appointed 
advertising manager of Purolater | § 


Imprinting—our specialty! 


ivisi a ’ “ © Booklet 
sage of Globe-Wernicke Indus Products, Rahway, N. J., maker of | 7 = Me — 
_— automotive and industrial filters.|f] Sersen’s Mail le for Quotation or Phone us te Call 
Mr. Puth joind the company in| x8 CHesapeake 3-2050 
Stokes Succeeds Hainline April, 1955, as assistant merchan- | IMPRINTING, inc. 120 ee ate st. CHICAGO 7 


Wallace F. Hainline has re-j|dising manager. 


Which Ad Has Advantage? 


RUN DOWN? 
Don’t Be! 


Take Flippo, the tasty 
tonic, three times per 
day, seven days per week. 
Every vitamin in the 
alphabet. A flavor you 
can't forget. You'll Flip for 
Flippo. ‘Get a case today. 


RUN DOWN? 
DON'T BE! 


Take Flippo, the tasty tonic, three 
times per day, seven days per week. 
Every vitamin in the alphabet. A 
flavor you can't forget. You'll Flip 
for Flippo. Get a case today. 


A. the “‘sémple”’ above proves, there are two 
important ways to set any advertisement—with or 
without Typographic Muscle. Our ATA Members 
much prefer the former. They know this kind of type- 
setting makes ads more quickly spotted, more easily 
read, more frequently acted upon. It costs no more to 


set it stronger. ATA Members are listed on this page. 


It Pays to Set Type Right 


Advertising Typographers Association 
of America, Inc. 


Executive Office: 461 Eighth Avenue, New York City 1. Glenn C. Compton, Executive Secretary 


Advertising Typographers 
Association 
of America, Inc. 


AKRON, 
The hs Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 
BALTIMORE, MD. 

The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 

Te og Composition Co. 
. McMennamin 


SUPFALO, N.Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner- Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 
Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 


DAYTON, O. 
Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc 


KALAMAZOO, MICH. 
Claire J. Mahoney 


LOS ANGELES, CAL. 
Adtype Service Company 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOLIS, MINN. 
Duragraph, Inc. 


NEW YORK, N. Y. 

Ad Service Company 

Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 

Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Syroemenic Service Corp. 
Linocraft Typographers, Inc. 
Master Typo Company 

Chris. F. Olsen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, me. 

Royal Typographers, I 

Frederick W. Schmide, Tc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 

The Typographic Service Co. 
Vanderbilt- menses Typography, Inc. 
Kurt H. Volk, Inc. 


NEWARK, N. J. 


Barton Press 
William Patrick Co., Inc. 


PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey Typographer 


ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

Frank McCaffrey's 
TORONTO, CANADA 
Cooper & Beatty Limited 


ee y ee i“ Ms, go ee Ries. ee ee ee ap eae ee tr ee ee D iectaee. eae ae Hhigep: pate 2 sciaesnlne BP a ham a eee caries ee 
Be cg, a ee aaa: ae” er ; ee Wet ee ree cee Me, She cs Ree: eee ome Bee am ase Oe eee oe 2 ie nay aes ene Pa ee er bet 
; qr aes = pg a ns ira Pet a ae aie a eigen oo =: SOS" "Sena eee eT = $s : Pee oe , 7 ie nae ee 3a eer 
: 4 ‘ a eee cies. Feet é ; j = ae pai ae tots aes Se aa ind earl aes ses 7 Sc 
ee a eee ee ee ee ei ee eee 
: j : a an 
es 
ee = a 
: a ee . 2 ee ee a ————eEE—EET i 
{ a 
| ag 
| eee 
i re al 
| a 
sy 
Ee 
amy 
pik 
ie 
re. 
ete 
| x, a 
‘aie 
ee i 
Po - 
| ; 2 
. Stet 
| y 3. 
| | 
| ot | 
et 
fe? 
} ore 
i ae 
{ BS. 
| " 
| 
a ia 
ath 
cia 
; a = 
| - 6 
eee aaa aaa ea ec esac esac sac saa eas sa aa saa saa sa sa saa sa sea sa sma asm a =a sss as scene ns) C0860GKr ‘ wal 
aa 
| i: 
Po i 
. ike 
{ ait 
| * ee 
oe 
| 
\ ame 
de 
: 
= Ni 
rai 
a 
she 
/ | gis 
epe 
J a 7 Beat 
; “4 . eet 
¥ ays 
j Te 
© Tr, oe 
os a 
' > ie) ee 
¢ ON =A! ‘ te 
SI ‘ aT 
cs : 
MTR 
: ee 
errr te 
a 
— 
: e 
i = 
oc 
xe 
hy eee aaa a eo ae sha Sif, he ‘ Ct adn =e i ot 2 : Bi Ph ce —— pia ean coueeiit ae : : i : ‘ a ania ns 
sh Sener eae sab he a i — i ear eet eee mt ¢ ta, cK Weed eae os ao bie’ Erma, Nua ee a es ay or Sel i ote hs a 
Se gad Ge eee bee rt, ee tone SES vis she od eee Ce ho ea ie eee cae SO. ean ger, ama © a ae" rs SE yi Pas ee We ated t. ee: Se eet ae ae ae ileal 
ge So) Wie ey Maas eur Me! -Sagaenne” uel” alee iy Ae 5 Ma Price ere, Go Ree NE ee ee ee See Bees neers. el. te eee ne eee See Se ae me ee ee 
Mpa gag eel et eee ee ae eee. ae es Ne Nee, ic ie oh Hr SE hc Ae ci Es ee ae ames bt a a Sat oe = Sn eae tet oh +7 ee — ie te a ae at , ee c. ; ae ete ae Pir ge gh ane 
ge iat hal peas te ss a ae oe : ete aay aa ce ete = <A. re ie oe ae ce ag pie ee che rakes ac | Seer oer . ce eee ea eae a = Be oe sey ake 


Reprinted from The New Yorker, courtesy Aluminum Company of America and their agency: Ketchum, MacLeod & Grove, Inc. 


Gu = AIR go 9 SN eS A ler aan a a Aa et: ee eT ee he Me ee ik Need er . aa | gs - ee tel Ss 7 7 Yoo eae ae ng ~~, | a ioe 
ee, ee re Oe ee ee a ee ee a ee | eS ie mei ce ee ae eg ee 
So ee hy Se oe ee ee Rte ec RR ae ait eS IS ae on eet, iene ok Sai oS see ee eee: oe er Me ve el oe 
eee, Se ee . Cee ek a ae, ae ee ee ee ee a ae ee oe ee ee ee 
ig es Pee eh Re EE Cerne ie Ae a eo nes: me aii” <5 te i ak ee oe es, i eos ps eee ea rr See TNS Cregg he ge S| eam ee tole ee 
ts Tee ee ae ee ; ies La ae ee Pees A es i ae oe ee - 1 Ba ee ee ee ie ee be 9 ee i Setaaer caer Lem ae neds . 5 eg eee se oe — ie yeaah 
f , a 
Age 
bia 5 nee 
e 
: . 
i 
ae 
ote te fi 
ae 
oe a ie 
ed eae! | ae = a Seek 7 Se ee ee : a ‘ i. ey aa Meee Mies i ee tea i Dt a MR come ies ae es - : 
ee oe ie ss ae a ae es aE MR Me oat + ie ae, Pe er aa ee 2 
as aie bes ae <3 ee PW a! ae ae me ie : PY te ec gs Lee eee ee ee igre ee ee eae ae ee eRe ce ee A ee i 
st i i ee Bia : E ae ae eye ae? aoe Be se NS gst 3) pet ge i aR ae eco akan mene ie : WE A ee Ls be 8 Sa te A ax le IRL eS ee ee i, 
5 ral oe adie eee : iF oe as = ae : Le yaoi i ar a NS Bae ee 2 a % Site pS aa ts tee | ee se a ape ee) ; va 
5 : z é | era: St Lary ois a Ae ee pees eee Se he a pa a Beige a 7) a: ane a 
ay eee Sai oe a ie ee ee = cua pi ae ha tg ai St et a ee oe ee Ne ee ee, oe aa 
Sele Oe A ea, See wae ee ee ee, ee ey ee a 
Fate oi) aes iy i ealiew ee Se Mile ee ica Rete OS ee a aa ee ee ee so 5 lean ee a ee ee Soe age eee “h 
ra ee era Riga, rhe se : Pa aeigerse Sima a7 es eis ee oe RERe © AWE cena te = Re or ange ee ie Aa le RR a SMM) ea ey gr eye i Sa ae ea 7 
< oe ae eg Bey nto ee ee ie ai itech: a ee ae et et re ee ee ie me ce son uke eer ene ie, ees oD 2 ae i cs ee r eg LES pe a ‘4 
‘ee : Seg an ee he ee F ee Bees C.. < ieceeae OE hry ee pe re "3 a OD Aa ae hae ile aa ae Sr ot: , Same as ee NG ep fe ee ae Be es a ik es ee ae ee ee ie 
es ; : PEN ah es ae eae ea ag vo) oe i ec ng a een ve sy ay a ee ae: ees es oo ee rhs or a . 
ee 2 aan z Ce et ne 5 [erie = crm ee ge ee ee ee Re ORT ae SO ig ume RIE: Me, a ene ne ee ee & ae 
Boe eye > Sram Maite jc aes em es i mais pas. eee Noli og ieee Pe oe ee eee ae ae a eee ee ae, ee aa ese coy ae a 4 4 
i Ee aa s Lee i ee A ae 2 Cs eos EE FOC Oe om te: Serre: ee ee ee ee ee ee ce ee, ae a 
os a en ME a Be | aoe a Se cee concen g hy eh” ‘i Sete ee, dn ol aac” gee gta aR RRM rage ee 4 fia 
oo 4 : aa oc oC Sa ee oe Be Bebe Tae i eee PEE Sere Ae io as ea ae Sg, ie aes aes jms i ae ; 2 
Te Se i ae PRT E; ee Ly See gt eo Fe, ma ee tec ee a ee eg owes eRe 2S SSR Same SIO lee ge ee, ee ane % 
elie icc = ea, ee eines = eS are aie i oe eh a cae Ges i ee i See - eee . d GRA Nim ee ae, fae y 
ae A ee a ers oo i eee” eae ag: ne Pe a Oe ee a ae eee - ‘ mM : ory " . arg 
a ° oar ems mS J ~e Te aa ea ee Mp ae Pa i Re i eee em ee Bie fae fi oe "i F i on a 4 
ee a oe ae a inte ae et Stor ech ea a aoe eee pss be ees. = genie aa ? a7 : 
i ‘ i as ee ee cals E ee te - Rete ee an, Lae oe sat ols Ai i! ile eet ge oe a Ping. ? Pe. 4 
aes aes neg’ emi Ee Fae «sig ge “sa eee ae ee: A ria og as le a a i aes ee eet Sere ie, at ae ; os dts e a 
aT ee ee ee et ee ee ace . eke sR: 7 hee eee ee ee ae Brcewbs Sore me ST age ree ea 3 ee ee a 
rere Ri Ne, yy OE PT iy | Speen ieee vin cate Re Mf a ee oe mS mie 
sere Rael a i ee een eee oa Seg ee het Sie ees : ic ae pte ee ey ee care. ee ge ee ee 7" Se elie ee ee eee Re gs ee es i 
Lots ees wean eee ae Se a ee ae ey eae eel ee ee eee gE Re re eS ok Mee oo Bee) i ia eer ; 
SEE. Bas ES sp See a Os de og aaa ee ee met ere eee ty (i ek 5 ot ak SS ae gk Se eee poo ig, Se Bane ees Ane . 
—, Ceres Pianpae E Seiclemes Te oe ate Te Be Ee ey pes Teme ee ee ee me ae COS GS SS ola ai ele gS i i a 
i a ae ae pee ee ae i Be ee eee Ty Ree ST ee oe em =— Bie? gamer ae "4 
a GS Rie ae aie eRe EE ee eee 2a ee, eee ee en ee oe a ee BF Re Pe ae all ee peer ifr ace PA 4 
aS in eager aa eae ee a... — wri Be aia se RE ice ah Tee haere ame ee MM ee Be 
eet ee ee Le a 2 — Sess Yaa Orne oe eet i SE, ahs lee Rie een. ea me 
oe ER isc a a He 2 Ae a a ter eS Ce a oe ee ee ~~ e Bet yes "7 
eo. Be se cme ss ad = Se: i oS Pe es — ened ; 
ie og aie Seas eles ogee: eee, a. 4 Sema |S: Se eae ene ele ee Ee et i Sane 3 
re if es el eames 2. de, ee * I OES a nee ae - Siete is a eee oe o 
peers SSO i ae Te ae Aor - ae we ao aghgel egtiam a CR eo... SR ie ee Pee Ae See nt Bees "5: aa a SoS): 7 1 a co ea te a ee! fe ; iy 
eee: ee me eee. er Vi nani. 7 gomrnn ele ee TO a re eee | oes See Ce ee. ee elem at 
ad = Sei At ie NN Oa ES a ee Bt ages. at Sle MR ie a Ne ee Ge ee ie a re ee Se 5 
ee See cue es Re ae Sis aa : oe aes ee picid ak MG Rabe eee ts a le 
oo i ee aa ere Se! et carla soe: aie ahd peste ee Cae er ee : ee i Sei Te xe a ea Psa) ¥] 
fk : ee ee ae : as — age ok gases ‘anaes - aimee Drains Se ae ne Mer ees acre es 
oe ma. Oe ee oe gw rege ~ ate Se: es eae 
: ; SA een ee arti ce ge eee ie ae a th enc. fo a Sipe arcane roa = ; 
ars igo mages ae ere Etre he Hepa Ae tre eee re Re Re ight cane aie eg Mace. eae 4 " = 
Paes Ss poe , a ae a a : c Pe a . eee ee ake des” =" ’ 7 ae * ; ae 
Een, iia = tl ise a. ae ie Lae ie oe RAE Jee 7 = Lage x AR a Je gales a a * hae ee ee § e 
ret ee Dos Shae te eh Rage ee ae a : ve i i. oa pair a = poeta as $y ing|, «oie “a 
pad ae Pea iach eas a ae 5 a ¢ aa 2 Os 8 rer a ee eam. Ae a me it 
ae TES et hae sia a ide AMM i ee Bm my << ee ns ee a eee je er. = WeM sar ce eget _ aaa: 3 
ee, Sf gee aoe PO era eS) eo! a a ee tn wae . ce aaa pe ee * a ga ID ae ae ae ae ie aa F ie 
Videos: "ieee ma, es e y é ee ’ : 
4 ; of ? : : =o j ee ie “ ce ghee.” ES elas " 4 ; : b fF 
° : . Bis aos Wott ners Ane ee + eo < Det + 4 te ee at ‘ 3 i 
2 ae ‘ = a pre ay A oA ~ i a i 
Sot, ff : “SS 
; 4 e 4 _. ee : : 
es) oe ee eee wre res Bins ee Meee ee _ 7 } -- —_ ne ag ~*~ ; E et | . 
Be i é i aa ay | hae ete pues om a Tf ee, Sod me: ] vy eT as flied —_— i cgi oe wei a ae ae a se ie a - 
tak ee ee. eee te ‘ey cee 8” ge a a ae Bick iti ee ee ee ee ae om a 
Ee Pe ee Pel ee eee eR a 4 SM ee : os J y 4 GL”. Cort Aa chin, om mneermg ems eee TL sate 
: , gee. Gee alge. ie - joa) i ae oS ee, ‘ee ~S ts a allan he Al 5 
‘casi ee ee eer se oe 2S «nn > in a ae vi : —" —__ . Teor Pe ene otal a, Rm en ; 
a coe ae eee SS eee i ae : eee Pe 4 > en Se, Coe Ra eee ; 
ee oie sah, a a ie oF Pee Se gs ag so } toe - i BE ea eo as os. gee ang ener 3 
ae ee eee > Ek a ir a on til Felons Sebrte rags Ss 7 \ Maer ea ae Re tees ees elas ea PR: 
gigi a. i a ae ss me ee j ‘ ee ee ee | einen a real 
=e a aa ese eae Re es 5 a ie a ere aves ‘ ® roa beige: “a Re i 
sg waa “al ot ee gfe eae Ee ns : iy ' = >} eee : P ‘ . vas ce eg! Te) Ean ee oe lett Lm 
hae sie ager Abe De geet i aa Oa : ee gaa - — : r er ow Bs oe ea f 
se ae Ss ee it ae Yoh: P 7 \ eee a: é 
Care se aes a on ia! Crs: Be ee a St ee XY Ps yee Me ie soe, ee ay no: aes : 
BS se: as dae alii li mee? aie “i Se ee a: ae P a gan > 7 7 ty a 7 ee ee eee ¥. hee My. a : 
‘ ; oe i ee hey or ae aaas  / = “ aa . i og] - me . ie 5 See ee rarer. ee? a 
3 | a Me ee ae ee . TE Cs \ Pee be E o, ‘ ¥ a" ee. ee pi ei ; 
a. a eng i RE ee ine ie Saat * * eS ee z ae em Bh ge i mm 
ae es Ee oa: es meee, > a Ses : r r ip *& ; aan ied a =e ee eer a 7 
aes eae a a ’ , es Mee au : 7 : i. a : eee Be ie er TS : k 
a | Se se OTP ced y ; “ a pian A 4 i : yy i oe a agi vi iy - 
os Nice ts Bees eS i oe ne 1 ete aa , wy a Ph S Py ee tae oy ds ¢ ts ‘oe ‘ = rca ree i 7 cee cgnaaiaces! q hi... 
4 oe oN ae ae eee? a ie us ‘aa a Po igs i os ie a ¥ : i a 20% ye hes sopetaince" a es 
: ee eT ag = yy t ee co PO te F fa wight : oe Me he ie ee es, 2 
a get he ae ae Bare gh, ena ~ 7 ‘ : OR. @ | ee ee re ‘ 
aie AO TE ae a tN ear ines bea vate ee. kee . * ' 4 ~- pails » “eames ge ae nae : 
ia ‘ Caneerers an oF. : Be Sr Shik ae Tet ah ee. a rs S. - oe coe : 
‘ss va one £ ee d Pe cir “ancient ia ee gee ee oe, ee aS : , ge ¥ i Sey es ee Pat gee sae? 
pa wee : a Ey, eek Se. Em oS aes ek Wn 5 : rose a or See bes Be gets ate . 
4 ne i ate & = Lae 3 rn a Ps ee ge ‘ ee a Tee eS , ‘enw My 
a AS ee vie on oe Sent es ee { Pi. ee te ee ey ee ae beara hy ~ state i: ae ys Pasties hes ee 
“ i nail een ce ee a sem & ae ne 4 i, © ona - : eg : : r * = ae’. ns te ei is a Bese 3 Rye ae er FS : 
ty eo Pe aha ers a ee ae ae ae Ses, ee Oe sa y % : ie le = "eee PS ee WE, seo age ie 
. i oe” ho een ae Ege ae ee een Se, Sa WL ee ee a a A . ? oe gciilie + So eee na a aa 5 
at ok ati ras Yara ear se og Aa Sa i ee f : ; ’ ee eee a 7. 
te ey ear ee ee se : 4 per silane = Sa ae . : Os a = a ne 4 Ke ve 
Be. _) ORR ieee eiea eee Tae oe "oi ee OP os 1 ‘id ae ao*, ee - eer =e GS < 
Paes fd ie Solera ae. 2 eg Ce i . cae Z Pag” fs ee a F E i ge SE ea ty are a bi: 
~ OM SN ge al 6 a Pec saa 2. oes eee . - bad a7 : ia : I i til i ie 9: 2 * 
Se i ki —" Pigeon? % “ae ——- ' ; i Sie “elton » fa eg EE EE ge ‘a 
es ee ae eee je ae —— aa per: “ ) Ent IE eect : 
Ree Pei ss ee a hy te Ser ae oe Sa eee Lo ee oh Fi a i a 
a See 5 ce! a! Se ye = SESS ome ake ‘ae ge 7 ee sis Re eee nie gh oe ine Sa oe  e ‘ 
‘ Tepe ee ese ah a os saree anal r) er 4 i _ ae eS ee a, a 
mm ‘ an j a wee F 2 ae: et ani 2 a ea jag ; 
‘ 4 ea | ae, : a (ia lei cee ¥ i ees 5 ae ‘ ae . Soe ike Soe a ; i 
. ec Oates yore ‘ . Od Burry: (aes As Pee ge : eg Bhs ie pa hae . 
i nee a coe ee a eee ee Bes et ere ie Lae ae See y : oo _ i aes ' ay ss rs 
oe ee iK ate ae Sime “Tae Oye ona ae = See aa et ee pie. seek eae: : % % I a tres ei he fe i 
=A Beer eae a ee ER ee ie Sy, ee ae I dips ee er i= i= a" (eee ae oat eames es > Py * = aie ae 
Bh ms eee ee oe eS) et oe i oo oe - 4 as. lL er 
he. 5 Re ee 3: Rates « Bee ee ‘ é aeons, : - ee oe i; | a ‘ we er ry i. < oP tie. i Bony 2 
re. Pence ee OS i Se ee eee eS — < . ee gee ee . 
eae, ee eee. ae alin et sed os eiproad k ee puck e gate crea . * x 4 eee eae heey 2 ARE aaa gearing ge ete i: 
* : SR Te a ee poe Sti mee oh ge — hl : 7 celle boa et aa ee eg “a 
gees i | a, ae tet ae  s : < ? ee en ar ene ea ee 
re i eas ere ie a FEET ee I - am : ac ‘ ee ON ee ek ee S ; 
OR ee ees cana ars Be aie a A I ie .. i = \ a>) ay aoe Bw ae Age ae ge SD 
Bgl ie + wee cae ae ae, I ene = oe ee ee ft 33 et ue OC Bae pe Ne ee casa oe tate 
nae Miah cao e Weck ee sella) Lea uci) eee he oe d FA ; ’ ~~ i SY nies Sng call en Ae he coh nee So tad NE ls Sas “ 
Pe, es a eS — ‘ site ll haa ARPS a ok ae — at 4 4 i. me _ sr en ae yee ae ate oe ame i 
oo ee He SD, ee a ipere ag 3 z : es ae ™ i eee Le a i era oe ee Be 
ae ee ese ae i en, a oe eS ae _ aa : ee se a ee 
= ae te i OS 2 eae opener Tata. vad sas cial ae — ‘3 nr | . vf E ” : 3 Bo ere RT rr aycommenseen rmmraned is Acie ote aie aE ok. 
a igs ae Doe) eee ee ee aE... Mee eee - — Me nk poy ea es a 
Hae ee =. Dilge | : "ee A Rens eee ae 4, ==. iin ou = i a Z oe | : me — Seg Te Eh, Aa ee ee ee Pee 
Ca Mae ep Siig eee a a a sc asa: as oe co mee SP a Sipe ae me : 3 Sk SRR Dat SRL SOMO aay geoten eer ie alies | ag coe Peas 
som sta % oe. po sou hs mor <r — ere en Sl coe | irey. ik a ae i : \ 44 a cake BR Oe Tae SaaS ae a a; mae 
eens A eo: er. ag ROE ica ig Sar ly pmgemainey Re hon 7 4 - ae ee a ge Die tt a ots ae RR em ce 9 Yee 
+e ee Jaane ae BP 2 ais eae. a es , | a= col a SE ce eo eee al sce oe Eanes rs 
' on SWC Terie enc ate ® Wee Jee Ee a le pee Gee Me Te eae i 9 ae _— i ape ee eet et Oe re oie. ees oe 
ee, 4 ey oe od hn Semone a ta eee a ice oni ge ae . — ; ee ae ed ste ne ee ee e 
ae : uh Sears ei" aa _ SRSA rags a m9 meer tn o e aes j BS eee ene yar ee Le ee ee ER fo a 
oie ! sad Piz i We: = : ae Bryne ee | am 4 a UR a a seep a eel fey 48. ae isp ; 
7 j 7 : pa eal Pe “ae Fie F ge as ieee See “i 8 ee 4 ge ce P <A “3 ep Ame ce Ho : ae Bre al ‘: 
ae rae He ao Ker jaye a Sy panes. > lee ae a " ’ gi 3 ead ‘ Mae ~ esietansis . oe Tyee seems r 
a ee = ae eS es Ei dy oe pe ae ee es i E , ¥ % ‘ aye : z Sak i 
fer: Ceo ee ee ¢ OMe a ae ee a Se ee ’ j a 8 Pe ee eee ey hei a ae ) 
a a Beers ee Se aes an we. a Poe ae a oe oes Mees. 3 «ee ais eas aaa 2 ie i 
Buen ee TO Piaf eae” ae, ee. TS Ro on ON . . ” ie Be ae ee ee ee ee are 
:, ae 1 eee eee oe” RM Pig. ing als «MRA TIRE Tac Te ag, MO ge ok A ss POE geet) Meee eee ee, ae oe 
ae pe poe ee ee Ears te 1 + eee. ete 5 o8i el MOR eae ee praeoN, a 
i aad & ee a a a a ee BO Nene aera Sa ye AR yo ae ne eee se 4 ry oe, ae Ee Ga ee os 
ee — foe oe it a ee ee z : a a eae pee 
_ mee ar See > — Bet ae a = es rE : ON A ed a se veo * 
es a ew er Pe gee ene Se te SE ee =  £ ik: 4 a aly aN eee a ghee i 
«facing oe tee ee ae ; Ie ed ee: aa 2 | a eae = § i \ RE Eo ei Oo a> a a iar ( 
eS SR 2 Sees, ae ir pigment cy | STN gee a: , ig RIES = ST eee : 
eS oh Ee: di eee Mem cae cj aes oe a en ae eee a a Pere eit cae i 
: ; ee et. i ee ee gi Sa i Tee 7 ’ 4 « ; UY eagle rer te hk Ta et) rs 
es. ’ oes ee Ee A A i ae ee Bs ee oe es tara eee eee OF i 
= a Ss ee ies a: sk oe be Ay omy Se tes 1 eg Spee es ee eokoee te i 
eel a ee Re ae ped er ae ae ae I is sees ee — .} oi _ Eaten ae en, fi ra 
je eae (eee ae eo ae Ge Geran ese ie . Mc Be ake Pe es RR : 
eon 2 sy oe a ee ie LT ee A EN Se aa oe re ; t es ee pila aster ee a ; 
Bees is een 4 ee bye Sea res ~~ Tek ba ere ia eae 3 jae ee: aes Sapte PRs i 
yaaa : . © oil Sere iy ae 5 a) aca: oer Se ey ange ee ee * oe PE a ey | :- | @ ae e ore ae lecanr ia ; 
ae 3 ED), Ee reese ey ee ere a | ee Pe es, _ Ps a P aaa or ee ae 
me A>, ‘i UE a er Vite er a ce ee = igh ie | es ey we ae 
= Be oe i eae awe ce Soe ie ogee ea * << f .. q % i ae a ge be cali Be i 
Wee NT tah a a at A ey a ee a GS ee eee Bes “ ee E & a eG # SS ee ae ia 
i : : re any Soin acted = ee is Si Sa Ne aD ae Si * om ila 4 at ies 43 a ! : \ a wi " * : = Few od is 
” we ca ‘ * Bee : Foe wie at ts as ee + * a 7 ‘ 
: aS ro Bae i tet ae ee : E 
ety Pe ; > - j i ea : ms 
ts relia e's X a 1 1 " 
ce fice ; hi 's } 4 . ; 
: : i oe. a s 4 a | 
> 4 > “a ‘ ‘ _ a Pr 7 % : : ~ ¥ P . 
ech ee if tes % 4 v7 . f 
ae | kg ; i Ch 4 ; Fe a ns ’ eS 2 Pet 
Ts : ee ' 7 ca bs ~ “4 a y ot 6 ‘ 
: F ' ea + SPS cane. eras ror a v2 : oe P 7 
si oe oa ech os ae a 2 3. Se es : ——- 7 ‘ “/_ 4 - : ; 
ay b es: s ae , oar oa aw * ay 7 _— a a f i 
x “e By my on Se ER per oe P sj * $ 7" 
Fee 4 et =" = a a 4 4 <5 E a J i 4 oe ' 
es i Rs K te ot i ea ies “4 g a ‘ js , P i 
ie SR ee gsi 4 “sl aie ; i ae Oe ie le ad * a 3 a! = ? ‘eit. =. 2 : ; 
ae ce an qe bares & 0 ae Ps > = > =. — 
a sy a ee ae ee ge ee la ie a es ee ' eae ; . a t.. “Ss . _- 
Sa ’ : 7" ” Bree hig erie Be gn 4 . va apes 254 0 ; eS eee a * Es 2 ge, os De j 
A i ; _ . Pe a Se ‘ a * ' 
eo Ne fa | . 
ve bat s — 
“a - 
Pe ime 
a 
as 
Ola 
a ‘ 
gle : 
1, 
+ 
t om 
ol ; 
ae " 
a ee — ar es tt : er ei gb Peay pe on Pree = a De et ee es rae casilak ; i " si Maes I 
ae, 4 et Marke eee oa ie ee ven Sige Bs aia Bet) a | ea Se cs aa gales See eae a Peis gee 2 A ee ene ena wa ee rts 
ae Oe dds pee eae =| : =e ee he bay ere D Fe Lo ee ae Be Sarasin repel ple Se eee seo 5 eT Tad a a OR rr oc Ae 5 Ce ee ee Bes a ee ee ae ce oa Se, fe ae ae ps lps he r 
ta ee, ie a ae or AN A, Se Coe oe ee ce et oe. ee = ae co. oe a ee Res 2 eae connate . Dae 6 2 a 
re ys bd aS RE ig NRA Go ey ee eS ee Os me | 4 - oe ag, ET ps ria a anise gate ar a Bet ct ee a ae ae tee se 2 wf te eee re ee : “2 
% ee ee ee 7+ Te ae ee eA eee eee eee ot or a aes Pe | rag cai we yo a et ae ae ile Sty Ee ee ae ope : “ieee ee iat ae) ele SU Cae ricci es mathe 
ina i z Fads OS, Tague 5 ae, ik ae eee hee 8 sabe Dee Seago ae Ma Wei aha Ste al ee ee eee ee pee fe aa os, BN a 7 Se caer 5 ee Sete ee ee ama CE 
et ae, eee Letee eet oer Copter ey ant ae bg as a He ta ar eee S dca ata Se a? fe er Cae pee Me eee a Seer ae re i a bo a nl le Sie So Rei oo ea é Ja as 


Copyright 1925, The New Yorker Magazine, Inc. 


THE 


NEW YORKER 


NEW YORK 
cHIcCaAGo 
LONDON 

SAN FRANCISCO 
LOS ANGELES 


ee ee a a a en ee ee ee es Smee ee = ee 
be CMO Sag. ee, en eS a ee eee ie ie Bo ae “ ae Be eae Te ae Za : io 2 eee ; ee ee wing : 1%) ail apa Mesias 
bt yaa oe ei og ee a i i Se ree lS «Tai : be Te ee ee ee ae eee es fae Mig Bo a - — Re, aed . ieee a 
re - aN OS Sa Ge Peek ee Se ee at Poe Te coer a el ee eee ea aie ease oR oc eee Paes: y , PAR eS Se ae 
ae 4 ae wea" oe E 5 = me a ee 2 r =n © iat Neg ile Wer ah ce Seen nee, = ae ait a Spier oe 
, ‘7 ee a ( ws oe $i a ji Z ° ce ie! z = ; Se me + eee ae 
id 2 oe eS ee ae 2 ae ; s ¥ i aces , =e " Rs = ne C3 ce 2 “ oe mn 
sf ied Be 
5 ae 
ta 
ame 
. " ne 
& 4 
Fi . 3 
g = 
' ! es 
4 Be 
— 
| + 
Es | 2 a 
ma oe 
Ey es 
D ns 
bee 
md ca 
% ae 
Ue meh 
= ea 
ae ae 
ie a 
- a 
. ie 
3 a 
a 2 M ; 
4 nate 
mt 
: te 
1 ated 
a et, 
: | Sie 
| z op 
ae 
a 
‘ eh 
= * 
| sh 
4g | 
he 5 
A | P 
a 
oes 
"Eu 
; de 
ae ee 
ee ee 
Balt: 
Wo 
4 i es * 
ai i 
2 a os ae 
vith eisicemae ,, . _ hee 
po oe 2s > 
' ‘ Pe ee Ps She a 
! ee ye ack Kies 
pee ae awe 
Bee LL ed Wa se ot 
ee ee ae eeey 
‘ “a » wk ‘ 
pit , eae eh 
€ eae oS ie eos! 
oa . . : a2 Bre 
4 gis a a 
: or a i 
. $ i er — 7 
© ie ig. 
a oe 
a cat 
es 
Ce eye: 
de * oe 
si . F Ge 
: at 
wth a oe 
: os 
+ fe Rs ee 
ome) sm 
F : : a ‘i oar ” ar 
< eae ie om ht = = 
: Se capa fe ee ge _ 
BM dese tae he = ; so : pe er 
Benes nN se > ae Soak ae ae a ae 
F Beara 2 EM Speed ate ihe - 
ae ae , SE se ere. - 
j er Gover Ryige Soe beaming ie 
= ‘ge de ee oe Men Tee 
: a Seite Ne TR Rg Se ake 
ncn a taerea bi * bh Uihgapentbek tau ae < 
cia gare ne a ea gle Os a ee i ; 
an at Ie = ae ie a Lai ae i o 7 Bs oo > ke 
eis ee 2 P 3 hye 5 ‘ : Ae Piet 
em : ee ee ae ae ee é& egret a 
ae, ; “ Beste ys i ee Ede dt Fe ee ae toa en 
Se de aa Gaces eM waar Mee Rec Miter 
rt PS he eae PS . ie ign, ss, oma re 
Sag eo ba oes ay iene ie ee 3 ie se Tits, ‘ ea cll ane ¥s ae a 
: Seed ly ee ee. a al a. 
: * fs figment ae 
a a Me se : 
ty | ee 
| ce 
: 
' 
SS ae 
a 
' a 
. 
; ae 
; = 
> ‘gee t ; ; e 
eo eae oo ae es gl ene en yoo Semccegeee Taaie ft Ags ees ui ; Pee ae OTe Pe Soe geass 02: a A HEE eens hh sn etal ee 
F al 2a pa Oo SR Fe ta ee Bee Sd + Ve Galera ls GY = Teta ® oa fee ee ber See me fon ee eS a ene 
si ms bin 4 Ory desea <5 are Gees hee bes ae Dee ee pclae Meer BY mes ie ci a eh ale sions . > ee oe apa, = ah eee es 
dese UR bas ¥ BN i okt rye gil M2 TE agen omg aon See ae aE aio See arog NBkkeek = 4 te 3 ee es 50) se eae 5 = we gee wes (le 
oO Moe ae i) eee See se gk aN a pct es ge A, a a Re ee hee gm = a a meee hee. a tae ea ah ats a I ee | ae Cite: are Pei Wee ayy. . Sars Saari. ee ee BETES ih a ae ae Sea BED 
cela ES ee : GE Mage Fe an Ces SN een poh MER eae a WIR Sper ity ial gece ns ee acm nar-erperenl a Se aM ss ae mS Des. ee aie | a Le Je es Picea 
~ a pa = , i lai Bets : 7% a tee ; ba en ees oa ‘ Piper I ee ca ele 


Merchandising Ideas 


grams ever used by Orange-Crush 
Co., Evanston, Ill. The “Free 
Clown Balloon” promotion started 

a device to help introduce the | 
company’s new king size bottle in 


e A simple, direct approach with|ing up records as one of the most 


the ever popular balloon is chalk- | successful 


sales promotion pro- 


the Joliet, Ill, market. Today, 
some 18 months and 2,000,000 bal- 
loons later, the campaign continues | 

| 


WHO 
IS 


THE INFLUENTIAL? 


CLOWNING—The advertisement at left is being used by bottlers of 

Orange-Crush to introduce the company’s Free Clown Balloon pro- 

motion. At right is Joe Williamson, manager of C. P. Evans Super- 

market, Beaumont, Tex., standing next to a typical display used in 
the promotion, 


to be a forceful stimulus in boost- 
ing Orange-Crush sales in all parts 
of the country, Douglas Campbell, 


CHAMPION Sets the Pace in Papermaking 


d’ Arazien 


From little chips quality papers grow 


From mountains of selected wood chips comes Champion’s 
unparalleled paper. In Cinderella-like fashion these chips of wood 
are transformed overnight into stock for catalogs, magazines, 
office forms, labels, post cards—all a part of the millions of pounds 
of paper Champion produces each day. It is through progressive 
production and quality control that Champion maintains its 


Giant bins handle wood chips for pulp at Champion's Texas Division 


leadership in the papermaking industry. 


CHAMPION PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY . 


District Sales Offices in New York, Chicago, 


HAMILTON, 


Philadelphia, Detroit, St. Louis, Cincinnati, 
Atlanta, Dallas and San Francisco. Distributors in every major city. 


OHIO 


Symbol of leadership in papermaking 


Orange-Crush ad manager, reports. 
The orange and black, 20” high 
clown balloon is given with each 
six-pack carton purchased during 
the promotions, which usually run 
10 days to two weeks during the 
introduction of the king size bot- 
tle in each market. 

Mr. Douglas said the free bal- 
loon offer works in the same mar- 
ket on a repeat basis just as well 
as it does the first time, and is es- 
pecially effective when used with 
mass displays. Orange-Crush sup- 
ports the offer with carton display 
cards, window streamers, in-store 
material, radio spots and jingles 
and local newspaper advertising. 


e KFMB, San Diego, Cal., promot- 
ing a band wagon all its own, is 
publishing an original march, ti- 
tled, “The KFMB March,” and 
presenting it to every high school, 
college and military band in south- 
ern California. The march was 
composed, named and then given 
to the station by M/Sgt. Abraham 
Balfoort, assistant depot bandmas- 
ter, for the 100th broadcast of the 
San Diego Marine Corps recruit 
depot band on the station. 


e Using the most pointed appeal 
possible to margarine manufactur- 
ers (for consumer margarine sales 
are down) the Paraffined Carton 
Research Council, Chicago, has put 
out a literally slick promotion 
piece for paraffined cartons. The 
piece, basically a colorful sample 
paraffined carton in standard 
1 5/16 x 5 1/8 x 4 7/8” size, was 
sent to margarine company execu- 
tives. To the cover was attached 
a booklet, and on top of the carton 
was a message:“Open this pack- 
age to find out what happens when 
you use... paraffined cartons to 
increase sales.’”’ When the package 
was opened, a silver dollar popped 
out, with the plug: “This is just 
the forerunner of many dollars 
from increased sales ... when you 
use paraffined cartons.” 

The booklet, which compares de- 
creasing margarine sales and in- 
creasing butter sales, lays a large 
part of sales success to pictorial 
cartons. And it goes on to sell the 
paraffined carton as the most “pro- 
tective, economical, attractive and 
convenient” type of package. The 
council, which promotes paraffined 
cartons to several food industries 
for its 10 member companies, also 
supplied salesmen of member com- 
panies with its new merchandising 
piece as a sales tool. 


e Seats to major league baseball 
games now can be reserved at any 
of United Air Lines’ 135 ticket of- 
fices in 80 cities. Under an agree- 
ment between the airline and 14 
teams in the National and Ameri- 
can Leagues, fans can purchase 
coupons at United’s offices which 
can be exchanged at a ball park’s 
“will call” office for grandstand 
or box seat tickets. There is no 
charge for the service. Previously, 
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tickets to major league games 
could be purchased only in cities 


where games were being played.| land, has begun a test campaign | decorating harmony of the seats, 
United serves all major league|for its Puritan toilet seats in| which are made of Puralite, a ma-| 
cities except St. Louis and Cincin-| Washington and Louisville. News- | terial 
nati, where the agreement will not! paper rotogravure sections are be- pressed wood flour. Palm & Pat- 


be in effect. 


e More than 300 editors of trade 
publications throughout the coun- 
try received letters on or about 
April 24 which began: “In case 
you have forgotten, the week of 
April 21 is National Secretaries 
Week. Therefore, we are inclosing 
a small gift for your favorite sec- 
retary.” Thoughtful donor of the 
gift, a pair of nylon stretch gloves 
with a sample packet of Wool-O- 
Lene, was Harold Sugerman, pres- 
ident of Leeds Chemical Products, 
Chicago, Wool-O-Lene manufac- 
turer. To make sure that local sec- 
retaries were not forgotten, Leeds 
also distributed Wool-O-Lene 
packets by City Bonded Messenger 
Service to more than 5,000 secre- 
taries in Chicago. This good will 
gesture—handled by Leeds’ public 
relations counsel, Livingston & As- 
sociates—primarily was intended 
to whip up both trade publication 
and consumer interest in Wool-O- 
Lene, a relatively young product 
for washing woolen and synthetic 
fabrics. o 


California Retail Sales 
Climb 7% in 1956; Autos Drop 
Retail sales throughout Califor- 
nia in 1956 totaled $19% billion, 
or more than 7% more than the 
1955 record. The State Board of 
Equalization reported at Sacra- 
mento that in the last quarter of 
1956 the state enjoyed the greatest 
three-month period of retail busi- 
ness activity on record. Volume of 
sales subject to state sales and 
use taxes totaled $5,356,626,000, or 
7% more than the volume in the 
same final quarter of 1955. 
Practically all classes of major 
business reported gains except for 
dealers in new automobiles. Candy 
and tobacco dealers and second 
hand store sales also dropped. 


Miller Joins Jimmy Fritz 

Claude Miller, for the past four 
years advertising and sales manag- 
er of Advance Muffler Service, 
Los Angeles, has joined Jimmy 
Fritz & Associates, Hollywood, as 
account executive and vp. He will 
also be active on new business. 
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WHEBF 


RADIO & TELEVISION 


FIRST IN RADIO 


1ST IN DOWNSTATE ILLINOIS* 
1ST IN THE QUAD-CITIES 
according to NCS No. 2 


*All 68 stations outside Chicago 


— 
, 


REPRESENTED BY AVERY-KNODEL, INC, 
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| Century Tests Puritan Seats 
Century Products Inc., Cleve- 


Copy emphasizes the color and| 


combining plastics and 


| ing used in the 13-week program. , terson, Cleveland, is the agency. 


Kantrowitz to Necchi-Elna 

Edward Kantrowitz, formerly di-| position. Before joining Emerson, 
rector of advertising and sales pro-| in 1949, he was with Foote, Cone & 
motion with Emerson Radio &| Belding. 


Phonograph Corp., has joined Nec- 
chi-Elna Sewing Machine Corp., 
New York, in the same executive 


| 
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| 
| 
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INDUSTRY 


CIVIL SERVICE 
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SPRINGFIELD, ILLINOIS= 
TOP TEST MARKET 


BALANCE makes Springfield an ideal market for your test campaigns. Agriculture, Industry, 


and Civil Service provide a broad, diversified economy . . . an economy which assures you of 


| 
| 
' 


NS 
“The Ring Cy of Truth” 


COPLEY newspapers 


a balanced sampling of the buying public. 


in the entire 11-county market — advertise in 


Mlinnis State Journal and Register 


Sixth Street, Springfield, Illinois. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


| Springfield is the capital city of Illinois and the heart of a prosperous 11-county trading area. 
For top response and dominant coverage — 100% in Sangamon County (Springfield ) and 60.8% 


Write for a free, comprehensive analysis of the Greater Springfield Market. Address: Irvine W. Reynolds, 
Financial and Business Editor, The Copley News Service, c/o Illinois State Journal & Register, 313 South 


15 “Hometown” Newspapers covering Springfield, Illinois 
— Northern Illinois — Greater Los Angeles — 

and San Diego, California .. . Served by the COPLEY 
Washington Bureau and the COPLEY News Service. 
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BUSINESS & PLEASURE—Executives attending the American 
Assn. of Advertising Agencies convention in White Sul- 
phur Springs had time for a drink and a chat and a bit 
of sunshine as well as business sessions. Shown here are: 


1. John H. Baxter, Earle Ludgin & Co., Chicago, and 


J. Davis Danforth, Batten, Barton, Durstine & Osborn, 
New York. 

2. Paul B. West, president, Assn. of National Adver- 
tisers; J. B. McLaughlin, Kraft Foods Co., Chicago, and 
Edmond C. Dollard, Needham, Louis & Brorby, Chicago. 

3. Earle Ludgin, Earle Ludgin & Co., Chicago; Whit- 
man Hobbs, Batten, Barton, Durstine & Osborn, New 
York, and Edwin Cox, Kenyon & Eckhardt, New York. 

4. Everard W. Meade, University of Virginia, and Dr. 


William C. Menninger. 

5. Joseph Epstein and Joseph L. Killeen, Fitzgerald 
Advertising Agency, New Orleans; Mrs. Leighty, and 
Fred T. Leighty, Dancer-Fitzgerald-Sample, New York. 

6. Abbott Kimball, Abbott Kimball Co., New York, 
and James McCaffrey, Ogilvy, Benson & Mather, New 


| York. 


7. Maurice Hirsch, Hirsch, Tamm & Ullman, St. Louis; 
Melvin F. Roman, Roman Advertising Co., St. Louis, and 
Josephus M. Todd Jr., Warner & Todd, St. Louis. 

8. Thomas B. Haire, Haire Publishing Co., New York; 
Ralph Winslow, Koppers Co., Pittsburgh, and William K. 
Beard, Associated Business Publications, New York. 


9. Melvin G. Grover, Wilson, Haight, Welch & Grover, 


| 
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Informal Chats—Perennial Feature of Four A’s Meetings 


Hartford, Mrs. Grover, and James P. Anderson, Crook 
Advertising Co., Dallas. 

10. Robert E. Anderson, Batten, Barton, Durstine & 
Osborn, Detroit, and John P. Cunningham, Cunningham 
& Walsh, New York. 

11. Al Whitman, Campbell-Mithun, Minneapolis; M. B. 
Bock, Wallaces’ Farmer & Iowa Homestead; Alan R. 
McGinnis, Klau-Van Pietersom-Dunlap, Milwaukee, and 
John Moffett, Minneapolis Star & Tribune. 

12. C. R. Brenchley, Williams-Thomas, Montreal; John 
Clemenger, John Clemenger Pty., Melbourne, president of 
Australian Advertising Agencies Assn., and E. V. Rech- 
nitzer, MacLaren Advertising Co., Toronto, president of 
Canadian Advertising Agencies Assn. 


Sell) oe 5 “ a Pr Swe: al 7 ie ee MS naa ge lana as. ae aie is 
EF nats Lil Ce AP a ee! oe ee OL eae, ee ee We is ans amin |, Aine anil ets canat vec ap l a OMRa e iin Sens SE i gu | es eee a eee 
Ao eee ie ae. coe” a Se eee Se UL ae ae ey AN ERR otek ap ae hs he Beis sco aaa Frases fF ee ae a ruse pee ee Bees Pees “ * Cie ee Se ee 
Re a NO, ie Sep Te Ber ee Rape cla ic all cid Ns + ap eee er | ee Seer hr pig Bt ke > Fah CN OE Retr Sere ie ee le <n ek eet : See Fy Beis ae Ges : : 
eee ae cee a eee ae ae, ARE Nn a MN oye agi ae ke eee kl a a Me is a eae :. Let Sree kale sa ee ie pee eters «| ee Bee ao oe baer aces 
as el ae a coc Re a abaete or ea Pgs Mga ay RG a TR SR le ae o£ ea ae Br pa ie ooh «Samael i ae alah Sook lcs pas een cc ies. oer oe Fee are ce. i dele eee % 
ge eae a te ie eee en bid Set Mae as ae ee Re (eee eee, | ee) cena ee oe SR ak NE eet teem ros Seam or 1 ook pe eee i i 
i as om TR eae a ei Ie re Aaa UNA er ean oe ele ee Co See ee te a ie Pay Mle aa al a 
ae ae i el Be he Tk SA m0 st i i Sh Se le a ete las J ee gees ot Sc ae oe ° ; ‘ aa 
:. ii ee 
sake ; 
Fs " 
4 ‘ Pp ie aie re ot he ee Teer SC SPE YY Se es pres . BS ag ae 5 " yf ae - . 
a: st 5 at TT ETT | 
rie Kei > a "i J - - - : _ Boge ee > 
Saye: «s aes — re : 7 One ae can a i k 
Tae 5 OS Sie 2, Sa & : ais fees 3. * * + aan ts be ae 5 ara Sh 20 : ila 
ae : eae oe Pa. oC eae? lea ye ee - ie ae : @ Ve aoe ee wernente e ka p= 
4 ‘ ti Sanaa ieee “a a hf Pt ro we ee -4 err o ‘ Bp ee a | — oe <a pen SS 
ir Biya ees ans i aR sa. i oe , G ” f o rs 4 _ Bae ae re ; ‘ 
ie Po ae ie Ragas ee , = aren 3.4 —— ee 3G ae eres : - 
os ae i a F iy ee eee: Tomar Ps. re —_-_ | we ? . mm Te wee - BS yo ae ee Pie fk Fite ae , : 
= oe 7 o eae Ue ae ee  ¢ tReet ie hase ‘a Pita CLT Bat 4 ist Mee -_ " 
a ‘ be y BaOAE Ses EN ith th 2s ur "a i SF ah ei i . g ic ce 7S ae ir ts offal aes ‘ sil 
: r) > ft ae Wt te ge a ae a ... as ; 7 - = “3! Slag. ert ope ” zie Vs ade 4 - * Mf 4 i 
= Ne we i i TET tea hea gee ——ae Pe se or a * é ical . < = = a : ce 
a Oy s odes 3 © , = Fs Re 3) hes re : cs y 7 es J Ringer te Na Ah - 
. —_— ape om “a ic . ) x , a a. Sete, a 
a oe : Pie eee Wie * P i , 2 Me, 7 ee oe pepe MEDS ee ae ; 
wi —  , - ie ied  ; — 3. car coe dae 
sci, lp fe oi eee spa is - ae ij Ot rs abe ey ™ i li ccaaai SS hte os ' 
=a h a : ee, ate Ts cas high pol FE ay ” 2 pr Z Bids aR: =" Seti = md 
tes ee ee Oe ent “ ke : eg 4 : ‘is ; i MMS cM oh SS: I aie Ba 
anu ae bi See ener a A ue : & m oe 3 er Sy.) Weer, ‘= aoa a Aa am i. om 
oma 8 9 oR te eae et aie ee i 3S ‘ " Sa a. in ca “i ; * nO ee a fl 2 go ties an OO. er 
sane , Bie ele. CO ee eer ee. ao eT ee as "len Bat 
er RR ay Fa Lite sd % - Biome aye “a a Re Me a ee mee Ea’ : et a Teen | 4 
Fete 4 my ae = ih cai as ite: are re See eta ey i. | oF ote > & ,: Zam Rie eu Fo Se ~ eee SM ge me Se | 
in 2 “a % © era ute se 2 aa tae a int a Se ati re oe; ae eee ee nk ae ey P Be 
marty , e* fe : @ ie aati lesa ; he . a 3 ; e é bse Be es eg Si ae oe sie, es Tee x 
“ihre a me P —< “¢ hs sree ‘ f a a : ; Xe i$ i : oe ce. a a e ees a | ae any oe Re. = “ee 
eS Y (ie ae | 2 s.. ~ ASE, “SERS ee * A 
5 eae => ee Gabe = . mo anal s ix fe: ~ = ke 2 ee ie. i caeaaneg is “3 a oe sus 5 4 
edgier, Ba Pui a. ee ere ae 2 he ys ; ‘ ie i * a oe ‘cae: fy ee wh eon Ss ere 4 ns 
9 ss ie: i ag, eee f ms : : fee ‘ eg eee BS sie ae ex aa atin“ : 
a Y. a é . ig P2- epPe i<Aales roemlici: _ P q * * ss i i es ee Be i eee JE * Be eet 3 
aes : re peremague. gee “te. areas iif. | : f ee eee 5 aa et ae ar ae is 
San, ay : SOs) We eee Sa z ee 3 z i ' : ¥ ’ Slee 2 US gai =< ed Oe, kare iy e 
= Peeatee? We a eee io. an a = es {ie = ee Me ee ee Te eee eee 
a ae "5 ae " = a tee # ea ae ‘ ; 3 Ly we 44 a e oie ee ee Ce peepee a Bee es | I en eae : 
Big ae a et 0) al A ee, os rt a in y Es 2 . ae a ce a a2 * 4 
pr le a as, see : 4 - i ‘= . at 
Pea Sa a4 We ee ey % 4 4 , j * ““p 
- uy . Pa pa tee ee ao av * — sarereeer: bgt = a a . 2 
ae y “ itil oe l= se _ — - ’ o iy | . 
SS ae _ = 7 Soa oe 4 r . | * 
Bar 7 — — a ” | ; ie 
BY i 7 a j . rn : ki 
ra: eae. ‘ , al ih: —— 2 st f , Y : 
pe a AR Rey a 9 ee Re 2. Z* ; H ‘ -_ <= F. . a 
gk es. Re See a erg eae : = a2... 2 : = 4 ia ig 
es E Ne tale ae a Papy: ty } a 4 - : Cae P « . 
Cae ne Ee f ie ay 2 re sy * ing A Mb ae re ' ‘~ = ey = 
alt i a nen rt gS oh eae pry. om a } Pers, . ” Z ae P rs é 
ee aby £ as We ae ‘ Ss . ae . a - / ; a ae 
— a ; » * ha ; AG ; vy . 
> > . es oe et 3 - om : : . ss sr ad u: ohn , = _ Pg ; 
ii a ee | a a ea Naas : ee Sere: : ame & ens _ - 4 
iia Gav if ¥ |... s : | 
ae aig ay Be ss Tae a eS —! re Asia " : 
i i ae a gl 6 ‘ wo Seah econ a ae ee i N ; 
, 3 ‘ — e iG eae 4 \ - 
% . ? _ i i if a bi i ta, eee, ee ae ‘ sl 6 
~ Bec ae a— *& s Eig tan i spagenlae 4 : f ’ : 
f. 4 ° eee! ao a y ag Sot a) ee AG. fe | - = 
i, a Vo a Sac ee, eke 4 mee A ” = eae "Sine area —_ : X e 
ae : ip E Te org 4 a ener pte oe rt sai al 
ai tt ese ’ i a cae ee ee > ow: : 
ee. % rod % pee i a 4 ~ ieee Ko ee _ ; EY ‘ 
fag a é : : 1 eee a cc: a OS a ie ol Py oe Up a oy et 
: : = sail gal J ae ae ae q . ‘ 
ef f er re fee EN er Pea | a 5 
Bef t 4 Oe adhe ee Gat oe : ee ee aff 6 . % 
= a zz SS. | &g 
“is : a zg P rr ‘. 2 : te 
epi Sieben aie ae P 4 — - 7 . 7 
eos aan a i a : ry ; i F MME RSH CNT © RT OBE aaa - ” 
eee = tN eB ogg aes. } eet —C———eEEE g a : 
: | 4 ; . <a ‘s 2 a. DS ee ie See > ke Se r7! by a is 
: fs : _ aay J . ‘ a Bo : a 220, nc sae 7 aamate 7 Bs My m ’ oe 
i _ a : -- “4 E F : Re ee ie alae 2 P ee 7" 
| ee TB re | et! sie . eS 
: Pay Oe a j ae — i 6 j 4 i" ee » Ba _ f *) 
ae i  gerere y ep = — | 7 >. Se eee an i 
Regis a . islet: ‘tes ae oh bi aa aes < aan “ sd = a oo BE = aaa ae sas a : 
i: t pratt ie “i i + i ee ‘ . ae a a oy IRIs: amt Saami <P a i » 
pita 4 on st ae * ra q ae —f ; i eee 5 RB SS Se ae ee = e- ; : 
Pei; ca ll eee ¥ ; . 2 ‘ 4 a ee oe ; — mero a oe 0 “a ss F 
ike 0 — ae, | ¢ Re 4 va a ; a eee : ; Bie Bl at a ae Ee ol + ; 4 
waar —aS Be 0% fale ih 7 ¥ me - fh Senne ; es ee aster Be ee oe 
ty . &— a. os Wie * ed oe a e A ks oh ee e ee i ee Be es z 
‘ee a ec, sii Fh, a a a ee o ae ae. : Bei ¥, cee Ae ale See i 5 ; 
ass . i : " ] as i 4 i on hie oe a r < " eee we fg) j = se ips nN pi: 4. =e A ae . h ne 
= — . _——_ #23. a ‘. + i: 8a a ~ = 
nits . it — So Sy. ae ae ae —- llc (arr “= A 
ae . '> P|) F > i oy oa “+ : gp * Bt f 3 ae nid — ' a Bea... ; ps ct 
tant : Pec 4g sia y\ ® our’. & C i = 1 : A: 2 ree. a? ‘ae ; a < i 
—* Va ae are Fe: ors j ee | ie = ee ; i le te ae oe ae ‘ - 
lie ce ins Gabe ro age rf pT a Be, ~ ’ (ls ae i id | & Fei As »* » iw © 5) oe ’ 
7 | a | >, .— lr? ae 7 ieee ae 
. é ae Z oe ng oe oe a ae : 2 a ea ee a oe a a ite % a 
: io ;, Bef ° } ae, “a as, sf a Fa ae ge: ; Bek eae — Se ; 
ts 2 is e is = = “ea a4 Be |, re 3 = > 2 ee Pe ee eo ee se hide elas a e 
— F - Ao ae + yo i ie ' Sam a oar ee se Be 
pee all i, Tee ; : . ae mm. + aes ~ hid Wyeegs athate SY ae | te hee — 
“a ¥ -_ 3 ae. CC ee hl «h—hl(< ‘3 : tee ood ka nee : 
"ata : % ce a a ee F z e nee iy: . Sis ROR re iy pies ee a 
Pm ae I “ es * ; wd Og Oe e : * 7 * x ee ee ee ; Seine *, . ‘ 
# @ i | on os a i. \ eis . O a — 
a 3 p 4 F 4 es Fi ie. hea 7 4 a 
r 2 ie wai I. a (a= — : 
: Ss wr 6 erg - a - a P Wit Z 
ae Sete . voy Rete Sh OE Py ¥. : es a wii es Ss gmt ee > . : “* 7 i 
et ee i wy ay Bere ‘pinay _— ‘y A ' p 
c * ’ " aie int os <a + pipe? * ; 2 § 4 “ih r fr a 
era +e £ Op Sate er a salem: caramie, | Pied ' ona - 64 a ee b | 
Me's, BAY 5, ee wie: oa temas — > a d = be . zs j 7 
es ci So; a re ¥ 4 : =. 3 silts AY a 
. { 1: a ti : a 3 2 ‘ é +s “A 
aes <) att \ Sey : acl ai E , : f 4 ‘ , ' SS ee 3 
ze » te? Ph % ree * PE ec i = Lap ; ; * = H Fai an ‘ie ? A 7 Pe ; r : 4 «4 : : 
a i n Migs oe _ Oe Bs Y : & e ’ Pita ee r ¥ e 7 " F ' Pie , 7 > ca e a 
- P . a a By ee : me - 3 any y Z 1 “= si - be i Ae 
aa, b 4 Le er * e . 2 seg Be ” gar 2 ’ = ie ah i 
ea ‘ | Sle ag, (3 poe i: ~~ a d he 3 —e ~z - . Ota : : z ~- - es 
Be: hela 7 gtd) t , aoe aw a aa : #7 . & : - iad ry *. 4 af Sao a 
> = : a are on - 3 : = ie oe a an ae ' 
ee . OR oe "i wes a > } a ti ap Bae. . " S . 
th need a = pte u he " a ‘ z ge ‘ = a . Se site r oo 5 : : ' as 
Bice ae J ‘ ‘ Ogee Steen ast % iS <e 3 se ig al i : . ee LF 
Jue Ac’ ee ' : aS oo ' ba cae A Sa on oo . gS . i ‘es : aes Es ; 
ie Sy ai ’ : ~ “ oF ah “3 ; ee: ‘ ; & md ae eo B= oie a ned .. . _* " fy ; f ' ¢ a: a £ fe ee q 7 
—_ i" % a Sian emer Re Tae oe ah Nie ats ‘ by re . ; 
a es eat ~ a /* aa Rie ois * Vial eg Gag ? ee ; ia s S 
a Lee og + is see Y a Pegs ocean ied ~ ae a Si ee i 
aa ae . -— ie rer 4.” * ee : | ee ; vO, utile lament see co ae Poa ’ & ies eo ‘i Be Sega ike 4 
Bs Pe om ec. aa Ta RS iets Biss 5 ies | i oe acme y mm og a abe : 
esas Bey = in : fe ee Acree eS (See oe a Pe oe pee Pet. : 
ae fi * 5 eS: wy’ ‘ ‘ae ain 3s é. . eset or Pes ae Pe Tk sees he — et 2 bias a — > 
me f a a : : geet eee trates aie es te Woe earl i Ee Pee petal at = 
<a BF } — F ecoae i A ath We “tare a te Si =a Se 4 * be ee : SACRE sy 
ei eas a ‘ ee Ys : ae ’ a rs egee i A eat Lo ges a a ee ci ae fi er 
4 . - 7 7 aS Say ae ” Cae z ’ “9 se oi, ai ; Ms Py. p a 4 Ss Deeg re as , : 
age beer ~ a at aa ee , te . oe ae re 
; ae : oo bd 3 ae ; ne 
¢ es = ¥ ¥ ; ; mis ‘ ‘iat 2 oe laa ie he. — se. “i aa ee, a oe i ig “ \ ne = icp A eta res ; 
en i 9: See Se, Ct cme ee a ae Zz 
d Ht) , f : PLS PASSE, Be 
= i 
. ee 
a fe 
2 BN 
y 
= 4 ee 
a 
a is fen os i aces cee ke =) ——— eer sola ee ee bd a - en ial er ee ews ere ee Aes 
Be ge eh So 4 a a a ee eee one ane =e : Were Se eR EE Nery Wl ote eae ees en ae eee eons a | SC See ys, Reet eee oe lied coc. Se ae 
noe Pe. ; i tals $ ' ‘ ican te 4 - ; e i z 2 ee 
ce beige te i fama reas =a lana cerca ; ee Dass is RENAE cries ey Suis tone Ulam alge ee Pe SAE an fore top Ar tee pe ee |! ee pacha Sas anton at = ers o aod et a ae 
“oe ee a4 ink ae pei eS eS Sg Papeete aes ak oa Reser Pas TE sk idee Kea 5 0 ee ame ae Se Ne Ne Ge eb Ao as: As a a gen ecocgn eT Sl ie aa 2 uskee a 
- ee eas ry eee ae. VE ae Lees oe tO eee! 2 pape CT Sel Depa ea iie torneo aa eee a pl ca ee ee eS ee ee i Pee ie SMe es al ae. ee ere sae 
pp as fa eo ce aurr-. pn Sf I ae Se ee ph Be eee eg te ee os eae eee ees awe: ge ee nidigReened , Ak. i Ps a ee. es ere ee 


Advertising Age, May 6, 1957 


Use of Ads to Pred 
Dealers Is Told by 
Westinghouse’s Bolin 


ATLANTA, May 3—Manufacturers 
must now rely on advertising to 
“manage their markets” because 
they “can’t count on as much help 
today from distributors and retail- 
ers as they could in the old days,” 
according to Roger H. Bolin, gen- 
eral advertising manager of West- 
inghouse Electric Corp. 

“Most manufacturers today think 
that this is the only answer to| 
their distribution problem,” he told | 
the Atlanta Advertising Institute | 
here today. 

The institute is sponsored by the 
schools of business administration 
of Emory University and Georgia 
State College, the Atlanta Adver- 
tising Club and the Atlanta Art 
Directors. 

Mr. Bolin explained how West- 
inghouse used this principle re- 
cently to spur sales of portable 
appliance items. The problem, he 
said, was not only to persuade re- 
tailers to stock and sell portables, | 
but also to put special promotion 
and advertising efforts behind 
them at the local level—in an off 
season. 


® To solve it, he explained, the | 
portable appliance division devel- | 
oped a promotion built around a $5 | 
trade-in allowance on a toaster, an | 
offer that was advertised nation- 
ally and supported with co-op ad 
money for the retailer. 

To induce the retailer to adver- | 
tise the offer locally, Westinghouse | 
gave him a certificate for free | 
newspaper advertising with the) 
purchase of the appliances from | 
the wholesaler. To assure retail | 
advertising support for the toast- 
ers, it limited the dealer’s use of a 
certificate to that item during the 
campaign. 

The net result, Mr. Bolin said, | 
was an 85% increase in portable | 
unit sales over the same period the | 
previous year. 

“The big reason why dealers put 
pressure on sales of Westing1ouse 
products,” he said, “was that they 
believed our advertising was going 
to send business to them. We of- 
fered them strong inducements to 
tie in with our campaign.” 

“We were using advertising to 
help manage our marketing,” Mr. 
Bolin observed. 


® He explained this “market man- 
agement with advertising” princi- 
ple in the course of defining a set | 
of six principles which he said 
guides Westinghouse in the han- 
dling of its $35,000,000 annual in- 
vestment in advertising. The other | 


SPARK EVERY PROMOTION 
| with Genvine 


GLOSSY PHOTOS 


The PHOTOMATIC Co. 


53-59 E. Ilinois St. * Chicago 11, Ill. 
Phone WHitehell 4-2930 


five principles are: 


e All advertising must be geared 
to a sales plan. “The advertising 
department shouldn’t be put to 
work on ads until sales, advertis- 
ing and the ad agency all have a 
clear idea of what the marketing 
target is—and how they are going 
to achieve it,’”’ said Mr. Bolin. 


e All advertising must be based 
on a sound “purchase proposition” 
which tells what it is about the 
product that will induce consumers 


, to buy it in the face of competitive 
claims and pressures. 


e Ad audience strategy must be 
| designed “to make the greatest im- 
| pression on prospects of our prod- 
|uct’s best selling point.” 


e All ad program results must be 
checked, not only by Nielsen and 
Gallup-Robinson surveys, but by 
“the real results’’—sales. 


e Advertising must be “as spec- 
tacular as is economically feasible, 
must be designed to make as much 


,customer impression as we possi-, 


bly can at the lowest price.” e 


Charest Succeeds Jones 

Jean J. Charest has been elected | 
president of Borden Co. Ltd.,! 
Toronto, succeeding W. Frank | 
Jones, who has retired as president 
after 29 years with Borden. He had | 
been president since 1949. Mr. 
Jones will remain with company | 
in an advisory capacity and as a/| 
member of the board. Mr. Charest 


has been exec vp since 1956. 


IF YOU HAVE 
A STORY TO TELL— 
AND WISH TO EXPRESS IT 
IN COMIC BOOK FORM— 

MOST INEXPENSIVELY— 
CONTACT JOE SHORE, 


BRYANT 9-0382, (Dept. G) 
1472 BROADWAY, 
NEW YORK CITY, 36. 
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INDUSTRY 


LAFAYE 


A high level of spending throughout the year, produced 
by high farm income and well diversified industries, 
makes the Lafayette market a must for your advertising 
efforts. The 237 manufacturing plants located in the rich 
nine-county trading area of the Lafayette Journal and 
Courier maintain a high level of employment with no 


AGRICULTURE 


a8 


great peaks or valleys in the business cycle. 


® POPULATION 
®@ FAMILIES 
@ RETAIL SALES 


© EFFECTIVE BUYING INCOME 
® GROSS FARM INCOME 

® TOTAL FOOD SALES 

® AUTOMOTIVE SALES 


© DRUG SALES 


217,700 
65,400 
$244,370,000 
$370,994,000 
$160,558,000 
$50,137,000 
$45,502,000 


Facts 
You Should Know About 


INDIANAS 


Best Balanced Market 
WEST LAFAYETTE 


ee il 


$7,997,000 


Source: Sales Management Survey of Buying Power 


Evansville 


& 
South Bend 


Fort Wayne 


FAY 


ented 


® 
Indianapolis 


For greater sales in this rich Northwestern Indiana market you must use the Lafayette Journal and 


Courier. Its 100% City Zone Circulation plus 65% coverage in the nine-county Retail Trading Zone 


assures you of readership not available through any other newspaper or advertising medium. 


LAFAYETTE 


WEST LAFAYETTE 


INDIANA 


Indiana's Best 
 polanted Marke 


movitey 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 
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1 MORE LIGHT O 


*Monday-Friday average, Second March Report NTI 
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Out of the 38 

sponsored networ 
quarter hours 

between 7 a.m. and 6 p.m. 


CBS Television 
wins the biggest 
audiences in 29... 
the second ranking 
network wins in 5... 


the third network in 
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Meredith Mrs. Dodge Carr Braucher Clough Sullivan Von Tress 
TAKING THE SUN—Relaxing between sessions at the Four A’s con-_ the Foote, Cone & Belding vp; William Carr, McCall Corp.; Frank 
vention at White Sulphur Springs are E. D. Meredith and Edwin L. Braucher, Magazine Advertising Bureau; Reginald Clough, Reader’s 
Sullivan, Meredith Publishing Co.; Mrs. Sherwood Dodge, wife of Digest, and E. C. Von Tress, Curtis Publishing Co. 


Sparks Bridge Mrs. Swan Onyun Robb List Nicoll Moloney 

FUN AT ANPA—Closing night of the annual American Newspaper Publishers Assn. con-_ tising Service; Don U. Bridge, Gannett Newspapers; Mrs. Joyce Swan; Gene Robb, 
vention brought out these party-goers: Henry Sparks, associate media director of publisher, Albany Times-Union; Stuart List, publisher, Chicago American; Dan 
Young & Rubicam; Herb Beyea, head, and A. R. R. Onyun, treasurer, of Hearst Adver-_ Nicoll of Block Newspapers, and Herbert W. Moloney of Moloney, Regan & Schmitt. 


Kern Thieriot Dibert Jones Mrs. Graham Graham Chelf Burgeson Steinman Hearst 
ANPA WHINGDING—Last-evening festivities at the American Newspaper Publishers Assn. une; Mr. and Mrs. Sterling Graham of The Cleveland Plain Dealer; Gordon F. Chelf, 
convention drew Hap Kern of Hearst Newspapers; Charles Thieriot, San Francisco Philadelphia Inquirer; Ed Burgeson, Bureau of Advertising; J. Hale Steinman, Lan- 
Chronicle; George Dibert, J. Walter Thompson Co.; Richard L. Jones Jr., Tulsa Trib- caster Newspapers, and William Randolph Hearst Jr. 


VT 


BOXING WINNERS—A gift towel box was one of 32 first award winners in the set-up bor textile bores. L. Gordon & Son won the first award in jewelry and silverware for the 
competition sponsored by the National Paper Box Manufacturers Assn. (see story on steak knife set box made for Charles D. Briddell Inc. A first in promotional boxes was 
Page 58). Old Dominion Box Co., Charlotte, N. C., won first award in the surface awarded Specialty Paper for the Max Factor & Co. box designed to provide samples 
design category with this drum box for Cannon Mills. A kitchen ensemble box made of Factor products to stockholders. Palmetto Box Co., Greenville, S. C., made the 
by Specialty Paper Box Co., Los Angeles, for Barth & Dreyfus, won top honors in Shirttails for Two box for Morris Mfg. Co., first award in women’s wearing apparel. 
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month after month... 


1512 million’ men and women“live by the book” 


...and the book is Better Homes and Gardens 


4,350,000 COPIES EACH MONTH 


“The book”’ is a trusted friend that reaches all members of the during the year... 
family —individually or collectively. 2,550,000 readers of an aver- 

age issue said they tried something or used an idea suggested 1 

in BH&G—4,450,000 total actions. 1,800,000 said they bought 


e 
something shown in an article or ad—2,550,000 total purchases. 3 of Ame T1C a 


15,500,000 people read an average issue of BH&G. One third of 


the 123,800,000 people in the U.S. 10 years of age or older read 
one or more of every twelve issues. That’s 44,150,000 Better reads Better Homes & Gardens ! 


Homes and Gardens readers—and over 40% of them are men. 
Meredith Publishing Company, Des Moines 3, Iowa. *A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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PACKAGE STYLES—Here are first award winners in the set-up paper box competition 
sponsored by the National Paper Box Manufacturers Assn.: Congress Paper Box Co., 
Chicago, manufactured the Revere Camera Co. boxes which won firsts in two cate- 
gories, photo supplies and display boxes, “Other constructions of the rigid box” is the 


‘Sales Appeal’ Boxes 
Win 87 Awards in 
Set-Up Box Contest 


MraM1 Beacn, May 2—The Na- 
tional Paper Box Manufacturers 
Assn. presented 28 first awards 
this week in its seventh annual | 
Set-Up Paper Box Competition. In | 
addition, from the more than 2,500 
entries, 27 second awards and 32 
honorable mention awards were 
made. 

Merchandising appeal was the 
most important criterion for rec- 
ognition in 24 product categories, | 
according to the association, while 
additional awards were made for | 
boxes judged outstanding in con- 
struction, display and surface de- 
sign. 

The contest judges also cited the 
versatility of the entries, many of 
which were equally suitable as 
a counter display, protective con- 
tainer or gift box. 


® Following are the first award 
winners (for photos of several of 


these, see Page 56): 
Class A—General Superiority According | 
te End Use | 

1. “Butisol Sodium" box by Walter P| 
Miller Co., Philadelphia, for McNeil Lab- | 
oratories. | 

2. “Gelusil” drug mailing box by Walter 
P. Miller Co., Philadelphia, for Warner- 
Chilcott Laboratories. 

3. “Sintillation’”’ perfume box by F. N. 
Burt Co., Buffalo, for Larkin Co. 

4. “Primitif” dusting powder box by 
W. C. Ritchie & Co., Chicago, for Max 
Factor & Co. 

5. Personalized matches gift box by Ma- 
son Box Co., Attleboro Falls, Mass., for 
B. Cutler Associates. 

6. “His and Hers” soap box by Williams 
Bros. Paper Box Co., St. Joseph, Mich., for 
House for Men. 

7. Whisky 


decanter box by F. J.| 


= - rc 
Powerful Men 
Traffic World's 
industrial traffic 
managers (96% of U.S, 
total) average $3.2 
million each for 
freight purchases — 
have increasing in- 
portance in materials 
handling, packaging. 


Get the facts! 


TRAE EIC 
wWwoRrnRiz.D 


515 Madison Ave., N.Y. | 


Schleicher Paper Box Co., St. Louis, for 
Stitzel-Weller Distilling Co. 

8. Lipman's candy boxes by Grigsby 
Bros. Paper Box Manufacturers, Port- 
land, Ore., for Lipman Wolfe & Co. 

9. Crystal ashtray gift box by Manu- 
facturers Box Co., Bridgeport, Conn., for 
Vogue Ceramics Industries. 

10. Revere 8mm. movie camera boxes by 
Congress Paper Box Co., Chicago, for Re- 


vere Camera Co. 

11. Decorative kitchen ensemble by Spe- 
cialty Paper Box Co., Los Angeles, for 
Barth & Dreyfuss. 

12. “Shirttails for Two" apparel box by 
Palmetto Box Co., Greenville, S. C., for 
Norris Mfg. Co. 

13. Manhattan pajama and robe box by 
Van Ness Bros., Paterson, N. J., for Man- 
hattan Shirt Co. 


14. Moccasin shoe box by Frank C. Mey- 
er Co., Brooklyn, for Kleven Shoe Sales. 

15. Men’s haberda-hery boxes by Grigs- 
by Bros. Paper Box Manufacturers, Port- 
land, Ore., for Lowenson’s. 

16. Department store holiday boxes by 
Moser Paper Box Co., St. Louis, for Stix, 
Baer & Fuller. 

17. Fishing barometer box by Consoli- 
dated Paper Box Co., Somerville, Mass., 


category represented by Caribe Shoe Corp.’s Candy Kids box, made by Frank C. 
Meyer Co., Brooklyn. A stylized stomach appropriately decorates the drug-mailer 
award winner made by Walter P. Miller Co., Philadelphia, for Warner-Chilcott Lab- 
oratories. United Paper Box Corp. made the toys-and-games box for Model Craft. 


| for Swift & Anderson. 


18. Toy baking contest box by United 
| Paper Box Corp., Chicago, for Model 
| Craft. 

19. Baby sitter’s memo box by Paris Pa- 
per Box Co., Boston, for Stelo House. 

20. Steak knife set box by L. Gordon & 
Son, Baltimore, for Charles D. Briddell 
Tne. 

21. “Memo” carbon paper set of boxes 


Ask any experienced media man. The Audit Bureau 


ot 


iad 5 ° 


Soe 


ons ol 


of Circulations (more informally known as the ABC) 


stands for no nonsense when it comes to analyzing one 


of its member’s paid distribution. 


Other methods of tallying circulation concern them- 
selves primarily with quantity; only vaguely with qual- 
ity . . . or with classifying, rechecking, separating 
haphazard giveaway copies from bona fide subscribers 
who pay for theirs. It’s the kind of addition that pays 


no attention to padding. 


Quantity figures may look impressive. (A nickel is over 


twice the size of a dime — but worth only half a much.) 


lation is 


There is a vast difference, however, between somebody 
who gets a free magazine whether or not he wants it, and 
someone who must spend money to be sure he gets it. 


This is why membership in the Audit Bureau of Circu- 
the truest test of a publication’s stature. For 
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by Anker Paper Box Factory, Los An- 
geles, for Memo Products Co. 

22. Max Factor presentation box by Spe- 
cialty Paper Box Co., Los Angeles, for 
Max Factor & Co. 

23. Pre-recorded tape boxes by Artcraft 
Paper Box Co., Los Angeles, for Bel Canto 
Pre-Recorded Tape Co. 

} ag B—Best Surface Design and Execu- 
jon. 

24. Cannon “drum” gift towel box by 
Old Dominion Box Co., Charlotte, N. C., 
for Cannon Mills. 

Class C—Superierity of Construction 

25. Parker ‘“Jotter” pen box by Denni- 
son Mfg. Co., Mariboro, Mass., for Parker 
Pen Co. 

Class D—Best Display Box 

26. Revere movie camera boxes by 
Congress Paper Box Co., Chicago, for Re- 
vere Camera Co. 

Class E—Transparent Boxes 

27. “Yello-Bole” pipe display by Sam- 
vel Barnett Co., Philadelphia, for S. M. 
Frank & Co 
Class F—General Superiority in Modified 
Set-Up Box Construction 

28. “Candy Kids" shoe box by Frank C. 
Meyer Co., Brooklyn, for Caribe Shoe 
Corp. . 


Borg Scale Drive Set for Diet 

Months in Four Magazines 
Borg-Erickson Corp., New York, 

has scheduled a color campaign 


in Bride’s Magazine, Ladies’ Home 
Journal, McCall’s and True Story 
from May through September for 
Borg bathroom scales. The cam- 
paign, running through the peak 
diet months, will stress elegance, 
luxury and the slim figure in to- 
day’s fashions. 

Advertising plans for Borg’s 
newest scale—featuring a _ fur- 
like, deep-pile carpeted platform 
—will be completed within a few 
weeks. The company reports that 
the biggest campaign in its history 
will promote the new product in 
all media. Fletcher D. Richards 
Inc., Chicago, is the agency. 


FC&B Names Two on Coast 
Ervin F. Grant Jr., an account 
executive in the Los Angeles of- 
fice of Foote, Cone & Belding on 
the Sunkist Growers account, has 
been advanced to vp. FC&B also 
named Ted Pearson assistant me- 
dia director of its San Francisco 
office. Mr. Pearson formerly was 
with Brisacher, Wheeler & Staff 
and Dancer-Fitzgerald-Sample. 


(Continued from Page 2) 

jagency men as compared with 
| their advertiser counterparts—an- 
other source of friction and resent- 


4A's Broods over Gray Flannelism; 
Seeks Modesty Mode on Madison Ave. 


Further, they are finding evidence 


| count people that the Day of Cour- 


that in recent years advertiser ex- | 


ecutives have moved up rapidly in 
income, perhaps more _ sharply 


ment. However, agency manage-/| than their agency counterparts. A 


| ment believes that this differential 
is overstressed. They believe that 


liberal expense spending that 
agency men do that advertiser ex- 
ecutives believe their agency op- 
posite numbers are vastly over- 
paid, certainly in comparison with 
advertiser executives of compdra- 
ble weight and horsepower. 


s Agency managements are pa- 
tiently collecting evidence that 
life is financially sweeter on the 
advertiser’s side of the fence—a 
life studded with pensions, de- 
|ferred income and stock options. 


this is partially because of the) 


|combination of increased personal 
|income, plus greater fringe bene- 
fits, plus protection from the 
known economic uncertainties of 
agency life, it is said (hopefully), 
will decrease this area of friction. 


|from management people. More 
| than one agency quietly tipped off 
its space and time buyers and ac- 


te AB.C.! 


the ABC audits and verifies paid circulation only .. . 
does it impartially, strictly without compromise or 


guesswork. The sleight-of-hand to fool ABC examiners 


has never been invented. 


Of the several business publications that seek to cover 
the radio and television fields, only BROADCASTING- 
TELECASTING can offer you an ABC statement. It 
verifies a paid distribution for B-T averaging 16,959 
copies in the last six-month period audited — which is 


SK To the 40 biggest-billing radio-tv 


agencies, for example? B-T has over 


5,100 paid-for subscriptions in the 


agency-&-advertiser fields. More than 
1,000 key persons are included from 


the Big 40 that spent nearly one 


billion dollars in radio-tv last year! 


even more than the paid circulation claimed (in various 
occult ways) by the other radio-tv magazines combined. 


B-T takes your advertising where you want it to go.* 


en 


TELECASTING — 


1735 DeSales Street, N.W., Washington, D. C. 
a member of the Audit Bureau of Circulations 


The others will assure you that they do, too. The differ- 
ence is a matter of logic. Since more people pay to get 
B-T, you can be mighty sure that more people . . . pay- 
ing people . . . are going to read what you have to say. 
The result is advertising that pays its way, too! 


eg 


| 


tesy had arrived. Long waits for 
peddlers, brusque interviews, 
broken appointments and other ir- 
ritants were to be minimized and 
erased if possible. 

The new look is entitled, “Let’s 
make friends for agencies and keep 
the ones we have.” 


# But the essence of the advice be- 
ing passed to agency men goes 
about like this: “Many advertis- 
er executives are being irritated by 
entertainment and many of them 
think the motive combines osten- 
tation, an attempt to influence 
their judgment and to corrupt 


Meantime, last year’s flurry of | their objectivity. So take it easy 
uncertainty over the continuation|anq don’t let extravagance ruin 
of the 15% commission system has | what could be a good working re- 
had a powerful effect on agency | lationship. Second, if you suspect 
memories. It was forcibly recalled| yoy are doing better financially 
that media pay the commission, | than the people you call on in the 
and now the whole field of media | client organization, show as little 


relations has had another look | affiuence as possible and dwell on 


the things they have which you 
do not.” 

As for the over-all public rela- 
tions of agencies, a contemplated 
advertising campaign on what an 
agency does and why it is worth 
while has been held in abeyance. 
The postponement came partly be- 
cause of disagreement over copy— 
which was inevitable with so 
many presiding copy geniuses to 
pass on its content—and partly 
because of uncertainty over the 
legal aspects of a joint campaign, 
since the Four A’s is subject to 
far-reaching restrictions. 


s It is ironic that an immediate 
result of the consent decree is to 
save money for agencies. They 
have postponed their advertising 
campaign and the Frey study is 
being wholly financed by adver- 
tisers. The Frey study—carefully 
presented as investigating the en- 
tire advertising structure—would 
almost inevitably have raised the 
question of agency participation. 
Agencies, presumably through the 
Four A’s, would have been asked 
to contribute. 

But present circumstances make 
it difficult to say with assurance 
where the Four A’s may act, and 


'in legal matters it is hyper-cau- 


tious. In fact, while considerable 
commotion was made about the 
hurried appointment of an adver- 
tiser re'ations committee at the 
1956 annual meeting of the Four 
A’s, the committee (on legal coun- 
sel’s advice) never met with its 
advertiser counterpart. + 


; WALLINGFORD 


One e— mee ae 


tJ CONNECTICUT'S 


Pr —"" BULL'S-EYE MARKET 
Bull's-Eye on 

$91,233,000* 
Retail Sales! 


Squarely on target! That's 
your advertising in THE REC- 
ORD & JOURNAL, covering 
97% of the rich Meriden & 
Wallingford market! Try 
Hartford and New Haven 
newspapers and you'll miss 
by a country mile. Score 
surely, easily, economically 
here now. 


*SM '56 Survey 


The Meriden 
RECORD & JOURNAL 


MERIDEN, CONNECTICUT 


Gilman, Nicoll & Ruthmen 
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FC&B Presents Ad Art of West 

to Library of Congress 
: Foote, Cone & Belding, Los An- 
geles, has presented the Library of 


Congress with a 40-year collection 
of magazine and newspaper adver- 
tisements chronicling the growth 
of advertising in the West since 
World War I. The collection fea- 
tures typically California products 
and attractions—oranges, tourism, 
movies, airplanes, petroleum, 
sportswear and outdoor living. The 
Library of Congress, which nor- 
mally does not accept advertising 
material, accepted the collection 
because “it serves as an interesting 
example of the development of 
advertising in the West.” 
Companies whose advertise- 
ments appear in the exhibit include 
All-Year Club, Arden Farms Co., 
Calavo Growers, California Walnut 
Growers Assn., Catalina  Inc., 
Cohn-Hall-Marx Co., Consolidated 
| Steel Co., Walt Disney, Hughes 
| Tool Co., Lockheed Aircraft Corp., 
Pacific Electric Co., Pacific Mutual 
Life Insurance Co., Purex Corp., 
RKO Pictures Corp., Safeway 
| Stores (for Jell-Well), Southern 


LOOKING 


FOR US? 


We can manufacture a few 
more magazines because of 
our re-equipment program. 
Ideally located for distribu- 
tion in the Eastern half of 
the U.S 


With over a century of ex- 
perience, we have the know- 
how and the plant for com- 
plete large scale production 
of your periodical printing 
from layout to mailing. 


For detailed information 
write to: 


Box 


| Pacific Co., Sunkist Growers and 
| Union Oil Co. 


572, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, 


Campbell's Budd Urges Caution in 
Altering Agency Compensation Setup 


(Continued from Page 2) 
items. This tendency was quickly | 
and satisfactorily ended when these 
products got their own agency. 

2. With multiple agencies there 
are more sources of experienced 
judgment available. 

3. There is a healthy competition 
among agencies—to their benefit 
and Campbell’s. 


4. When advertising is distrib-| 


uted among a number of agencies, 
the client benefits from greater 
knowledge of successful markéting | 
efforts of more companies. 

5. When the buying of time and 
programs is involved, multiple 
agencies provide more interested 
sources of information as to avail- 
abilities. 


® Mr. Budd listed these disadvan- 


| tages of multiple agencies: 


IN WICHIT 


TOTAL DISPLAY 
EAGLE 


fe pa é 
é ae 4 
RPMS 08 ns Ad 5 
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GENERAL DISPLAY 


BEACON EAGLE BEACON 

Morning Evening Year Evening Morning Evening Year Evening 
10,474,663 9,716,985 1950 12,810,626 1,022,961 1,032,581 1950 1,985,998 
12,575,565 10,043,526 1951 14,289,462 1.157.038 1.138.669 1951 1,922,173 
14,255,462 11,425,792 1952 14,203,475 1,079,324 1,072,838 1952 1,883,805 
15,542,423 12,393,183 1953 14,351,369 1.471.294 1,435,651 1953 2,097,272 
16,731,836 13,564,766 1954 13,087,410 1,417,724 1,395,567 1954 1,922,055 
19,800,424 15,037,123 1955 13,524,233 1/549.315 1.478.379 1955°  —-1,550,603 
20,053,818 15,502,406 1956 12,420,684 1,887,942 1,806,163 1956 1,669,265 

1956 vs. 1950 1956 vs. 1950 
9,579,155 5,785,421 Gain loss 389,942 864,981 773,582 Goin oss 316,733 
91.3% 59.5% Percent loss 3.0% 84.6%, 74.9% Pevesnt Loss 15.9% 
RETAIL DISPLAY CLASSIFIED 

EAGLE : BEACON EAGLE BEACON 

Morning Evening Year Evening Morning Evening Year Evening 
4,693,472 3,612,132 1950 7,618,677 4,183,716 4,184,671 1950 2,356,685 
5,727,765 3,097,250 1951 8,125,255 5,098,850 5,159,910 1951 3,162,189 
6,571,151 3,407,320 1952 B,453,313 5,987,454 6,133,871 1952 2,881,216 
7,032,034 3,781,355 1953 8,430,367 6,184,616 6,320,255 1953 2,549,487 
7,746,969 4,243,774 1954 7,924,764 6,714,283 6,855,460 1954 2,207,079 
9,312,878 4,497,633 1955 8,086,339 7,907,662 8,048,963 1955 2,482,630 
9,362,684 4,786,457 1956 7,008,560 7,672,273 7,836,188 1956 2,607,809 

1956 vs. 1950 1956 vs. 1950 

4,669,219 1,174,325 Goin Loss 610,117 3,488,557 3,651,517 Goin 251,124 
99.5%, 32.5%, Percent Loss 8.0% 83.4%, 87.3%, Percent 10.7% 


Any O'Mara & 


complete 


Source: Medio Records 
Figures expressed in lines 


Ormsbee or Wichita Eagle 


representative will be glad to furnish you with 
statistical 
guidance if you wish to use lineage as a 
yardstick in selecting a newspaper for your 
advertising message in Wichita, Kansas. 


data for your further 


ICHITA EAGLE 


A member of the Metro Sundoy Comics Network 


1, As more and more personnel 
become involved in the client’s 
policies and practices, there are 
more opportunities for violation of 
them. 

2. It is necessary to be alert to 
|the dollars spent through an agen- 
cy. It does not pay to spread your- 
self so thin that an agency does not 
find your account profitable. 
Campbell is concerned on this 
score when billings through an 
| agency are less than $2,000,000. 

3. Competition between your 
own brands may become such that 
the agencies concerned may resort 
to expediencies. 

4. It is necessary to get a con- 
stant objective review of policies. 
This cannot be done just once a 
year. 


® Mr. Budd said the five most im- 
portant characteristics sought in 
an agency are: 

1. Integrity and deep-seated 
jconvictions. This includes the 
|}agency having the courage to ex- 
press its exact opinions and beliefs. 

2. Creativeness. Mr. Budd cited 
a number of examples of this. 
| Noting that Campbell became con- 
| cerned that since it had been ad- 
| vertising consistently in some 


m™ books continuously since 1904— 


ipeople would tend to think of its 
i product “as good old soup” with- 


= out any excitement or interest. 


When this problem was put to 
fits agencies, such successful ideas 
as “soup on the rocks,” soup 
shakes, a pat of butter in soup, 
soup burgers and a series showing 
how the soup comes to be, were 
the result. Mr. Budd reported that 
Gallup-Robinson readership fig- 
ures reflect the success of these 
ideas: From an average rating of 
12.2 in 1950, readership climbed 
steadily each year, with the cur- 
rent rating being 24.8. 


mean entertainment. It does mean 


ly and (2) 
proper agency services. 

| 4 Mature business judgment. 
|More and more, advertising men 
jare expected to be marketing 
counselors, and this is considered 


= 3. Ge ° i 
. Semeey. This dose rot, e Support the request with hard, 


| (1) a willix.uess to man the agen-| factual 


'cy staff adequately and intelligent- | 
the furnishing of) f 
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a reasonable part of agency serv- 
ice. 

5. Practical discontent, particu- 
larly with creative efforts. It’s not 
a case of just something new, but 
an effort to study and experiment 
with ideas that is desired. 


s On the subject of agency com- 
pensation, Mr. Budd observed that 
increasing attention and review of 
the subject is in order, regardless 
of government action. Today’s bus- 
iness climate is such that all bus- 
iness is compelled to take a second 
look at factors of expense, Mr. 
Budd said. 

In his opinion there is a varying 
amount of fat in all phases of bus- 
iness. For this reason it is healthy 
to review agency-client relations 
objectively. This relationship must 
be looked at over-all, because it is 
hard to attack logically or defend 
it piecemeal, Mr. Budd feels. 


s Observing that the present 
agency compensation method is 
backed by years of hard experi- 
ence, Mr. Budd said as a client he 
wants all the service and top man- 
power available from the agency, 
and does not seek less than the 
value set in the marketplace. He 
feels lavish entertainment and oth- 
er window dressing are the con- 
cern of the client, because the 
agency’s income comes only from 
the client’s pocket. 

Discussing the Fry ANA report, 
Mr. Budd says he feels it will be 
of constructive service because it 
is being made by honest workmen. 
It should provide a valuable guide 
for determining proper agency 
service. He does not feel that agen- 
cies need fear unfair demands 
from advertisers. “You cannot ap- 
praise the value of manpower,” he 
said, 

Pointing out that a big problem 
facing agencies is that of effec- 
tively supporting requests for an 
appropriate budget, Mr. Budd set 
down these rules for doing so: 


e Be fully informed of the manu- 
facturer’s gross profit objectives, 
over-all and for the products han- 
dled by the agency. 


information. Review the 
past in making a logical request 
or a future budget. 


|e Present tangible, specific results 


from test markets where an in- 
creased budget has resulted in 
more sales. (This is the most dif- 
ficult of all, Mr. Budd said.) +. 
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PIERRE BULTINCK, CHAIRMAN 
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Show your products, services and ideas at the 42nd 
NATIONAL HOTEL EXPOSITION— ‘The Greatest 
Mass Housing and Feeding Show in the World.” Get 
ahead of the pack and get your share of this 15 
billion dollar market! Plan now to exhibit! 


42" NATIONAL HOTEL EXPOSITION 
ce Se 


FOR EXHIBIT SPACE AND INFORMATION write to: 
W. K. Seeley, General Manager * National Hotel Exposition 
141 W. 51st St., New York 19, N. Y. © Circle 7-0800 


NR ST ET ks 


NEW YORK COLISEUM 
59TH ST. AT COLUMBUS CIRCLE 
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MAGAZINES GET ACTION... 


- ee fee 


IN THIS ADVERTISING AGE! 


AD AGE BiB ik; 


2nd Publication 


3rd Publication 


5th Publication || 51,940 


That’s why Advertising Age carried almost 2/3 of all magazine advertising 
linage in the advertising trade press during 1956. No matter how you measure 
it—big pages vs. little pages—linage gain or loss—magazine advertisers 
have again demonstrated their overwhelming preference for the action their 


advertising gets in the pages of Advertising Age. 


Is your magazine's sales story reaching the leaders of advertising action? Our 


representatives are prepared to prove to you that it can—every week—in the 


pages of Advertising Age! 


MAGAZINE LINAGE IN THE 
ADVERTISING TRADE PRESS, 1956 
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A winning smile 


a becomes a winning commercial 


when the selling message 
has teeth in it. 
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THE NATIONAL NEWSPAPER OF MARKETING 1 


The Care and Feeding of Charity Drives ... 


The Place of Mass Media and the Operations of the 
Advertising Council in Fund Solicitation 


I trust you won't object if I begin my 
remarks by doing what may seem to you 
a surprising—even perhaps an improper 

—thing; briefly, I should like to turn this 
completely reputable assembly for a few 
moments into a gambling establishment. 
But let me say at once, lest I arouse any 
false hopes, that this will have nothing to 
do with either horses or the stock mar- 
ket. 

It will, however, have a great deal to 
do with the utterly incredible impact of 
the mass media on public giving. 

I am going to describe a situation and 
ask you to bet on what happened. 


® Almost six years ago to the day, a very 
well known and worth while organization 
was out to raise needed money. The or- 
ganization was the USO, and in the words 
of a famous five-star general the USO 
needed the money to provide “proper 
moral, social, recreational, and educa- 
tional facilities” for the young men and 
women of our Armed Forces when they 
were off-duty. 

A top radio and television star got wind 
of the USO need, and he very patriotical- 
ly offered to devote one entire program 
to its drive. He had a popular nationwide 
television show, and he knew he could 
raise a million to a million and a half dol- 
lars. Everyone else knew it too, but no 
one was prepared for what actually hap- 
pened. 


8 On a March night of 1951 this million 
dollar program was put on the air. The 
five-star general appeared on the show 
and the star wound up with a moving 
appeal, which I now read verbatim: 

“This is an emergency appeal for the 
USO. Funds are urgently needed to send 
entertainment units to Korea—to bring a 
bit of home to our men away from home. 
I’ve seen those men in Army and Navy 
camps and hospitals. They’re great guys. 
But I needn’t tell you—they are your sons 
and daughters. Just a few months ago 
they were your neighbors. Now they are 
all over the world, thousands of miles 
away from you, so that you and I may 
live in peace. Help the USO to lick one of 
their greatest enemies—loneliness. Send 
in your contribution tonight. Here is the 
emergency address—an easy one. Mail 
your cash or check to me, USO, Box 9, 
New York 17, New York. Jot that address 
down and get the money up! You’ve seen 
enough of me tonight, now let me see 
something of yours—your signature on a 
check made out to the USO. The USO is 
back! Let’s back the USO!” 


® So there is the situation on which I am 
going to ask you to make a bet with your- 
selves. Of course the cards are slightly 
stacked, because the cause was worthy 
and well known. So there was a power- 
ful combination of worthy cause—famous 


Early in April, George F. Ludlam, vice-president of The Advertising Council, 
addressed a dinner meeting of the Fourth National Conference on Solicitations. 
AA reported the general tenor of his remarks at the time, but Mr. Ludlam’‘s 
exposition of the place of mass media in fund raising, and the functioning 
of The Advertising Council, is so lucid a dissertation on charitable and civic 
activities and the place which advertising media and methods can play in 
their support, that every adman—and every adman’s wife, pastor and friends 
—will probably benefit from this full text of Mr. Ludlam’s speech. 


television star making a moving personal 
appeal—the message going into thou- 
sands, even millions, of homes throughout 
the country—the amount needed, one 
million dollars. 


Question: Did the TV Star 
Raise the $1,000,000? 

Now then, how much did they raise? 

How many of you think they raised the 
million dollars? 

How many of you think they raised 
half of it? 

All right, let’s start at the other end of 
the scale and work up...how many of 
you think they raised ten thousand dol- 
lars? 

Well, I am not going to ask you to bet 
any more, because I am obviously under- 
mining your confidence in your stock 
market and horse racing operations, with 
who knows what disastrous effects on 
the national economy. 

I will simply tell you what the result 
was. The records in the file show that by 
three weeks later the total amount raised 
was $700. 

+ Re me 

In 1948 The Advertising Council was 
approached on behalf of the American 
Overseas Aid United Nations Appeal for 
Children. The total amount needed was in 
the neighborhood of $68,000,000. A for- 
midable sum to be sure, but it couldn't 
have been for a more worth while cause, 
which was feeding and caring for hungry 
and destitute children throughout the 
world. We accepted the campaign in spite 
of our doubts about its probable success 
because it was one of those that you sim- 
ply couldn’t turn down. But events proved 
that our doubts were well founded. 

In spite of a very considerable concen- 
tration of publicity, insufficient prepara- 
tion had been done in organizing collec- 
tion facilities in local cities and towns. 
So in spite of our best efforts, and the 
best efforts of advertisers and media 
owners, the total sum raised of the $68,- 
000,000 was $1,500,000—even for so 
worthy a cause. 

* a” « 


And now just to confuse the situation 
further, let me tell you two more stories. 
All of us remember, I imagine, the disas- 
trous floods which struck the northeast- 


ern part of the United States in the fall 
of 1955. The Red Cross urgently needed 
$12,000,000 to relieve the immediate suf- 
ferings of the victims. Mass media were 
used, but because of the shortness of 
time the appeals were confined mainly to 
radio and television. Within a space of 
less than two weeks, over $14,000,000 
had been raised, and the Red Cross 
asked The Advertising Council and the 
mass media owners to please stop the ap- 
peal. 

Finally, everyone remembers the dread- 
ful events in Hungary last fall, and the 
arrival here in the United States of 
shocked, stunned, suffering people, many 
of whom had only the clothes on their 
backs. The Red Cross, CARE and the 
three major religious groups appealed to 
the American people for assistance via 
the mass media and within a very short 
space of time, the required sum of $5,- 
000,000 had been raised. 


Aa * * 


Now, of course, there was one very im- 
mediate and obvious reason why the sec- 
ond two appeals were successful and the 
first two were not. The floods of 1955 
were very much in the news and so was 
the Hungarian situation of 1956. The pa- 
pers were full of both. The first appealed 
to our pity. The second appealed to our 
pity and roused our indignation. And in 
both cases the victims were close and vis- 
ible. In the first case they were immedi- 
ate friends and neighbors, perhaps; and 
in the second case they were people who 
were arriving daily on our shores. 

But above and beyond this, there is a 
very important second reason for the suc- 
cess of the last two appeals and for the 
failure of the first. That reason is the ex- 
istence of widespread local organized fa- 
cilities for collecting funds. In our expe- 
rience this is absolutely critical to the 
success of any fund-raising appeal using 
mass media. 


s A third interesting case in point is that 
of the Crusade for Freedom, which for 
three years has been collecting money 
for the operation of Radio Free Europe 
and other devices for getting the truth 
behind the Iron Curtain, with a gradually 
increasing measure of success. Why the 
success? Because in each successive year 


the local collection agencies have been 
better organized and more widely estab- 
lished. 
I think it can be said that the mass 
media, by themselves and without lo- 
- eal reinforcement, are largely inef- 
fective in raising money. 

Now I know that someone is going to 
say, what about telethons? Telethons 
raise a lot of money. Well, they do. Ac- 
tually they don’t raise quite as much 
money as a good many people think, but 
they do raise money; and they do it be- 
cause the telethon relies on local organ- 
ization carried on locally, reinforcing 
what’s done locally on radio and tv. In 
a way, it is simply a method of knocking 
on the local door, making a pitch in the 
local living room, but—and this is a very 
important but—only after preliminary 
promotional build-up has been done in 
the local community. 


Mass Media Provide 
a ‘Publicity Backdrop’ 

Now what does all this mean? Does it 
mean that the mass media have no effect 
whatever on public giving? By no means. 
While the mass media are not as efficient 
as a good many people think in raising 
money directly, they do have a tremen- 
dous role in modern fund-raising. 

Their major and extremely important 
function is to build up pressure behind 
fund-raising activities in the local com- 
munity. They provide what is called in 
the jargon of the trade a publicity back- 
drop. And this pressure that they create 
may become almost irresistible. 


s For one thing the wel! advertised cause 
carries a great deal of prestige. It has 
less difficulty in getting leading citizens 
to sponsor it. For another thing, the very 
repetition of a cause over the national 
media makes it become almost a house- 
hold word. It lends it the air of being a 
standard product, something reliable. 
And this can have an almost hypnotic ef- 
fect on givers and on giving. It makes it 
difficult to criticize and to apply rational 
standards. 

It is hard for a community and an indi- 
vidual giver, or even for a corporation, to 
examine with a cold eye an appeal that 
everyone is backing. The fact that a big- 
name movie or television star asks help 
for a cause seems to put it in many minds 
beyond the realm of question as to the ac- 
tual need, or as to the integrity of its op- 
erations. The almost overpowering impact 
of the mass media opens the door of the 
public to the salesman at the same time 
that it reduces sales resistance. 


= It may even produce a situation in 
which the sale becomes too easy from the 
point of view of the public good. Some 
people, for example, have maintained 
that in comparison with the needs of oth- 
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er health problems, the March of Dimes 
has collected a disproportionately large 
sum of money each year. Since I well re- 
alize that in this matter I tread on dan- 
gerous and controversial ground, I will 
not comment further on this point of 
view. But there certainly can be very 
little doubt that the success of the March 
of Dimes is an outstanding illustration of 
the power of the mass media in bringing 
prestige and emotional impact to an ex- 
tremely well organized local effort. 

The enormous influence generated by 
the mass media on giving practices, or 
perhaps it would be more accurate to say 
the terrific pressure exerted on the mass 
media by the modern fund-raising organ- 
ization, has given rise to a problem that 
has come up within the last ten years to 
harry us all. I refer, of course, to the 
growing multiplicity of campaigns seek- 
ing the help of national advertising. 


s This has come about since the war. 

From 1942 to 1945, the support of the 
mass media was placed exclusively be- 
hind government projects directly nec- 
essary to the war effort. Only two private 
appeals were considered and even these 
two were quasi-official—the National 
War Fund and the American Red Cross. 
No mass media were available for any 
other private appeal. 

Once the war ended, however, the var- 
ious national causes were on their own 
again. But things had changed. The mass 
media had done a spectacularly success- 
ful job with a number of war connected 
projects. In so doing they had given an 
imposing demonstration of their effec- 
tiveness and of how they could be ex- 
ploited. 


s This demonstration was not lost on the 
proponents of a number of worthy pri- 
vate causes who had been kept under 
wraps during the war. During all of this 
time they had been standing on the side- 
lines watching with interest, and hungrily 
rubbing their hands. They had received 
a complete course of lessons in how to 
get free advertising, free space in news- 
papers, on car cards, on outdoor displays, 
free time on the air. And once the war 
was over they proceeded to put these les- 
sons to good use. 

As a consequence, employment of the 
mass media has become a standard tool 
of professional fund raising as well as 
other public campaigns. 


s I know I don’t have to tell anyone in 
this room of how these demands for free 
time and space, as well as demands for 
money, have increased in the last ten 
years. But just by way of illustration let 
me mention that the Advertising Council, 
which accepts only national projects, re- 
ceives about 150 applications for help 
each year—an average of three a week— 
of which most are for fund-raising. You 
are aware, of course, of how the multi- 
plicity of campaigns has become a grow- 
ing problem for you. Let me give you just 
a brief outline of how the same problem 
affects advertisers and media. And when 
I say advertisers and media, of course I 
mean people. 

I mean the people in the advertising 
and public relations departments of busi- 
ness concerns. I mean the people in ad- 
vertising agencies, people in networks, 
people in radio and television stations, 
people in companies selling spaces on 
outdoor panels, posters, car cards—and 
even people who make books of matches. 
All these men and women are people like 
you who want to do the very best they 
can with their contributions, whether 
these contributions are of time, or space, 
or money or personal service. And please 
let me say right here that these people in 
advertising give time, space, talent and 
services that amount to many millions of 
dollars each year. 


How Did the Ad Council 
Get Into This Business? 
You may ask at this point, why do you 


mention The Advertising Council? And 
what has it to do with fund-raising? Well, 
the answer to the second question leads 
into the answer to the first. And the an- 
swer to the first is honestly something 
more than merely my “commercial” of 
the moment. 

The Advertising Council helps national 
fund-raising campaigns with which you 
are all familiar—cancer, heart, tb—by 
helping them get contributions of radio 
and tv time on the air from networks, and 
space from media. Let me give you a bit 
of background on how we got into this 
business, because I think it is pertinent to 
this discussion. 


® The Advertising Council was set up 
during the war as the War Advertising 
Council to obtain the active cooperation 
of the advertising industry with the total 
war effort. After the war the council was 
continued in order to obtain public action 
for the solution of important national 
problems. 

These problems, as we in the council 
examine them from time to time, to make 
sure that we are doing the jobs that really 
ought to be done in the public interest, 
seem to fall into five major areas. The 
first of these is helping to conserve our 
human resources—and in this general 
area come such projects as our better 
schools campaign, our campaign on reli- 
gion in American life, our campaign on 
mental health, our campaign on higher 
education; and of course, such things as 
the Red Cross and the Community Chests. 


® The second area has broadly to do with 
conserving our natural resources. And 
here of course, we mention our campaign 
to prevent forest fires, and a project 
which we haven’t yet adopted but which 
is always being considered from various 
angles—and that is to conserve the water 
resources of the United States. 

In the third broad area of our activity 
are grouped various projects to aid in the 
national defense. And here of course, we 
would include our new armed forces 
manpower campaign and our campaign to 
recruit ground observers for the Air 
Force. 


s Our fourth broad area is helping to 
preserve the national economy. And of 
course, here our major campaign is one 
of the council's oldest projects, which is 
the promotion of United States savings 
bonds. Also in this grouping is the cam- 
paign which we undertook some years 
ago to explain the operations of our 
American economic system. And here too 
are projects such as our anti-inflation 
campaign, and the campaign which we 
undertook, I think it was in 1954, when it 
seemed as though we might be slipping 
into a recession, to explain the future of 
America, in terms of resources, needs, 
jobs, and all the things that will be need- 
ed as our country grows and expands. 

The last major area in which our op- 
erations fall can perhaps best be de- 
scribed as helping the cause of freedom 
overseas. And here we would list such 
projects as our campaign to assist CARE, 
our campaign to help religious overseas 
aid in behalf of the three major religious 
faiths, and our Crusade for Freedom cam- 
paign which raises funds to support Ra- 
dio Free Europe, as I mentioned a few 
moments ago. End of commercial. Your 
wandering attention, if you please, may 
now return. 


® Now I am sure that all of you have no- 
ticed one thing in that list of our projects 
and activities. A comparatively small 
proportion of them concern themselves 
with the actual giving of money—and 
that, I think, is an important distinction. 
When I was asked to talk to you this 
evening on the impact of the mass media 
on public giving, I suggested that the 
subject was really a good deal broader 
than that, because of course it isn’t just 
giving, it’s public doing that we concern 
ourselves with. And when I say doing I 
mean all those things that the individual 
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It’s been a long time, in terms of advertising chronology (which is about 20 
times as fast as ordinary time), since one of the Toigos—John, wasn’t it?— 
snatched the Schlitz account for an agency named Biow-Beirn-Toigo while the 
agency still had the Ruppert account. That was just about the beginning of the 
end for the Biow-Beirn-Toigo agency, for a man named Biow (first name was 
Wilton or Chilton or something like that) said it was all a mistake. Then Toigo 
left, the accounts left, and so did everybody else. 


Anyway, Toigo (it must have been John) went to the Jos. Schlitz Brewing 
Co. of Milwaukee, Wis. And, for a while, most agency people sat with their 
breath abated waiting to see if Schlitz would suddenly break out with adver- 
tising that looked exactly like the Pepsi advertising which looked exactly 
like the Philip Morris advertising since Toigo had been responsible for both. 


As previously stated, while things happen fast in the agency business, they 
don’t happen quite as fast in the everyday world. So it is only now, when the 
departure of Toigo, of the B-B-T accounts and everybody else has been super- 
seded in most people’s minds by the departure of other eminent people from 
other agencies, that Schlitz appears with, presumably, the Toigo touch. And 
what is it? Schweppervescence as applied to beer. Schlitz has that Schlitz- 
draught taste. It’s Schlitzlight. And it offers you Schlitzness. 


We don’t know that any of the arguments advanced will make us, as the 
slogan urges us to become, a Schlitzer. But we must confess we won’t soon 
forget the name. And the whole advertisement has about it a sense of humor, 
a feeling of not taking itself too seriously, that Schlitz well with us. It’s 
not particularly great advertising, but then what can you say about a beer 


citizen—every single one of us—can do to 
improve his own lot, to help his neigh- 
bors, to improve the town in which he 
lives—to fulfill, in short, his obligations 
as a responsible human being. 


= Very early indeed in the operation of 
the Advertising Council, we realized that 
if we concerned ourselves merely with 
public giving our activities would be too 
narrowly confined. And more than that, 
if you stop to think a moment, you will 
realize that they could concern them- 
selves mostly with the things that are the 
matter with you. Heart, polio, cancer, di- 
abetes, muscular dystrophy, cerebral pal- 
sy, multiple sclerosis, lights, lungs, liver, 
blindness, hearing—my heavens, if that’s 
all we did, and used the mass media for 
those ends, there’d be a very real danger 
that we would turn the country into a na- 
tion of hypochondriacs. 

Besides which, everything else would 
be crowded out. And there are some 
things which simply must not be crowded 
out. 


s For example, back in 1946 the public 
schools of the nation were in really des- 
perate straits, as I am sure all of you will 
remember. Now I don’t propose for a 
minute to catch myself in the trap of 
comparing apples to oranges by letting 
someone ask me if I think that schools 


are more important than heart disease or 
heart disease is more important than 
schools. I simply want to point out that 
there were things that had to be done, 
and that if we had let ourselves do noth- 
ing but health projects, or nothing but 
the projects that need money from the 
public, some other very important things 
wouldn’t have been advertised at all. 


How the Ad Council 
Decides What to Push 

So the Advertising Council was con- 
fronted with the question of how to de- 
cide among the many causes brought to 
its attention. The problem was never 
wholly solved, because of course it is a 
continuing problem and can never be 
solved. But we did achieve a partial solu- 
tion by establishing a set of criteria— 
though of course we are not primarily a 
standard-setting body like the National 
Information Bureau, or your solicitations 
committees. Here are the criteria which 
we have found helpful, and which may 
be helpful to you. 

One—a fund-raising organization sup- 
ported by the Advertising Council must 
keep to a reasonably high level in its pro- 
motion and accounting methods. In this 
connection the council takes into consid- 
eration whether or not the organization 
currently meets the standards of the Na- 
tional Information Bureau. And I should 
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House & Garden... 
the only one 


of the 


Six Publications 
to show 
an increase 
in Advertising linage 
for the 
first third of 1957 


Reason? More quality advertisers are finding out that they must first reach the 
upper income tastemakers, the more-than-half million families who comprise 
House & Garden’s audience. That H&G was “‘the only one of the six’’ publications 
in the home service field to show an increase in advertising linage is a tribute to its 
vitality, to its status as ‘‘the deciding factor ’’ with the leadership group who direct 
The Home Country’s buying habits. 


*American Home, Better Homes & Gardens, House & Garden, House Beautiful, Living for Young Homemakers, Sunset. 
According to Printers’ Ink, April 12, 1957, comparative linage summary, 1956-1957. 
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like to say here that our ten years of co- 
operation with NIB have been invaluable 
to us. At the same time, the council has 
reason to believe that it has done a good 
deal to help this work by making organ- 
izations realize that unless they meet 
NIB requirements they may not get Ad- 
vertising Council help, which in turn 
means that they may not get the help of 
the mass media. 


s Our second criterion is that the enter- 
prise shall not be for profit or politically 
partisan, or connected in any way with 
lobbying. 

Three, the project must be genuinely 
national in scope, so that expensive ad- 
vertising made available by business 
firms shall not be wasted on appeals 
without citizen interest and support in 
communities throughout the country. 

Four, the project must be of sufficient 
importance to warrant the use of national 
advertising. For example, the council has 
refused aid to nationwide appeals for 
funds to fight diseases that afflict only a 
few persons, for local memorials and 
shrines, for shelters and hospitals serving 
limited numbers of beneficiaries, or 
whose interest is restricted to special 
groups. 


s So much for criteria. 

But we very soon found that these cri- 
teria once established could not be ap- 
plied in a static manner. It was necessary 
to develop them in accordance with our 
growing experience in changing situa- 
tions. For example, take the word “na- 
tional.” This word had to be interpreted 
to include the requirement that an organ- 
ization seeking council support must have 
a sufficient number of chapters or com- 
mittees to follow up the national adver- 
tising in local communities throughout 
the United States, as well as to render 
services in them as needed. 

Later, another requirement had to be 
added to the criterion of “importance” 
with reference to health causes. The 
number of persons affected by the dis- 
ease must be substantial, since the prac- 
tice had developed of organizations form- 
ing themselves around the most obscure 
ailments, and asking that they be called 
to the attention of the public for the pur- 
pose of raising money for research. 


® The application of this criterion, in- 
cidentally, has led to some really funny 
experiences. Here is a common one. A 
health organization applying to the coun- 
cil is asked how many people are affected 
by the disease. The answer is, say, about 
15,000 or 20,000. We ask a further ques- 
tion. “Isn’t this rather a small number of 
people about which to disturb 160,000,000 
Americans?” And we are answered, “Oh 
there are probably many, many thou- 
sands more suffering from it but the doc- 
tors don’t diagnose it correctly.” So then 
we say, “Well, wouldn’t it be wiser per- 
haps to publicize the medical profession 
directly about it?” And we are told, “Oh, 
we have done that but the doctors don’t 
pay any attention to a disease unless they 
hear about it on the radio and television.” 

The suggestion seems almost inescapa- 
ble that we are being asked to use adver- 
tising in order to induce more customers 
to contract a given disease! 


® Now why have I dwelt so long on 
standards, and why are standards after 
all so important? 

It is because they are an inescapable 
part of this whole problem of the impact 
of the mass media on public doing and 
public giving. 

The mass media themselves, as I point- 
ed out at the beginning of my remarks, 
are not too effective directly when it 
comes to raising money from the public. 
But they are enormously effective in 
moving people to do the things that in 
turn induce other people to give money, 
or do the other things that need doing. 
And it is just because they are so effec- 
tive that all of us—and that means every 
one of us here in this room—must do ev- 


erything we possibly can to make sure 
that only those causes which are really 
worthy, which are really genuinely well 
run, which really have some right to 
make a plea before the public, are en- 
abled to use the mass media, with the 
enormous pressures that these media can 
bring to bear. 


What Do We Do About 
Too Many Good Causes? 

And this brings me to a second prob- 
lem—or perhaps a second phase of the 
same problem—for which I frankly have 
no solution. 

Weeding out the sub-standard organi- 
zation is an important matter, but there is 
another equally important. 

An emerging problem for contributors 
of advertising, for contributors of money, 
for contributors of personal leadership, is 
the constantly growing number of good 
causes which put a constantly increasing 
strain on existing facilities, and on the 
men and women—God bless them—who 
go around and do the things that need 
doing in the local community. 


= Some years ago a leading business pub- 
lication had this to say editorially, and I 
quote: “One of the greater plagues of 
business life these days is the incessant 
flood of appeals from charitable organi- 
zations, either for funds or for help in 
raising them. We suspect that this bur- 
den lies with a special weight on the ad- 
vertising business, partly because adver- 
tising people have become pushovers for 
contributing their time, talent, or money. 
We hear the same story almost every- 
where we go, and from all we can tell, the 
trend is decidedly upward. The problem 
is not so much to weed out the bad char- 
ities and leave in the good ones, the prob- 
lem is that there are just too many good 
ones for any business to handle properly 
no matter how dcep in the excess profits 
tax brackets it may be.” 

Those lines were written more than 
five years ago, but I am sure every one of 
you will agree that they are even more 
true today than they were when they 
were written. 

So what are we to do? In the face of 
this growing and continuing impact of the 
mass media, in the face of the growing 
number of causes we would like to sup- 
port, what are we to do? 


® To take the second problem first, in 
view of the fact that the energies and 
abilities of the people who do most of the 
work cannot be infinitely subdivided, 
there may perhaps be some hope in the 
idea of grouping campaigns. I don’t know. 
The Advertising Council takes no position 
on federated versus individual fund-rais- 
ing. Yet the facts do seem to point toward 
health campaigns, for instance, as com- 
prising a single area of public concern 
which perhaps at some future time might 
be handled in this way. 

As example of what might happen is 
furnished by a different field. The sep- 
arate needs of the colleges are being pub- 
licized under the Advertising Council’s 
campaign in behalf of the Council for Fi- 
nancial Aid to Higher Education. 

Again, largely through our efforts, at 
least the advertising portion of the fund- 
raising campaigns of the three great re- 
ligious faiths for overseas relief have 
been united in one project. We regard 
this as a promising step. 


® But please let me emphasize again that 
we are merely observers of these events 
and not in any sense proponents. I must 
openly and candidly admit that in the 
last analysis, I know of no solution to this 
phase of the problem with which we are 
all concerned. 

So to summarize: We, like you, are 
faced by the problems of multiplicity of 
campaigns and of maintaining high 
standards in fund-raising. We, like you, 
are working on these problems with the 
best tools at our disposal. The thought 
that I should like to leave with you to- 
night is that in at least one area we can 


help each other—we must help each oth- 
er. By our rigorous selection of national 
programs and our application of stand- 
ards, we help to guard you against being 
overwhelmed, as one might say, from the 
air. By your selection and maintenance 
of standards, you help us when we say to 
an advertiser or an advertising medium, 
“No, this appeal—even though it has big 
names behind it—does not have council 
support because it does not meet reason- 
able criteria. And it has been rejected not 
only by us and by the NIB, but by Cleve- 
land, Detroit, Denver, Los Angeles.” 


s These times in which we find ourselves 
make many demands, not the least of 
which is the demand on the individual 
citizen to give his dollar, to devote his 
hour, to causes which will make his own 
life more meaningful, or the world of his 
family and his neighbors a better place. 
No one would end such demands. Their 
very existence, and the results which they 
achieve, have been noted with amaze- 
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ment by foreign observers as one of the 
truly unique and inspiring aspects of 
America. As a nation we still cling to the 
pioneer notion of joint effort, joint re- 
sponsibility. 

To keep that great work good is the 
constant aim of all of us here tonight. It 
is also the aim of the proprietors of the 
mass media, and with the proper help 
they will succeed. They need the help of 
communities which have learned, many of 
them the hard way, to choose intelligent- 
ly. They need the help of corporations, 
whose public service advertising exerts 
tremendous pressure, and who have come 
to realize that it must be responsibly em- 
ployed. And finally, they need the help 
of individuals; for most of us exert pres- 
sure, most of us work, most of us give. 

The decision to work, to give, to bring 
our influence to bear, must be based on 
sober judgment, wisely informed. To act 
otherwise is to shrink from a choice 
which year by year grows more urgent 
for us all. 7 


When Your Regular Dealers Complain 
About Broader Brand Distribution 


By E. B. Weiss 


Are your salesmen fearful of “trade re- 
action” when you open up distribution of 
your line into new outlets? It’s only nat- 
ural that they should be; they take the 
brunt of dealer complaints. Here, then, is 
argument for their re- 
buttal: 

1. How many brands 
and categories, Mr. 
Trade Account, have 
you added in recent 
years that you never 
stocked previously, but 
which were sold for 
years by other types of 
merchants? 

2. If you had con- 
tinued to stock only brands or categories 
not sold in other type outlets, how much 
of an inventory would you have left, and 
how competitive would you be? 

3. Are you doing less volume today 
than five years ago on those merchandise 
categories or brands that have since been 
taken on by new types of outlets? 

4. Haven’t shoppers made it abundant- 
ly clear that they want to buy just about 
whatever they happen to want, in what- 
ever store they happen to be? Can any- 
body in business afford to defy shopper 
wishes? 

5. If we don’t make our line available 
to the shopper wherever the shopper 
wants to buy it—won’t a competitor fill 
that vacuum? You know our category 
can’t be kept out of other outlets? 


E. B. Weiss 


® 6. Do you think more—or less—Coca- 
Cola would be sold today by the original 
10,000 soda fountains if they were still 
the sole outlet, instead of competing with 
the 2,000,000 outlets that today dispense 
Coke? Would more small appliances be 
sold today by electrical stores if distribu- 
tors were confined to the original outlet? 

7. Haven’t you found that when a re- 
tailer—especially a large retailer—wants 
a line or brand, he is able to get it in one 
way or another even though the manu- 
facturer will not supply him? Do you 
think it is possible to keep a wanted line 
out of the inventory of a determined and 
well-heeled outlet? 

8. Can it be denied that the really large 
retailers—the big chains, the big depart- 
ment stores, mail-order houses, etc.—will 
manufacture a line, if necessary, in order 
to have it in inventory? 

9. Did the sincere and costly efforts to 
keep certain lines away from the variety 


chains—years ago—keep those lines out 
of the variety chains for very long? 

10. Did the sincere and costly efforts of 
some manufacturers to keep certain non- 
drug lines out of the drug chains—years 
ago—keep those lines out of the drug 
chains for very long? 


® 11. When some of the cosmetic manu- 
facturers, to mention a recent example, 
tried to keep their lines out of the super- 
markets, were they at all successful once 
the supers decided they really wanted a 
specific brand? 

12. Do you have less traffic in your store 
today, than some years ago, because more 
of your lines or brands are stocked today 
by new types of outlets? 

13. Isn’t it true that when a manufac- 
turer makes his brand available to a new 
outlet he is better able to control the 
merchandising practices of the new outlet 
than when he compels the new outlet to 
go to transshippers, etc., for inventory? 

14. Do you really believe that the gold- 
en stream of store traffic is increased, or 
dammed up, by throwing out lines be- 
cause they are available elsewhere? 


® 15. Do you remember how even legis- 
lation could not prevent merchants from 
giving the public a wanted shopping serv- 
ice? Did anti-chain laws ever stop the 
chains? Did anti-mail-order laws ever 
stop the mail-order houses? 

16. Haven’t department stores been 
used actually thousands of times by man- 
ufacturers to introduce a new item, or a 
new line, or a new brand that was later 
opened up for broader distribution? And 
hasn’t every larger retailer—the drug 
chains, variety chains, food chains, etc.— 
been used by manufacturers in the same 
way? Don’t you stock some items or 
brands that were originally introduced by 
department stores, or by some other large 
retail group? And as for the large retail- 
ers, don’t they ali stock items and brands 
that were originally introduced by small- 
er merchants? 

17. Don’t you agree that what you need 
today is merchandise for which the man- 
ufacturer has created rapid and auto- 
matic turnover velocity? Can you possibly 
hold the cost line unless you can use self- 
selection and even self-service techniques 
to an ever-growing extent? And doesn’t 
it follow that the more volume a manu- 
facturer does, as a result of broadening 
his distribution, the more advertising he 
can buy with which to create still more 
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strongly pre-sold brands, which are the 
very lifeblood of the new open display 
technique that reduce retail costs? 

18. Did you know that a major reason 
why some manufacturers produce private 
brands, special designs, etc., is to avoid 
irritating their established trade by mak- 
ing their nationally-advertised brand di- 
rectly available to new outlets? And 
haven’t you heard salespeople in these 
new outlets say about a private brand: 
“You know—it’s made by the same man- 
ufacturer who makes the famous Blank 
Brand?” 

19. If you inventory only those brands 
that do not broaden their distribution, 
isn’t that apt to leave you with an inven- 
tory of weaker brands, for the very good 
reason that the stronger brands simply 
will not be intimidated? Is it good policy 
for you to concentrate on weak sisters— 
or are you cutting off your nose to spite 
your face? 

20. Won’t it cost you more, and result 
in smaller volume, when you push a weak 
brand that has a limited distribution, 
than it would to compete vigorously in 
the market place for your competitive 


Salesense in Advertising ... 


By James D. Woolf 
Advertising Consultant 

A student of advertising, a senior in a 
midwestern university, last week wrote 
me in part as follows: 

“When are blind, or semi-blind, ads 
justified? When is the nature of the 
problem so unusual it 
is advisable to cam- 
ouflage the product 
that is being adver- 
tised? It must be there 
are special circum- 
stances that call for a 
blind, indirect ap- 
proach, because I note 
it is used by quite a 
few important adver- 
tisers. What are your 
views on this question?” 

My views are wholly negative. I can 
think of no “special circumstances” that 
make it advisable, in my opinion, for an 
advertiser to hide his light under a bushel 
basket of camouflage. 

I feel that no product, or service, can 
be advertised profitably unless it is in- 
herently interesting to some people; not 
to all people but to some people—perhaps 
to one reader in fifty, or in a hundred, 
or even in a thousand. If everybody is 
totally uninterested in the thing I seek 
to sell, and if nothing I may say about 
it can possibly create interest and desire, 
then I’d better get myself a new thing 
and start all over. 


James D. Woolf 


s The vital secret of any advertising suc- 
cess, without exception, resides in the 
thing. I must have a thing (a product or 
a service) that is capable of delivering a 
benefit to some members of the human 
race; then, having that, it is the job of 
my advertising to seek out this particular 
group. If my thing is one that is capable 
of benefiting almost everybody (canned 
soup, for instance), this particular group 
is large; if it benefits a relative few (a 
power lawn mower, for example), the 
group is highly selective. 

Note that I say “to seek out.” Seeking 
out, discriminatingly, is a great cardinal 
principle of all profitable salesmanship. 
Failure to seek out is a prodigal waster 
of time, energy, opportunity, and money. 
The salesman whose practice it is to 
make haphazard, indiscriminate calls can- 
not possibly achieve more than mediocre 


share of the huge volume of a strong 
brand that is widely distributed and 
widely wanted by shoppers? 


@ 21. Do you believe that a manufacturer 
of a strong brand for which there is a 
broad demand can afford to blanket the 
country with his advertising—and then 
cover the country only spottily with a 
limited distribution? Or isn’t it just plain 
economics that compels a manufacturer 
to expose his line to the shopper at every 
turn in retail stores when he exposes his 
line to the shopper through advertising 
that reaches the shopper wherever she 
turns? 

22. Whom do you hurt when you bury, 
or hide, or throw out a pre-sold brand 
“because it can be bought everywhere?” 
Do you hurt the manufacturer? Do you 
hurt your competitors? Or do you hurt 
yourself? 

23. Do you believe in free competition? 
Or in just “half-free’’ competition? Do 
you want the freedom to add lines and 
brands, but the privilege to deny that 
freedom to others? Free competition 
means free competition. Don’t you agree? 


Blind Ads Are for the Birds 


LIBERTY MUTUAL 


The Company that stands by you 
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The unlucky leg =- 
LIBERTY HELPS PUT A = 
WORKER B4CK ON HIS PERT 2 
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ON THE TARGET—This ad seeks out the at- 

tention of workers whose jobs expose 

them to accident hazards. It may or may 

not capture as much attention as a non- 

selective teaser approach, but maximum 

indiscriminate attention is not the pri- 
mary objective. 


results. 

When I fail in my advertising to seek 
out, I am a waster of opportunity and 
money. Whether or not I am successful 
in capturing the attention of my logical 
prospects is wholly a matter of blind luck. 


® The unwisdom of camouflaged adver- 
tising is a difficult thing for me to prove. 
We know that ads with blind, “curiosity” 
leads sometimes get high attention rat- 
ings, but we don’t know that this indis- 
criminate attention may not be a minus 
instead of a plus. I do know, as the result 
of a great deal of mail-order experience, 
that blind, “teaser” mail-order ads rarely 
if ever pay off. The successful mail- 
order headline does not necessarily in- 
clude the name of the product, but it 
does promise a benefit that is relevant 
to the product. Says Victor O. Schwab, 
noted mail-order authority, in “Adver- 


Advertising Age, May 6, 1957 
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Some people can't — Capezio’ people can 

GUESS WHAT—“Some people can’t—Capezio 

people can,” says the headline. What the 

picture says is absolutely nothing; it fails 

wholly to communicate. The Capezio peo- 

ple, I am told, make dancing slippers, but 
who would ever guess it? 


tising Handbook”: “The most profitable 
advertisements usually lead off with a 
headline that holds out the product’s spe- 
cific promise to do something that people 
want done for them—or, negatively, to 
end some condition that people want to 
get rid of.” 


PUZZLING—Frankly, this color page t 

ers me; I just can’t figure it out 
probably “clever” as all get out—a 

even be a stroke of creative genit 

what exactly is its objective? If it s 
create a charming “product image 

still more puzzled. A railroad han ccr is 
certainly not a symbol of (quotirg * 
body copy) “elegant manner” and “ciea». 

craftsmanship of design.” 


s If this principle of mail-order adver- 
tising is sound, as we know it is, why 
doesn’t it apply with equal force to gen- 
eral advertising of store-bought products? 
Some advertising men argue that it 
doesn’t, but their reasoning is beyond me. 
It nets down to this, in my opinion: 
The safest procedure is to seek out with 
your headline and/or pictures those par- 
ticular people most likely to be benefited 
by your product (or service), and then 
hold out your product’s specific promise. er 
oe * ok 
Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for per- 
manent reference. Price: $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, IlL., for “Salesense in Adver- : 
tising,” available on five days’ approval. went 
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MARYLAND CASUALTY COMPANY 
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TEASERS—Some casualty companies seem to believe that people must be tricked into 

reading insurance copy. Hence, as devices to capture attention, we see turtles, baseball 

players, lions, and what have you; any gimmick will do provided it doesn’t pertain to 

insurance. This philosophy I don’t buy. Much better, in my opinion, is the Liberty 
Mutual ad shown on this page. 
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Looking at Radio and Television . . . 


TV Time Needs Reclassifying 


By The Eye and Ear Man 


It has suddenly come to the attention 
of a number of advertisers that one Class 
A time period is not as good as another. 
It has not come to the attention of either 
the networks or the stations that altera- 
tions in their rate structures are essential, 
due to the fact that until this year they 
were pretty well sold out. It is-very dif- 
ficult to get a merchant who has nothing 
to sell to cut his prices on goods already 
paid for. 

This year, it is now clear, is going to 
be a tough seller’s year. The marginal 
time periods are moving very slowly 
and there is already a danger that they 
will not be sold in time to meet sound 
production schedules. Something is going 
to have to give. 

The original time rates came from ra- 
dio. It was clearly decided by the pio- 
neers that radio daytime rates should be 
half of nighttime rates because only one 
woman was at home in the daytime, com- 
pared to a man and a woman at night. 
The fact that sets in use were 35% at 
night to 25%, day, made daytime a great 
bargain, since the same woman bought 
most of the products for the home. 


® Television borrowed radio rates de- 
spite the fact that statistics proved that 
the ratio of day to night was one to 
three and women were distracted during 
the day and unable to give the same 
attention to the tv screen that they gave 
to radio. ABC has at last recognized this 
principle, but has not gone far enough. 
Actually, the variables go something like 
this: 

Yearly average 

sets in use 


Peak viewing, 9-10 p.m., EST ooccccnccnu 

Prime time, 8-9 p.m., 10-11 p.m., EST . . 30-55 
(early hours are better in winter, poor in summer) 

Marginal time, 7-8 p.m., EST . euuases 

Kid time, 5-7 p.m., EST . — 

Dametime, noon-5 p.m., EST wn 

Morning, 10-noon, EST . 


This scientific breakdown | “ot rates 
would then go something like this: 
Peak viewing AA 100% 
Prime A 90% 
Marginal prime B 75% 
Kid c 50% 
Dame p.m. D 33% 
Dame a.m. E 25% 


® This breakdown gives the advertiser 
a fair shake at the available sets in use 
on a reasonable yearly basis with a 
chance of paying out. It does not take into 
consideration the differences of audience 


Employe Communications... 


composition or levels of attention, but it 
does equalize costs to a fair degree. 

The same ratio could theoretically be 
used to price programs. A premium priced 
quality show could pay off best where 
sets in use are the highest and more cir- 
culation can help get a break-even point 
on a cost-per-thousand basis. Shows, of 
course, are more difficult to relate to 
the risk, since there are certain fixed 
production costs for nighttime shows that 
cannot be substantially reduced. 

It is true that, through manipulations 
of discounts, networks have given ad- 
vertisers a better value than appears on 
the rate card. Here too the myriad of 
plans has caused confusion. The old fash- 
ioned concepts of weekly discounts, con- 
tiguous discounts and vertical discounts 
are dated and strictly for radio. Only a 
volume discount computed annually can 
conform to television standards. 


s The rising costs of the television medi- 
um, coupled with the publicized state- 
ments of a strong profit position on the 
part of stations and networks, have re- 
sulted in a partial buyer’s strike. The big 
issue seems to be a reluctance on the part 
of the advertisers to commit for long pe- 
riods of time with untested time periods 
and untested shows. The profit position 
of most businesses is too narrow to have 
inflexible commitments in the television 
medium when a sudden slump in sales 
finds companies with non-cancelable con- 
tracts involving millions of dollars. 

The end result is a holding back of 
television commitments in the hope of 
getting a “deal.” And networks, in the 
interest of getting higher grosses and 
eliminating the necessity of sustaining 
programs, will have to give deals. These 
deals will be either in marginal time or 
on tough competitive times or on untested 
programs that represent a risk. * 


Trouble in the Union Higher Councils 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


The tack-in-chair discomfort of Messrs. 
Beck, Hoffa and Brewster is the main 
topic of conversation in the executive din- 
ing rooms these days. The officials who 
only occupy grandstand seats at labor- 
management skirmishes seem to feel that 
the Washington hearings will seal the 
doom not only of the Teamsters’ leader- 
ship but will erase other labor leaders 
with reportedly tyrannical leanings. In- 
dustrial relations men, however, take a 
more conservative view of it: They feel 
that a house cleaning in the Teamsters’ 
union is in the immediate offing, but do 
not acknowledge that the wings of all 
labor leaders will thereafter be clipped. 

Rank-and-file union members, faced 


with the confirmation of a long-standing 
suspicion that they have been systematic- 
ally milked by their leaders, naturally rise 
in their wrath. The pressure mounts slow- 
ly but it gets there, and when an irate 
membership finally decides to clean its 
own house, it generally does a thorough 
job of it. 


s Anybody in the field of labor relations 
knows that muscle-man tactics have been 
going on in certain unions for years, but 
that the rank-and-file could never muster 
enough organized strength to combat it. 
Dissenters in the membership ranks have 
been muzzled in rigged local union meet- 
ings, slugged on the darker streets and 
visited by threats against their families. 
Singly the crusader for better union lead- 
ership has rarely had a chance; he is cut 
to size before he is able to rally support. 
The current hearings in Washington may 


be expected to modify the mayhem in cer- 
tain of the more disorderly unions. 


® The hearings, however, will not destroy 
overnight the faith of a union member 
whose leaders have accomplished some- 
thing for him. He reviews his wage in- 
creases, his improved benefits and work- 
ing conditions, and he believes—right or 
wrong—that these improvements have 
been brought about by his union. He feels 
that, if his union were to be destroyed or 
weakened at the top, he would be once 
more at the mercy of management. It 
might be a kind, charitable sort of man- 
agement and, on the other hand, it might 
not be. He regards his union in the light 
of a set of effective brakes, and he isn’t 
too sure how well the machine would 
operate if the brakes were removed. 
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Nobody, except the owners of the heads 
that are about to roll, can possibly regret 
the coming of the day of reckoning in bad 
union organizations. The widespread 
scandals have done the whole cause of 
decent organized labor a great disservice; 
they may have set back organized labor 
many years. But they haven’t put it out 
of business. Unionism is here to stay, the 
veterans in labor relations are firm to de- 
clare, although a better, cleaner version 
of it may be unfolding. 

Meanwhile the communications people 
would do well to curb their elation. The 
basic need for bettering labor-manage- 
ment relations hasn’t changed. The need 
for building better understanding between 
the boss and the employe is still with us. 
Beck, Hoffa and Brewster haven’t al- 
tered that. 2 
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DRAWTHINKS, 


the COPWIRITER'S Are Course 


Part 2 of Connie Copywriter's 
VicToRY DREAM 


Ce, 


Visual thinking, 


Chicago, May 6—“It was easy,” said 
Connie, girl copywriter, in an in- 
terview explaining her successful 
combination of visual thinking with 
motivation research and _ thorough 
product knowledge. 


“All I did,” she continued, “was to 
put all the elements together. Now 
our client sells a desk with a fold- 
down resting place for office work- 
ers. Our MR report showed that em- 
ployers benefit when workers take a 
few minutes’ rest every hour. We call 
this model the Bedesque.” 

“What was the exact amount of your 
bonus?” Connie was asked. 


“The money was nothing compared 
to the thrill of creating and selling 
the idea, convincing the client of its 
potential, and developing ads with 
our art department,” she commented 
as she terminated the interview. 


Connie’s Drawthink* clinches merchandising idea 


*A Drawthink: Visual-idea sketch, a result of drawing 
while thinking, considering all aspects of problem at hand. 


a ee re 


Next Lesson: “A professor poses a problem”, 


aid to big bonus 
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Connie’s Drawthink 


Connie’s idea 
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On the International Scene... 


P&G Invades Foreign Markets 


With U.S. Selling 


After Dominating Here, 
Next Step Is Overseas; 
Detergents Pave Way 


By Milton Moskowitz 

CINCINNATI, May 1—The mar- 
keting juggernaut assembled by 
Procter & Gamble Co. in this coun- 
try is now testing its prowess in 
foreign markets. 

Britons were introduced last year 
to a new toothpaste, Gleem, and a 
new copy slogan, “For people who 
can’t brush after every meal.” 

Both the product and the copy 
theme were previously tested— 
successfully—in the U.S. 


s In France, during 1955 and 1956, 


Methods 


virtually every household received 
a free package of a new detergent 
called Tide. 

This distribution technique for 
new products has been used for 
many years in the U.S. 

In Mexico and Venezuela, radio 
listeners and television viewers are 
now confronted with hour-long 
daytime strip programming, pre- 
sented by one advertiser, Procter & 
Gamble. 


s This type of programming is an 
extension of the U.S. soap opera 
formula. 

The question, “Do American 
marketing techniques work over- 
seas?” is purely academic to the 
P&G executives who are directing 


this expansion into foreign mar- 
kets. They assume, without much 
hesitation, that these techniques 
do work and as each day passes 
they are proving their point. 

P&G is somewhat of a newcomer 
to international marketing. Prior 
to World War II it had operating 
subsidiaries in Canada, Britain, 
Cuba and the Philippines, but the 
company’s big overseas push has 
come in the past ten years, along 
with its spectacular growth at 
home. 


® P&G plants are now functioning 
in Puerto Rico (1947), South Afri- 
ca (1947), Mexico (1948), Vene- 


zuela (1950), Colombia (1955), 
France (1955), Belgium (1955) and 
Peru (1956). 


Other countries will be invaded 
in the future. The determining fac- 
tors for P&G are market size, sta- 
bility of government and monetary 
exchange conditions. Brazil, Ar- 
gentina and Australia are three of 
the major world markets where 
P&G does not yet operate. 

O. M. Gale, manager of P&G’s 


public relations department, told 
ADVERTISING AGE that there were 
two main reasons for the compa- 
ny’s postwar international interest. 
One was the realization that after 
having achieved a dominant share 
of the domestic market, the best 
possibilities for future growth were 
overseas. 


s The second factor—and perhaps 
the most important—was the syn- 
thetic detergent. Unilever, the 
Anglo-Dutch combine, and Col- 
gate-Palmolive are old hands at 
international marketing. Their 
brands are well-established in for- 
eign markets. In some countries 
there are also strong local brands. 
To tackle these strongly-en- 
trenched positions would call for a 
considerable investment, and suc- 
cess would be doubtful. 

The detergent, however, present- 
ed P&G with a golden opportunity. 
In the U.S., P&G had caught its 
competitors off bese with Tide and 
it proceeded to do likewise over- 
seas. It was able to move into 
foreign markets with not only a 
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new brand, but an entirely new J 
product, a soapless soap. 


@ The detergent also improved the 
position of the older P&G subsidi- 
aries. In Britain, the P&G company 
was a minor factor in the soap 
market before World War II. With 
Tide, it carved out a huge slice of 
a market formerly dominated by 
Unilever. 

No one has ever accused P&G of 
being bashful about advertising, 
and it has carried its hard-hitting, 
high-frequency formula into for- 
eign markets. P&G was warned that 
its American approach would not 
work in Britain, where consumers 
are accustomed to “whimsical” ad- 
vertising. This advice was disre- 
garded and P&G has never been 
sorry. 


s Advertising is, of course, adapt- 
ed to local usages—in Britain, for 
example, they “boil” clothes—but 
P&G holds firmly to the thesis that 
“people everywhere respond to the 
same appeals.” As a result, adver- 
tising developed for P&G products 
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bridge—8 ,400 feet long. 


WORLD'S SECOND LONGEST 
CONTINUOUS BRIDGE —Second 
only to San Francisco's Golden Gate 
Bridge, Hamilton's Burlington Skyway 
is the world’s second longest continuous 


HAMILTON 


NADA | 


Hamilton is Canada’s Steel Centre with the first 


and fourth largest steel producers 


The Steel Company of 


Canada Ltd., and Dominion Foundries and Steel Limited. 


Now Canada’s Steel Centre 


Rapid expansion of these two steel giants along with the expansion 
of the many other major industrial concerns in the city accounts for Hamilton’s growing 
wealth and increasing population. According to the latest 
Dominion Bureau of Statistics release, Hamilton is now Ontario’s fastest-growing major city 
with a Metropolitan population of over 325,200. Retail sales now stand 

at $287,783,000—per family income at $6,590—a full $2,000 above Canadian average. 


The Spectator is the only 


of Canada’s Sth largest city. 


newspaper with saturation coverage 
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The Hamilton Spectator 


One of the Eight Southam Newspapers in Canada 


TORONTO MONTREAL GREAT BRITAIN 
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UNITED STATES 
resmer & Woodward inc 


Can. Div 
New York, Detroit, 
Los Angeles, Atlanta 


in this country generally see serv- 
ice overseas. 

P&G is today a major world ad- 
vertiser. Its expenditures in Britain 
are nearing the $10,000,000 mark. 
It spends more than $2,000,000 in 
France and above $1,000,000 in 
Mexico. 

Basic policy on overseas market- 

ing is set in Cincinnati, but Mr. : 
Gale says the subsidiaries are 
granted a good deal of autonomy. 
The two top international execu- 
tives in Cincinnati are W. L. Lin- 
gle, exec vp for overseas, and D. 
H. Robinson, vp in charge of over- 
seas. 


fo Sat 


® In the fiscal year ended last 
June 30, dividends from overseas 
subsidiaries represented 12% of 
P&G’s net income. Overseas sales 
volume is estimated at $200,000,- 
000, or roughly 20% of P&G's total 
sales. In 1951, overseas operations 
were contributing 17% of the net, 
but this percentage has declined as 
a result of the increased investment 
in new foreign subsidiaries. 

On this and subsequent pages 
AA presents field reports from 
| Britain, Mexico and France, giving 
ja picture of P&G operations in 
‘hese three countries. 


P&G—Britain ... 
Research Is Key 
fo Hedley’s Growth 


Takes 65% of Nation's 
$284,000,000 Detergent 
Market in Fast Rise 


By Mark Random 

Lonpon, May 1—Thomas Hed- 
ley & Co., largest and most im- 
portant of Procter & Gamble’s op- 
erations in some 15 countries out- 
side the U. S., was by a singular 
coincidence founded in the same 
year as its parent company. In 
1837, when William Procter, a min- 
ister’s son and a candlemaker by 
trade, and James Gamble, a vic- 
ar’s son and soapmaker by trade, 
went into partnership, that same 
year Thomas Hedley founded his 
family business. 

It stayed a family business un- 
til 1897 when the family sold its 
interests and it became a limited 
company. (A limited company, 
under British law, is one in which 
the liability of each shareholder is 
limited to the amount of his stock, 
or to an amount fixed by a guar- 
antee. Generally “limited” is re- 
quired to be the last word in the 
company’s name.) 

Between that time and 1930 the 
local character of the business 
was gradually expanded from its 
home at Newcastle-upon-Tyne, 
particularly after World War I, 
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GIVE HARD-HITTING IMPACT 
to your advertising overseas. Present your com- 
pany and its products at their best to the people 
whomattermost—in LIFE INTERNATIONAL 
and LIFE EN ESPANOL. 

Striking in size, superb in color reproduc- 
tion, both editions add great strength to your 
selling story. 

LIFE INTERNATIONAL is published in 
English around the world, and LIFE EN 
ESPANOL is printed in Spanish for Latin 


pete 


America. Together they deliver a combined 


net paid circulation of approximately 600,000 
every fortnight. 


With an average of 7 to 8 readers per copy 
these magazines reach an estimated combined 
audience of 4,700,000 of your best overseas 
prospects—key people in business, govern- 
ment and the professions. 


That's why you might like to join the leading 
advertisers the world over who take advantage 
of the unique impact of LIFE’s International 
Editions. 
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when the company acquired con- 
trol of a number of other soap- 
makers. It launched its first na- 
tionally marketed brand—Fairy 
Soap—in 1926 and made consider- 
able progress between then and 
1930. 


s It was in 1930, by another co- 
incidence, that the company be- 
came a subsidiary of Procter & 
Gamble. Lord Kylsant, a shipping 
magnate, had acquired an interest 
in Hedley after one famous soap- 
making company threatened to 
build its own cargo fleet rather 
than pay freight to Kylsant’s el- 
der Dempster line. In 1930, how- 
ever, Kylsant’s financial world 
rocked, and Hedley quivered with 
it. While its British competitors 
waited for the crash, Hedley’s di- 
rectors went to the U. S. Then, 
after a week of dawn-to-midnight 
negotiations, P&G acquired con- 
trol. 


Since 1930 the history of Thee 
as Hedley & Co. has been one of 
progress and growth. A new fac-| 
tory at Manchester opened in 1933 | 
is now one of the largest soap and | 
detergent plants in the world.| 
Other factories followed, at West 
Thurrock on the Thames near 
London, and a research center at) 
Newcastle. 
| 
® In 1930, before its association | 
with P&G, Hedley had only one| 
nationally marketed brand. A sec-| 
ond, Oxydol, followed in 1931. In 
1933 Sylvan Flakes was launched. 
In 1934 came a household cleans- 
er, Mirro. In 1936, Drene Sham- 
poo. In 1949, after a false start in 
1938 and the intervening years of 
war, the company marketed Dreft. 
In 1950 it was Tide, in 1953 Daz, 
and last year the entry into a new 
market with Gleem toothpaste. 
Hedley’s greatest growth came 
in the post-World War II period, 


—lovely softness from Dreft! 


Let Oreft keep your wooities lovety ond soft! dreff 


THE BRITISH TOUCH—British ad for 
Dreft 
P&G approach, using light, high- 
fashion pitch to sell 


departs from hard-hitting 


for “woollies.” 


de las Américas 


circulation . . 


methods 


. stresses U. S. products . 


Agricultura © 


REACHES THE RICHEST 


FARMERS IN THE WORLD 


WRITE FOR MARKET 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. farmers 
—are making big sales in the booming farm markets of Mexico, Central and South 
America. They rely on Agricultura, because it delivers the leading audited on-the-farm 
. . demonstrates the latest and best in farming 


AND MEDIA FOLDER 


7 id - 
Agricultura de las Americas 
“The Magazine of Modern Farming for Latin America’ 
1014 WYANDOTTE ST., KANSAS CITY 5, MO. 


“Dreft care” 


| products: 


when it pioneered the introduc- 
tion of synthetic detergents in 
Britain. The victory won by the 
P&G detergents in the American 


|market was repeated here, and 


for the first time Unilever’s he- 


|gemony was severely ruptured. 


Before the war Unilever ac- 
counted for at least 60% of the 
washing agent market in Britain. 
It still dominates the bar soap and 
soap flake fields, but this is pre- 
cisely where sales fell off after the 
introduction of the detergents. 


® By 1954 detergents represented 
35% of the washing agent market 
and Hedley had captured a phe- 
nomenal 75% of the detergent 
business. Realizing finally that de- 
tergents were here to stay, Uni- 
lever countered in 1954 with Omo 
a blue detergent. Surf, introduced 


in 1952, always ran a poor second | 
to Tide. Today, according to trade| = 


estimates, Hedley commands a 
65% slice of Britain’s $284,000,000 
detergent market. 

Research is credited with play- 
ing an important part in this mar- 
keting success. Neil H. McElroy, 
president of P&G, told a luncheon 
in London last year that Hedley’s 
expenditures on research have 


“multiplied four times in the past} 


ten years.” One out of every five 
persons in the production end of 
the business is engaged in some 
form of research. 


® Hedley’s consolidated profits 
before taxation in 1955-56 were 
$3,803,484, compared with $1,437,- 
780 in 1954-55 and $6,168,400 in 
1953-54. 

The annual report noted that 
turnover in the year ending June 
30, 1956, was up over the previous 
year. Sales of branded products 
hit a new high. Hedley’s export 


|sales expanded from $840.000 in 


1950-51 to $7,000,000 in 1955-56. 
Three agencies service Hedley 
Erwin Wasey Ltid., 


BURTON E. HOTVEDT 


Mr. Hotvedt joined the advertising de- 
partment of Hardware Mutuals after 
his graduation from Wisconsin State 


pee ee SR tae Sense ere 


sail 


al SES: pe 


a 


contributes to my media 
recommendations ae 


ae ES Ee 


waar 


soys BURTON E. HOTVEDT 


Vice-President in Charge of Industrial Division 
Klau-Van-Pietersom-Dunlap, Inc. 


” 


“During a half-hour conference, we developed policy for a long-range 
advertising and public relations program. The Market Data Book singu- 
larly and adequately filled our repeated needs for reference data. It 

answered the questions, ‘What publications would be the ultimate a 
for advertising the product about to be announced by our client?’ .. . ‘How 
would this product be logically sold?’ . . . ‘How big is the market and 


how much of a promotion investment should be recommended — and 
for what? The one and only reference | maintain in my office is the 


Market Data Book.” 


College. Later he became advertising 
manager, advertising and sales promo- 
tion manager, then manager of the 
Industrial Supply Division of the Black- 
hawk Manufacturing Company. Inland 
Steel Products employed Mr. Hotvedt 
in its advertising department and at 
the Chilton Publishing Company’s Chi- 
cago office, he held the position of 
regional business manager on “Motor 
Age” and “Commercial Car Journal.” 


Mr. Hotvedt is presently a member 
of the Board of Directors and vice- 
president in charge of the more than 
20 accounts comprising the Industrial 
Division for Klau-Van-Pietersom- 
Dunlap, Inc. 


Published annually by Industrial 
Marketing, the Market Data Book 
gets top usage wherever and when- 
ever decision-makers need facts on 
markets and media to help them 
plan, revise or extend industrial ad- 
vertising and marketing campaigns. 

Over 14,000 copies of this 600 page 
volume serve all year in the offices of 
key executives—advertising manage- 


ment, market research management, 
sales and top management. 

The forthcoming issue will be pub- 
lished June 25, Reserve space now 
for an ad or multiple page insert that 
will place your sales facts before the 
kingpins looking for opportunities, 
available media and services in 69 
major industrial markets and 87 sub- 
classifications. Closing date is May 10. 


llof INDUSTRIAL MARKETING 


M200 EAST ILLINOIS STREET - 
480 LEXINGTON AVENUE - 


CHICAGO 11, ILLINOIS 
NEW YORK 17, NEW YORK 


Advertising Age, May 6, 1957 
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WEWS! A toathgantel for 
. people who can’t brush 
after every meal — 


a 


JUST ONE BRUSHING destroys most bacteria 
— major cause of decay and movth odour 
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OULY NEW GLEEM HAS 61.70 
murecte dncay and bectere Fighter 


AMERICAN COPY THEME—To introduce 

Gleem in Britain, P&G simply 

transplanted the copy theme it had 
already used in the U.S. 


Lambe & Robinson Ltd. 
Young & Rubicam Ltd. 


and 


s At Wasey, Austen W. Barnes is 
the director in charge of the Hed- 
ley group. Under him are senior 
account execs Michael Allpress 
(Gleem), Don McClure (Oxydol), 
John Thomas (Fluffo) and junior 
account execs David Reckitt 
(Dreft) and Tony Anthoni-z 
(Drene & Cheer). The group is also 
served by its own tv executive for 
all Hedley products, Robert Caro, 
a sign of the reliance the agency 
and Hedley place in this form of 
advertising. 

Among the areas where Wasey 
handles advertising for P&G ex- 
ports are most of Africa, Near 
and Middle East, Southeast Asia 
and the Caribbean. 

Hedley billing through Wasey is 
put at over $2,100,000 annually. 


® At Lambe & Robinson, which 
has been servicing Hedley almost 
since the agency started in 1946, 
agency directors Peter Lester 
(Daz) and E. C. Cavendish (Fairy 
soap and industrial soaps) are the 
men responsible. The agency also 
services Mirro and Sylvan soap 
flakes. Annual billing of these ac- 
counts is estimated at $2,800,000. 

Young & Rubicam services Tide 
and Fairy Snow soap flakes. e 


P&G—France... 


P&G French Drive 
Bucks Lever, C-P 


$2,500,000 Budget and 
U. S.-Style Campaign 
Are Big Weapons 


By Mostyn Mowbray 


Paris, May 1—Procter & Gam- 
ble first appeared on the French 


scene in 1955, when the company 
| Started production of Tide and be- 
gan test marketing. 
| P&G supplies the market from 
|a factory in Marseilles, where it 
|took a long-term lease on an 
existing local plant which has 
been modernized and enlarged. 
After test operations in selected 
,areas in Northern France Tide 
went national in two steps; by 
last May, it was in wide distribu- 
tion and advertised nationally. 


® P&G has no easy task in 
France. It entered a market where 
the products of Lever Bros. and 
Colgate-Palmolive have been es- 
tablished for many years. Each 
has an important share of the 
washing agent market. There is 


also strong competition from local 
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te Sales are more concentrated. The 84 largest cities 


account for 66% of the retail store sales volume. 
Weekend Magazine alone reaches two out of every 
three English-speaking homes in these cities. 


Weekend 


- MAGAZINE _ 


CIRCULATION OVER 1,450,000 


The biggest single adling force iw CANADA 


REPRESENTED BY O'MARA & ORMSBEE— NEW YORK — DETROIT — CHICAGO — LOS ANGELES — SAN FRANCISCO 
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brands, such as Monsavon. 

P&G’s answer has been a spec- 
tacular, American-style advertis- 
ing campaign. Its budget has been 
estimated here as being in the 
neighborhood of $2,500,000, which 
makes the company one of France’s 
leading advertisers. 

Procter & Gamble’s French 
company is headed by T. C. Bow- 
er, an Englishman who was for- 


|merly sales director of P&G’s 
| British subsidiary. 


s P. B. Smith, director of adver- 
tising for P&G in France, told Ap- 
VERTISING AGE that at this relative- 
ly early stage of P&G’s history in 
France, “progress to date has been 
encouraging.” 

Tide’s advertising is being han- 
dled by Elvinger S. A., one of the 


AN EFFECTIVE WAY TO DEVELOP 
VALUABLE GOOD WILL FOR YOUR COMPANY 


...and help to do a life-saving job at the same time 


You can achieve lasting good will for your 
company —the kind of good will that results 
in friendly relations with every group in 
your community. And you can help to save 
precious lives at the same time, by putting 
your company’s efforts behind the nation- 
wide campaign against traffic deaths. 


During 1956, the national total of highway 
deaths was over 40,000— the highest figure 
in our history. The cost to the country of 
these wasted lives is incalculable. 


But the picture wasn’t entirely black. In 
many areas—in small towns and big cities— 
the terrible upward trend was reversed. 


This was accomplished by community 


action—by business leaders, civic organiza- 
tions, church, fraternal and PTA groups 
joining together with law enforcement agen- 
cies in an all-out attack on traffic deaths. 


The figures prove it. Wherever people get 
together to do something about traffic safety, 
deaths go down. 


BACK THE ATTACK ON TRAFFIC ACCIDENTS! 


Your company can perform an inwaluable 
service for your community, and for the coun- 
try as a whole, by pitching in and helping in 
this life-saving crusade. For full information 
on what you can do—and how you can 
do it—write The National Safety Council, 
Chicago 11, Illinois. 


Published in cooperation with 
The National Safety Council 
The Advertising Council 
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ten largest agencies in the coun- 
try. It is headed by Francis Elvin- 
ger, onetime professor of market- 
ing at Columbia University. 

“We shopped around a good deal 
before choosing our first agency,” 
said Mr. Smith. “We wanted to 
find one qualified to do a really 
effective job of creative advertis- 
ing planning within the over-all 
marketing framework, and, of 
course, one that did not already 
handle a competitive product.” 


a Mr. Smith added that French 
Tide advertising was planned on 
lines adapted after careful study 
from U. S. techniques. “The key 
word is adapted,” Mr. Smith 
stressed. “In our view, it is a great 
mistake to assume that an ad can 
be lifted bodily from an American 
medium and, after translation, be 
placed in a corresponding medium 
in another country. Our aim has 
always been to combine the local 
factors peculiar to the French 
market and the psychological at- 
titude of the French consumer with 
the proven basic principles that 
apply to advertising anywhere.” 
The main media used by Tide 
in France are radio and the large- 
circulation national women’s mag- 
azines. Daily newspapers, cinema 
and posters have been used to a 
much lesser extent. Though 
French radio itself is non-com- 
mercial, there are four commer- 
cial transmitters located just out- 
side the French borders—Radio 
Luxemburg, Europe N°*l, Radio 
Monte Carlo and Radio Andorra. 
These four stations combined give 
reasonably good coverage of most 
of France, and P&G schedules time 
on all four. 

Tide is still the only product 
marketed nationally by P&G in 
France, but test marketing is un- 
der way on Spic (known in the 
U. S. and Canada as Spic & Span) 
and Dreft, a light-duty synthetic 
product already successfully mar- 
keted in Belgium and England. 
Spic advertising also will be han- 
dled by Elvinger; Dreft has been 
assigned to the Dorland agency. 


P&G—Mexico... 
How Sales Began 
South of Border 


By Robert S. Benjamin 


Mexico City, May 1—Although 
Colgate-Palmolive has been oper- 
ating in Mexico for almost 30 
years, P&G did not enter the mar- 
ket until late 1948. 

Even then, it did not market 
products for which it is generally 
known in the rest of the world. It 
acquired a vegetable oil mill, mar- 
keting a cooking oil under the 
brand name, Canario. In addi- 
tion, it was active in crushing 
copra from Mexican coconut plan- 
tations. Neither of these two op- 
erations was especially successful. 

In 1952 P&G got out of the 


NOVEL - EFFECTIVE 
PSYCHOLOGICAL STUNT 


For Chicago Area 
- - 


Ee size 
VALUE or 
IMPORTANCE 
OF Message, 
Report, 
Presentation, 


Trial Oiter 


DELIVER IT BY ARMORED TRUCK 
AND ARMED GUARDS! 


Command attention of business 
head or proper official, and entire 
office by this unusual, sensational 
delivery. Impress value, impor- 
tance, urgency, and your sincere 
desire to sell or serve prospect. 
Our armored trucks and/or 
s are available at certain 
times for INDIVIDUALIZED 
GUARDED DELIVERY. 


THILLENS CHECASHERS 


Phone SH 3-5140 2351 W. Deven 
8 Chicago 45, Ill. 
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and look how big the future is... 


THE MAGAZINE 


Ten years ago Popular Mechanics launched its Latin 
American Edition to meet the demands of the growing 
Latin American market. It represented a well printed, well 
edited, interesting showcase of the latest and best prod- 


ucts from the United States. 


CIRCULATION 


1947 40,000 


sti [4200000 


the charts 
LINEAGE ADVERTISING 


rove 
1947 BL-Belele 


how sound 
that bold 


1947] 


1957 an increase of +1730% 


In Latin America ...these advertisers use Mecanica Popular— 
To get to the men with the power to buy! 
PARTIAL LIST OF ADVERTISERS IN MECANICA POPULAR 


Amalie Oil» American Machine & Foundry Co. + Auto-Lite Export Co. + Borg-Warner 

International + Burroughs Adding Machine Co. + Champion Spark Piug Co. + Chrysier 

Corporation + H. K. Porter Company, inc. + Eastman Kodak Company + Eversharp 

international + Fairbanks, Morse & Co., Inc. * Firestone interamerica Co. + Goodyear 

international Co. + international General ElectricCo. + international Harvester 

Export Co. + Minnesota Mining & Mfg. Co. + Oliver international S.A. + Olivetti 
Outboard Marine & Mfg. Co. + Pan American World Airways 


1957 75,500 


move was! ADVERTISING REVENUE 


THE MARKET 


Ten years ago the rapid growth of Latin America as an 
important market for United States Exports was just 
beginning. But already optimistic economists were pre- 
dicting for 1957:—A population of 165,000,000.—An 
industrial potential of 10,000,000.—Total Latin American 
Imports of $6.5 Billion. 


POPULATION 


1947 130,000,000 
Today... the 1957 185,000,000 


hart. 
ng 3 INDUSTRY 
show So") 1047 Ca 
conservative , 
1957 $13 Billion 


these estimates 
were! TOTAL IMPORTS 


1947 $5.9 Billion 
1957 $8.0 Billion 


POPULAR MECHANICS 
200 EAST ONTARIO STREET 
CHICAGO, ILLINOIS * Telephone WH 4-0100 


Other Offices: 
New York * Cleveland 
Los Angeles * San Francisco * London 
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cooking oil business and also 
abandoned the copra crushing; in 
that year, however, it made its 
first significant step towards stay- 
ing in Mexico for good. It inaugur- 
ated a synthetic detergent plant 
on the outskirts of Mexico City, 
with an investment of “over $1,- 


First product of the new plant 
was Ace, roughly translated into 
Spanish from Duz. From the be- 
ginning, Ace has been an out- 
standing success. Not so Lavasol, 
P&G’s second contribution to 
Mexico’s 200,000,000 peso (rough- 


ly $20,000,000) annual detergent 
market. Lavasol, a blue synthetic | 
detergent corresponding roughly | 
to the U. S. Cheer, has never} 
caught on with the Mexican | 
housewife and is all but dead, P&G 
management admits. 

In 1954 P&G introduced Camay 


WHO 
IS THE 
INFLUENTIAL? 
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ately successful. 

Now testing on a nationwide 
basis, with plans for almost im- 
mediate marketing, are Cheer, an 
improved formula for the almost 


|| defunct Lavasol, and Gleem tooth- 


paste; also Star, a detergent with 
a premium in every box. 


= Procter & Gamble’s general 


ij}manager in Mexico since 1952 is 


miDavid Trott, 41, a graduate of 


TIDE TOUT LE MONDE—In Mezxico the 

Tide package features legends in 

various languages to emphasize 

worldwide acceptance of the P&G 
detergent. 


soap which, like Camay in all oth- 
er markets, was white. Last year 
Mexican Camay was changed to 
pink and sales took on a new 
spurt. Tide, also a synthetic deter- 
gent, was put on the Mexican 
market in 1955 and was immedi- 


“Understand there's 
never a dull moment 
for advertisers, _ 
either." 


‘ 


“Heard acouple of © 
-Storz Stations 
is trip. Never 3 
| ent.” 


sean atte oe 


In any of these 5 important markets... 
every time is a good time with the Storz Station. 


MINNEAPOLIS-ST. PAUL . . . with WDGY. 
Latest Trendex puts WDGY first! Whether 
you prefer Pulse, Trendex, Hooper or 
Nielsen, WDGY has prime availabilities in 
many first place segments in every recent 
report. See John Blair or WDGY GM Steve 
Labunski.. 


OMAHA ... with KOWH. Now in its 
sixth year of first place dominance. First 
on latest Hooper, Pulse and Trendex. Con- 
tact Adam Young Inc., or KOWH General 
Manager Virgil Sharpe. 


KANSAS CITY . . . with WHB. First per 
Hooper, first per Area Nielsen, first per 
Pulse, first per Trendex. 87% renewal rate 


Fotay's.f 


among Kansas City’s biggest advertisers 
proves dynamic sales power. See John 
Blair or WHB GM George W. Armstrong. 


NEW ORLEANS... with WTIX. Month 
after month WTIX maintains or widens its 
first place position in New Orleans listen- 
ing. First on Pulse (6 a.m.- 6 p.m., Mon.- 
Fri.) And first per latest Hooper. Ask 
Adam Young Inc., or WTIX GM Fred 
Berthelson. 


MIAMI . . . with WQAM. Way out front. 
More than twice the audience of the second 
station, per latest Hooper. Now Pulse joins 
Hooper and Trendex in agreement: All 
three show WQAM first—all day! See John 
Blair, or WQAM GM Jack Sandler. 


TODD STORZ, 


President 


P&G’s home office advertising and 
promotion department. With his 
advertising manager, Kingston 
Fletcher, Mr. Trott personally su- 
pervises all advertising and mar- 
keting plans, in close association 
with Edward Noble, head of the 
Noble Advertising Co. 

Before Noble snared the account 
in 1952, it had been handled by 
McCann-Erickson and previously 
by J. Walter Thompson Co. Nei- 
ther Mr. Noble nor Mr. Trott will 
state what P&G’s current annual 
billing is, but the best estimates 
put the account close to $1,000,000. 


@ Seventy per cent of P&G's 
budget goes to national radio. 
There is one solid block of 1% 
hours daily from 4 to 5:15 p.m. on 
the leading Mexico City station, 
XEW, and 46 interior stations. On 
Sunday nights P&G puts on a 
half-hour variety and quiz show. 
The weekday show is a sandwich 
of two 15-minute, complete epi- 
sode “soap operas” with a 45- 
minute complete dramatization of 
a famous book or play. A heavy 
schedule of spot announcements 
is used nationally. Tv is used on a 
moderate scale, with five half- 
hour dramatic movies (Ziv pro- 
ductions) dubbed in Spanish. Tv 
is limited to the Mexico City area. 

Motion picture advertising, 
which reaches large audiences in 
hundreds of Mexican movie houses, 
is also used by P&G. Edward No- 
ble says that less than 3% of the 
total ad budget is used in news- 
papers and magazines. Between 
70 and 65% of the total is radio. 


® How does P&G fare against 
Colgate-Palmolive (pronounced 
Col-gah-tee in Mexico) ? 

In the first place, Colgate has 
been established for over two de- 


_|cades, and in the second, it pro- 


duces dozens of items in the cos- 
metics field not marketed by P&G. 
Both Mr. Trott and Mr. Noble feel 
that with only a few years under 
P&G’s belt the company has made 
remarkable strides. 

P&G employs a total of only 400 


|persons in Mexico, compared to 


Colgate-Palmolive’s estimated 1,- 
400. 


® The Mexican detergent market 
is conservatively estimated at $17,- 
000,000 and growing rapidly; the 
soap market is about half of this 
and also growing. Ed Noble points 
out that 50.9% of the Mexican pop- 
ulation of 35,000,000 is under the 
age of 20 and that, in addition, the 
standard of living is rising each 
year. The use of soaps, detergents 
and cosmetics is on the rise. 

Mr. Trott admits that Colgate 
still controls “more than half of 
the Mexican detergent market” 
and he concedes about 60% of the 
soap market to Colgate. It is esti- 
mated that P&G now has about 
35 or 40% of the detergent market 
and 25% of the soap market, leav- 
ing 15% of the soap market to 
others than Colgate and P&G. 
Lever Bros., which began market- 
ing Lux here several years ago, 
has made slow headway. 

P&G’s first marketing outside 
of soaps and detergents will come 
with the introduction of Gleem 
toothpaste, further entering Col- 
gate’s lucrative territory. Colgate 
toothpaste has long been a big 
seller and gets a good share of 
Colgate’s budget. Right now the 
testing is being done with im- 
ported Gleem. . 

(A chart of P&G’s foreign oper- 
ations is on Page 84.) 
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... but this is an Ad! 


CLUSTER-PAR cartons have space for advertising 


to “billboard” your product ... act as their own display 


Chances are, you spend from thousands to millions urging 
customers to reach for your products at point of purchase. 
But what do they when they get there? A confusing blend 
of competing packages? Or a sign that says, “This is what 
you're looking for?” The answer's clear with Cluster-Pak! Its 
bigger area shouts your name and message. As sure as “it pays 
to advertise,” it pays to put your products in Cluster-Pak! 


STRONGEST CARTON MADE 
No other carton offers Cluster-Pak’s 
double protection. You get the unequaled 
strength of famous Mead quality kraft 
combined with the world’s only self- 
locking construction that needs no glue, 
So your products are safer in Cluster-Pak! 
For full details on low cost market tests, 
write P. O. Box 4417, Atlanta 2, Georgia 


Atlanta Paper Company 


Where Packaging is Advertising 
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, Why get “stuck” with glue 
when you buy multi-packs 


— 


= LOMO SSCA 


Save with CLUSTER-PAK®. . . the self-locking 
carton that needs no glue to be world’s strongest! 


Of course you can glue Cluster-Pak cartons the unequaled strength of famous Mead qual- 
if you want to. In fact, when we invented _ ity kraft combined with the world’s only self- 
Cluster-Pak, we provided for glue pots on our locking construction that requires no glue. So 
machines. Yet! Over 700 million cans have why pay for glue you neither want nor need? 
been packaged in Cluster-Pak since then. And Instead, put your money in quality . . . and 
not a single customer has ever used a single protect your products in Cluster-Pak. It’s 
drop of glue! The reason? Cluster-Pak offers the strongest multi-pack carton ever made! 


Atlanta Paper Company 


Where Packaging is Advertising 


ATLANTA PAPER COMPANY, ATLANTA 2, GA. 
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BBBs Probed 
4000 More Ads 
in ‘56 Than in ‘55 


New York, April 30—The num- 
ber of advertisements requiring in- 
vestigation and action by better 
business bureaus in 1956 increased 
by 4,000 more than in 1955. How- 
ever, of the 23,351 advertisements 
requiring contact with advertisers, 
only 655 (2.8%) were referred to 
the authorities when voluntary 
correction was not obtained. This 
was only one-tenth of 1% increase 
over 1955, according to a statistical 
analysis of better business bureau 
activities in 1956, released here 
last week by the Assn. of Better 
Business Bureaus. 

Of the 23,351 advertisements 
questioned, 20,670 or 88%, related 
to merchandise, the report says. 
This was an increase of 29% over 
55. Apparel had the dubious dis- 
tinction of ranking first in the 
number of advertisements requir- 
ing action. This field, with automo- 
bile, home appliance, furniture and 
floor coverings and home furnish- 
ings advertising, accounted for 
66% of all advertising requiring 
BBB action. 


® Bait advertising and false and 
fictitious use of comparative prices 
(including phony pre-ticketing and 
manufacturers’ list prices) were 
the prime causes to question or act 
on advertising in the merchandise 
field, the report says. 

“Where bait advertising is usual- 
ly practiced only by an obviously 
disreputable minority, false savings 
claims are widely used by general- 
ly ‘respectable’ stores, which trade 
on their good names to deceive 
their customers,” the report notes, 
adding, “This type of advertising 
is difficult to uncover without 
careful comparative shopping. 


a “While the volume of advertis- 
ing acted on by better business bu- 
reaus increased last year, much of 
this,” it is noted, “reflects stepped 
up BBB action to combat bait and 
phoney savings claims. The bu- 
reaus consider this type of adver- 
tising to be serious and in urgent 
need of correction.” 

The ratio of public inquiries to 
complaints received by 108 bureaus 
throughout the country was five 
to one, which, according to Victor 
H. Nyborg, national president, “is 
considered a healthy proportion.” 


= In 1956 the bureaus conducted 
942 trade practice conferences. Of 
these, 78 were in the financial 
category, 454 in the commercial 
category, and 410 related to mer- 
chandise. In the area covering ad- 
vertising practices common to a 
large number of businesses, and of 
direct concern to media, the bu- 
reaus conducted 410 conferences. 
A total of 2,225,271 people used 
BBB services in 1956, a 10% in- 
crease over 1955 and more than 
double 1949. The 108 better busi- 
ness bureaus are supported by 85,- 
000 companies, which contribute 
$5,000,000 annually for bureau 
services to protect the public from 
misrepresentation and fraud, and 
responsible business from harmful 
competitive practices. ~ 


Purcell Named Ad Manager 
Canadian Cottons Ltd., Mont- 
real, has appointed H. E. Purcell 
general sales and advertising man- 
ager. Mr. Purcell joined the com- 
pany in 1955 and has been general 
merchandising manager. 


Shipping Unit Moves 

National Telefilm Associates’ 
film shipping subsidiary, Kennis 
Film Service, has moved to larger 
quarters at 311 W. 43rd St., New 
York. 


Tila: 
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AU REVOIR—Fred Wittner (left) of Fred Wittner Advertising, New 
York, bids farewell to Sven Rydberg, pr director of Stora Koppar- 


bergs Bergslags of Sweden, who 


American pr techniques. The Wittner agency, which handles the 

Swedish company’s American subsidiary, arranged his U.S. tour. 

Dr. Rydberg’s company is the largest producer of steel, pulp and 
paper in Scandinavia. 


spent four weeks here studying 


Tea Drive Aims 
to ‘Restore Former 


Ad Effectiveness’ 


New York, April 30—The Tea 
Council will spend $1,800,000 for 
consumer advertising in 1957, an 
increase of 80% over 1956. 

Robert B. Smallwood, chairman | 
of both the council and Thomas J. 


Lipton Inc., making the announce- 
ment last week, explained, “The 
largest share of the money will be | 
used to restore the council’s hot tea 
advertising to its former level of | 
effectiveness. We will expand our 
market-by-market coverage to 18 
cities—up six over the former pat- 
tern of 12. And for the first time 
since 1954, we will have an ade- 
quate iced tea advertising program 
in 29 markets.” 

The increased money is being 
raised by increased contribution 
from tea growers in India, Ceylon 
and Indonesia and members of the 
US. tea trade. 

The council will spend $600,000 
of its ad budget to promote iced 
tea this summer. The medium will 
be radio spots exclusively in 29 
markets. 

Leo Burnett Co. is the agency. e 


Johnson to ‘American Heritage’ 

Frank Johnson has been named 
promotion director of American 
Heritage, New York. He also will 


develop special projects, the first | 


of which is publication in August 
of “The American Heritage Book 
of Great Historic Places.” With 
Time Inc. since 1937, Mr. Johnson 
for the past eight years has been 
circulation promotion manager of 
Fortune. 


Sinclair Sets Power-X Drive 

Sinclair Refining Co., New York, 
is breaking an extensive outdoor, 
newspaper and spot radio cam- 
paign for its super premium gas- 
oline, Sinclair Power-X, built 
around the theme “the gasoline 
that works like a free engine tune- 
up.” Sinclair will use some 250 
daily newspapers and 880 radio 
stations in its 36-state marketing 
area. 


Pullen Named Midwest Head 

Bill Pullen, a member of the 
advertising sales staff of the 
Farmer-Stockman, Oklahoma City, 
since 1952, has been named mid- 
western manager of the publica- 
tion with headquarters in Okla- 
homa City. 


meeting your creative printing requirements 


Call on Magill-Weinsheimer for all 

Point-of-Purchase material. Our creative 
staff offers a complete service. 
basic idea to finished art...Call on us 


for any challenging graphic requirement...for broadsides 


is our business 


.. from 


UW 


tl ’ h, . 
New York, Philadelphic, Cleveland, ate los Angeles 


Write for our handy Printing Process Comparison Chort 


That is your production man. 


He is meeting the vital responsibility 
of purchasing and checking material 
which presents the exacting creation 
of copy, design and illustration to 
the buying public. 


When necessity arises, his day may 
last twenty four hours. 


He needs your respect and encourage- 
ment in maintaining the dignity and 
importance of his position. 


It is through his care and skill plus 
discrimination in selecting suppliers 
that not one iota of gold lined white 
space is ill-spent. 


are the superlative achievement in 
reproduction for high speed 
publication printing. 

They sell at the point of impression. 


HUTCHINGS @& 
MELVILLE INC. 

Photoengravers 
4043 North Ravenswood Avenue 
Chicago 13, Illinois Eastgate 7-9220 
Skilled operators of the 


imported Klimsch Camera— 
Four Color Proofing Presses 
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S. C. Johnson ‘Diplomatic Corps’ Meets to 
Consider Many Facets of World Marketing 


Racine, Wis., April 30—It was 
not entirely by accident that archi- 
tect Frank Lloyd Wright, in his 
celebrated design of the S. C. John- 
son & Son office building here, 
included a little cosmopolitan 
plaza, featuring a plastic globe 15’ 
in diameter standing amid a semi- 
circle of foreign flags. 

The globe and plaza provided 
the perfect background this month 
for Johnson’s first international 
conference of representatives of its 
overseas subsidiaries and distrib- 
utors. 

Reason for the conference was 
that Johnson’s overseas operations 
now account for about 25% of the) 
company’s entire business, and the 
Johnson management feels such 
conferences are needed to strength- 
en liaison between headquarters 
and the overseas outposts, partic- 
ularly in matters of product de- 
velopment and merchandising. 

Also indicative of Johnson’s 
growing interest in the overseas 
field was the recent appointment 
of A. O. Fisher to the newly creat- 
ed post of international vp. Under 
Mr. Fisher are four regional direc- 
tors—(1) for Canada, Mexico, 
Australia and the Far East; (2) for 
Europe, Africa and the Near East; | 
(3) for South America and (4) 
for Central America and the Car- 
ibbean. 


the techniques of merchandising or 
distributing them. But I am sure 
our wealth of experience will be 
helpful on the problems that con- 
front you.” 


s In line with this free rein policy, 
Johnson & Son has just recently 
taken its export advertising ac- 
count out of Robert Otto & Co., 
New York, in order to put all over- 
seas advertising in the hands of 
admen on the various local scenes. 

Just how the local advertising 
picture can vary from one country 
to another was demonstrated in a 
series of observations by the vis- 
itors. 


e In Australia, for example, news- 
papers are by far the most impor- 
tant medium, with movie trailers 
a strong second, according to G. O. 
Potter, acting managing director of 
S. C. Johnson & Son Pty., Sydney. 
Magazines and radio are less im- 
portant, he said, while tv is still 
too new and set sales too slow 
to make it of much use as an ad- 
vertising medium—now or in the 
next four to five years. 


e In England the situation is 
somewhat different—tyv is a very 
|important and popular medium, 
|}and the daily press also continues 
to be strong, according to Gerald 
Fox-Edwards, director of the 
|Johnson English subsidiary ac- 
® Johnson first went overseas in| count at Erwin, Wasey & Co., Lon- 
1914 when it established a subsidi- | don. One very important medium 
ary in West Drayton, Middlesex, Johnson uses in England, Mr. Fox- 
England. This is now Johnson’s| Edwards said, isn’t even located 


oldest and largest subsidiary.|in England—it’s the powerful and 
There are seven others, in Aus-| Multi-lingual Radio Luxembourg. 
tralia, Brazil, Canada, France, 


e In Japan, where Johnson sells 
only industrial waxes (the Japan- 
ese cover most of their domestic 
floors with straw mats), Johnson 
advertises primarily in weekly 
rer magazines, said V. R. Stolle, pres- 
a network of distributors whose | ident of Williams International of 
total market for Johnson’s prod-| Japan Ltd., a Johnson distributor. 
ucts now includes about 100 coun-|  pailies are a very expensive 
tries, |medium to use in Japan, he said, 

In calling together key personnel | and tv is too new for effective ad- 
from these foreign subsidiaries and vertising. Japan has three tv sta- 


affiliates, plus some of their local | ti9ns——all in Tokyo, Mr. Stolle said 
ad agency executives, Johnson was | the number of receivers in 


Germany, Mexico and Venezuela. 
The Venezuelan subsidiary was 
organized just a few months ago. 
A subsidiary in Japan may be next. 

In addition to these, Johnson has 


} and 
largely interested in preaching Japan is between 250,000 and 300,- 
Johnson’s consumer-oriented mar-|999—in a national population of 
keting philosophy—one that has| sp ut 100,000,000. 
won the company the lion’s share | P 
of the domestic wax market. |}@ There is no commercial tv in 
But H. F. Johnson, president of | Denmark, so Johnson advertises 
the company, told the conference |™ostly in two weekly magazines, 
delegates, “Each country’s pro-| with a total circulation of about 
gram should be tailor-made to suit | 490,000, according to Kay Stou- 
the particular set of conditions or | 84aTd, general manager of W. Hel- 
circumstances in that country. . . | !eson & Co., Johnson’s Danish dis- 
“We do not ask our subsidiaries | tributor. 
to follow directly in our path, eith- 
er in the matter of products or in| # And just as the advertising pic- 


a 


a 
“ 


Louis 


Fox-Edwords 


Connolly Gardner 


before the plastic globe in front of the wax company’s headquarters 


are W. N. Connolly, Johnson’s pr vp; J. J. Louis Jr., Needham, Louis & Brorby, Chi- 
cago; J. W. Gardner, J. Walter Thompson de Mexico; G. Fox-Edwards, Erwin, Wasey 
& Co., London; Pierre Elvinger, Elvinger Sales & Publicity Counsellors, Paris; Kenneth 


Elvinger 
POLISHING SESSION—Admen on S. C. Johnson & Son accounts throughout the world pose 
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How Procter & Gamble Spreads Itself Overseas 


(See stories on Procter & Gamble’s foreign operations beginning on Page 74) 


PRODUCTS NOW SOLD 


Ivory Bar, Ivory Flakes, Ivory Snow, 
Camay, Duz Soap, Oxydol, Tide, Cheer, 
Premium Duz, Bonus, Joy, Dreft, Crisco 


Tide, Daz, Cheer, Oxydol, Dreft, Sylvan, 
Fairy, Mirro, Drene, Gleem, Fluffo 


Tide, Spic, Dreft 


Tide, Camay, Drene, Ace, Lavasol, 
Regalo, Unico, Crisco 

Tide, Camay, Drene, Prell, Ace, Lavasol, 
Llave, Oso, Elsa, Dreft 


Tide, Camay, Drene, Gleem, Crisco, Ivory 
Ace, Lavasol 


Purico, Delrica, Venus, Victor, Mayon, 
3-Star, Sunshine, Star, PMC White, 
Perla, Oso, Luto, Argo, Ola, Camay, 
Fresco, Gleem 


Palmboom, Filmo 

Tide, Camay, Dreft, Spic & Span, Daz 
Tide, Camay, Cheer, Ace, Lavasol, Pilon 
Tide 

Ace, Camay, Drene 

Drene, Prell 


South America, Central America, Caribbean, 
Far East, Europe. 


Europe, Middle East, East Indies, Far East, 


AGENCY 


In general, same as U.S. 
for each brand. 


Lambe & Robinson 
Young & Rubicam 
Erwin, Wasey & Co. 


Elvinger, S.A. 
Dorland 


Obelleiro Carvajal, S.A. 
House Agency 


McCann-Erickson and 
Obelleiro Carvajal 


J. Walter Thompson 


Noble Advertising 
Obelleiro Carvajal 
Eduardo Guinea, S.A. 
Hill & Murray 


Africa, Middle East, British West Indies, 


Africa 


COUNTRY YEAR STARTED 
Canada Oct., 1914 
England June, 1930 
(acquired by P&G) 
France Dec., 1954 
Venezuela July, 1950 
Cube June, 1931 
(acquired by P&G) 
Puerto Rico Feb., 1947 
Philippines Jan., 1935 
(acquired by P&G) 
Indonesia Feb., 1940 
Belgium May, 1955 
Mexico June, 1948 
Colombia May, 1955 
Peru Jan., 1956 
South Africo July, 1947 
AREAS SERVED BY EXPORT OFFICES 
New York Export: 
Geneva Export: 
ture varies, the merchandising sit- 
uation differs radically from coun- 
try to country. Johnson has had 
excellent success applying modern 


|U. S. techniques in the United 
Kingdom and to a large extent in 
Denmark. In a country like Au- 
jae which has practically no 
supermarkets, merchandising must 
|be done much as it was 25 years 
|ago in the U. S., when the house- 
| wife had to shop at half a dozen 
stores. 

According to Juan Vidal, manag- 
ing director of Ceras Johnson de 
Mexico; supermarkets are catching 
on rapidly in Mexico, but he noted 
that a pattern is developing in 
which small specialty shops spring 
up around the supermarkets. This 
drains some business away from 
the supermarkets, he said, but it 
also adds to the number of people 
visiting the supermarket neighbor- 
hood. 


s As for U.S. merchandising tech- 
niques, Mr. Vidal said they are 
more readily accepted the closer a 
country is to the U.S. They have 
gone over fairly well in Mexico, 
he noted, so far as Johnson prod- 
ucts are concerned. 


Campbell 
Insley 


in Racine. They 


Much of the four days the vis- 


itors spent here was devoted to) 


seminars on marketing and mer- 
chandising, with special attention 
given to management operations. 
At the same time, however, the 
visitors were given ample oppor- 
tunity for special conferences with 
Johnson & Son specialists. 

Johnson has a particular interest 
in product development and is 
quite anxious to learn of specific 
consumer needs in the various 
countries. 

Johnson’s Glo-Coat is the top 
seller in both Australia and in 
Denmark. The Danes like Pride 
next. In Peru Paste Wax is the top 
seller in the line, while Johnson’s 
Beautiflor is a strong second. In 
England, Paste Wax is the top sel- 
ler, followed by Pride and Glo- 
Coat. 


® As a feature of the four-day 
liaison program, conference dele- 
gates heard Sen. Alexander Wiley 
(R., Wis.) propose a_ six-point 


“economic bill of rights” for Amer- 
ican investors in foreign countries. 
He said its acceptance would do 
much to draw U.S. capital into the 
private 


investments that foreign 


W 
# 


Stafford 


Beaudry d‘Olive 


governments are looking for. 
He asked for (1) “a generally 


| fair break for the foreigner [such 


as Americans] under the law and 
in the courts of foreign lands”; (2) 
a strong effort to maintain the pur- 
chasing value of a sound currency, 
“rather than to indulge in loose fis- 
cal practices”; (3) a minimum of 
exchange restrictions; (4) no ex- 
propriation of foreign private 
property, or, if this must be, at 
least fair and prompt compensa- 
tion; (5) “freedom from excess 
taxation, from harassing govern- 
ment restrictions and _interfer- 
ence”; and (6) minimum limita- 
tion on interest, dividends and 
earnings returnable to the U.S. e 


Ad-Research Adds One 

Sunbeam Lighting Co., Los An- 
geles, manufacturer of fluorescent 
lighting equipment for commercial 
and industrial applications, has 
named Ad-Research Advertising, 
Los Angeles, to handle its adver- 
tising. The company is now carry- 
ing schedules in business publica- 
tions covering the electrical, archi- 
tectural and related fields. Henry 
Gerstenkorn Co. formerly had the 
account. 


Willoughby 
Sutton 


Campbell, Publicidad Inter-American, Havana; R. B. Insley, Foote, Cone & Belding 
Ltd., London; Art Stafford, McCann-Erickson Corp., San Juan; Roland Beaudry, Coll- 
yer Advertising Ltd., Montreal; Gene d’Olive, J. Walter Thompson Co., New York; 
John Willoughby, Needham, Louis & Brorby Ltd., Toronto, and Tom Sutton, manag- 
ing director, J. Walter Thompson, Hamburg, West Germany. 
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Whiting Joins In-Store ‘Beginning of the End’ Gets 


Richard D. Whiting, formerly Science-Fiction Push 
president of Standard National Ad-| In conjunction with the national 


vertising Agency, Seattle, has been | release of its first film, the science- 
named manager of In-Store Mer-| fiction thriller, “Beginning of the 
chandisers Inc., Oakland and San | End,” AB-PT Pictures Corp., Bev- 
erly Hills, plans an ad campaign in 


Au restaurant..c’est bon! 


10 of the highest circulation sci- 
'ence-fiction magazines. The cam- 
|paign, using pages, will run in 
July issues which are released 
|about June 15, coinciding with the 
film premieres. Goodman Adver- 
tising, Los Angeles, is the agency. 


¢ Francisco. 
2 


WHO IS 
THE 


£ sammich 
race a 


AH, OUI—A cheese sandwich in French looks pretty tempting, too, 
as shown in this Canadian eat-out poster for Kraft Foods Co. 
Williams-Thomas, Montreal, is the outdoor company. 


Whitney’s Corinthian | Goodman Named Exec VP 
Sterling Advertising Agency, | 


Broadcasting Corp. New York, has promoted Stanley 
- Goodman, formerly vp in charge 
Operates 6 Stations of client services, to exec vp and 


general manager. He also will as- | 
sist Saul M. Broun, the agency’s 
board chairman. 


New York, April 30—J. H. 
Whitney & Co., which now owns 
four tv and two radio stations, has 


INFLUENTIAL? 


set up Corinthian Broadcasting 
Corp. to coordinate the manage-|-- 
ment policies of its broadcasting 
properties. Headquarters will be 
at 630 5th Ave. 

Principals in Corinthian will be | 
three Whitney partners—Walter | 
N. Thayer, who will be chairman | 
of the board; C. Wrede Petersmey- 
er, president, and Robert F. Bryan, 
secretary -treasurer. 

The stations will continue to be | 
run locally by their general man-| 
agers—Paul E. Taft for KGUL-TYV, | 
Galveston; James C. Richdale Jr 
for KOTV, Tulsa; Robert B. Mc- 
Conneil for WISH and WISH-TV, 
Indianapolis; R. Morris Pierce for 
WANE-TV and Reid G. Chapman 
for WANE, Ft. Wayne. All will 
serve on a Corinthian policy com- 
mittee headed by Mr. Petersmeyer. | 

Whitney, which now has more} 
money invested in television than 
in any other field, plans to con- 
tinue to expand its interest in tv. 


Why Fels & 


es Mr. Petersmeyer said Corin- 
thian will have a staff of about 
seven men in New York. George 
G. Jacobs will be brought in from | oi} 
KOTV, Tulsa, as director of engi- +i) 
neering. Charles H. Smith, former | j 
research director of WCCO and/¢é 
WCCO-TV, Minneapolis, has been 
named director of research. John- 
ston F. Northrop of the Whitney 
company has been named assist- 
ant to the president. 

Anderson & Cairns has been 
named to handle Corinthian’s ad- 


vertising. 
All the Whitney-owned stations ORR A 
are CBS affiliates. e 


Standard Oil Sponsors Film 

“The Man Who Built a Better 
Mousetrap” (and broadcasts the 
news from his rooftop) is the title 
of a new 18-minute color movie 
sponsored by Standard Oil Co. (In- 
diana) and produced by Kling Film 
Productions, Chicago. The film 
shows the contribution which ad- 
vertising makes to our national 
economy. 


USE 
MISSOURI NEWSPAPERS 
THE EASY WAY 


Whether you use one or all of 
Missouri's 398 newspapers it’s 
easier, faster, cheaper with Mis- 
souri Press Service. 


ONE ORDER—ONE BILi— 
ONE CHECK 


Advertising Agencies ond Advertisers Send tor 
your free directory ond rote beok of Missouri's 

Doily, Weekly ond Sundey > 
MISSOURI PRESS SERVICE, INC. 


WALTER WILLIAMS HALL 
Columbia Missouri 


WLW 
Radio 


WLW-T 


Cincinnati 


WwLw-c 


Columbus Dayton 


Network Affiliations: NBC; ABC; MBS Sales Offices: New York, Cincinnati, Chicago 
Saies Representatives: NBC Spot Sales: Detroit, Los Angeles, San Francisco 


Crosley WLW Stations 


WLW-D 


Bomar Lowrance & Associates, Inc., Charlotte, Atlanta, Dallas ...... Crosley Broadcasting Corporation, a division of 


Company prefers 


for Instant Fels Naptha 


Golden Soap Granulets 


"WLW Stations offer that 
important extra of mighty grocery 
merchandising tied up with top 
Station Talent. 
TV-Radio personalities star in 
product merchandising-promotion 
as the Crosley Stations' experts 
cover the store fronts by top-— 


Yes, leading 


contacts, personal 


calls and point-of-sale push. So 
the Talent-—tuned, power-—packed 
merchandising—promotion of the 
Crosley Stations really means 
business for advertisers." 


ey 0 Fe 


Max Brown, 


Director of Sales 
Fels & Company 


Like Fels & Company, you'll get mighty merchandising-promotion for your 
products too with the WLW Stations. So before you buy, always check first 
with your WLW Stations' Representative. You'll be glad you did! 


WLW-A 
Atlanta 


Aco 
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‘Popular Mechanics’ Was 
Early One-Shot Publisher 

To the Editor: I have just come 
across (a little late) the article 
you had on one-shot magazines in 
your March 18 issue. We enjoyed 
reading about the Petersen Pub- 
lishing Co. and their one-shots, 
but feel that you committed a 
grievous oversight in paragraph 
three, wherein you point out that 
four companies, Petersen, Maco, 
Fawcett and Dell dominate this 
one-shot field. Here at Popular 
Mechanics we feel that we were 
one of the first to publish such 
specialized one-shots way back in 
1939 and 1940. 

For several years, we had four 
steady one-shot annuals, “Shop 


NS EVEREADY Fraser 


2 jl 


i ll frisket thot stoys eather will not blow 
up, easily removed, stays tacky indefinetly, 
extremely transparent, leaves no residue. 


Phone SUperior 7-2006-7 - Samples on request 


$$ Artist Materials Inc., 712 North State, Chicago, Ill 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


Notes,” “What to Make,” “Useful 
Ideas” and “Home Kinks.” Then 
in 1945 we started publishing on 
more varied subjects such as 
“Money Making Hobbies,” “Con- 
crete Handbook,” “Lawn and 
Garden,” “Outdoor Sports Man- 
ual,” etc. Since we have published 
125 75¢ one-shots since 1946, and 
28 of the special quarter Do-It- 
Yourself booklets since 1954, we 
definitely feel that 
have been mentioned. Dell is a 
very recent newcomer, 


24 months ago, and even Fawcett, 
which now publishes more than 
anyone else, started as recently as 
1949. 


building material, lumber 
hardware stores and are getting 
excellent results there. 
Norman Guess, 
Manager, Popular Mechanics 
Press, Chicago. 
» 


Reader Is Roused 


|—and 


for 


we should|f 


having | | 
just a few in this field as of 18 to = ¢ 


We have been selling these to| = 
and | | 


To the Editor: Talk about mis-|~ 
leading advertising! This Sears ad 
that appeared April 17 in the Chi-| 
cago Sun-Times is the most I’ve 
ever seen. In the first place they 
lead you to believe the full price is 
$26.50 until you see $16 per month 
how many months? 


They, of course, neglect to say. 
Also, how much for spark plugs 
and all the rest that you need on 
the engine? Also, that particular 
| $26.50 goes only for a 1951-52 
Dodge, the others are more. By 
the time you get through, you 


REBUILT ENGINES 


moemucs Ame CO 
GUARANTEED ALLSTA 


probably would cough up some 
$500 for it when you could get a 
good used car for the same dough. 

I think that the agency or agen- 
cies that cooperate in turning out 
this kind of stuff should be denied 
recognition by the Four A’s or any 


od 


’ 


SELL YOUR PRODUCTS OR SERVICES 
WITH 


Appearance 


From windows to washing machines 

. from wallpaper to wallets. 
uct, your service, your sales story belongs 
in this outstanding merchandising medium. 
Here at the biggest Exposition in the East, 
a “live” audience of half a million custo- 
mers see, examine and buy. 

In this “Show Window of the East” 
you'll find unexcelled opportunities for 
PRODUCT PERSONAL APPEARANCE 
that pays off in more business for you. 


Write today for full details 
EASTERN STATES 


 Papasttion 


WEST SPRINGFIELD, 


CBOOOOBS 


Persona 


. your prod- 


14-22, 1957 
MASSACHUSETTS 


other organization. 
Nick Wheeler, 
Bakers Review, Chicago. 
- —_ . 


‘Hard, Cruel Business’; 
Is It This Cruel? 

To the Editor: I am job hunting 
myself at the moment and I sym- 
pathize with your correspondent 
who has been answering “Help 
Wanted” ads and did not even get 
the common courtesy of a reply. I 
have had it happen to me many 
times and I can think of no more 
frustrating and infuriating experi- 
ence. 

But when the “Help Wanted” ad 
was a “blind” one, I must side with | 
the advertiser. He coded the ad 
because he does not wish to broad- 
cast impending personnel changes. 
He is under no obligation to reply 
to all applicants; many of them 
are likely to be totally unqualified 
for the job and all they risked was 


a 3¢ stamp. 

This is only a small facet in the 
larger picture of “looking for a job 
in advertising.” The job seeker in 


this field is subjected to much 
cruelty and humiliation. Job hold- 
ers who are none too secure them- 
selves do enjoy kicking a man 
when he is down. I am fortunate in 
having a job while I am looking 
|for a better one, but woe to the 
unemployed advertising man in 
this hard, cruel business! 

Name withheld. 

= . 


. 
AA in the Classroom 
To the Editor: In the process of 


clipping some articles from the 
$0 | April 15 issue of ADVERTISING AGE, | 
I was struck by the realization of 
how helpful ADVERTISING AGE is 


“.\to me in keeping me informed | 
-|about what’s going on in advertis- | 


ing. 
It happens that I cannot attend 


=/==|| the many meetings where pungent 


ideas and useful information are 
presented. When ADVERTISING AGE 
records the substance of these 
talks, reports and the like, I have 


«| gained some of the benefit of at- 


| tendance. 
This material finds its way 
quickly into the classroom. My 


new findings, 
about advertising, statistics and so 
on, 


notes are full of clippings reporting | & 
cogent arguments | && 


Seems I ought to thank you for 


you too. Do keep up the good work. 
Roland B. Smith, 
Associate Professor of Adver- 
tising, School of Business Ad- 
ministration, University of 
Connecticut, Storrs, Conn. 
* . 


Says Photoengraver Is Still 
Doing a ‘Whale of a Job’ 

To the Editor: Let Geoffrey Hig- 
gins (Voice, April 22) in his dis- 
paragement of the photoengraver | 
look to his commissions. 

The engraver, whilst “digging his | 
grave,” is still doing a whale of a 
| job knocking out four-color process | 
engravings often in four or five | 
days to fill up the white space con- 
tracted for by Mr. Higgins, et al. 
| It might be added that from all 
the information we are able to 
|gather, the large publishers are 
| projecting nothing but letterpress 
equipment in their future plans. 

Therefore the lithographer had 
|better drop another coin in the 
| parking meter; the bulldozer he is 
| going to use to cover the engravers’ 
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¥ one source 


rN 
| |) 


we j 


| 
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re 
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¥ one service operation 


| 
y one standard of quality 


for national advertiners in Laltarprss and gravure, 


Coutins, Miter & Hutcuines, Inc. 
333 WEST LAKE STREET AT WACKER DRIVE + CHICAGO 6G, ILLINOIS 


MY | \ 


‘ 
\ 


deing such a good job as my re- | 
search assistant. My students thank | 
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graves will be idle for quite a 
stretch—at least so it seems to us. 
T. D. Hutchings, 
President, Hutchings & Mel- 
ville Inc., Chicago. 
* . - 

Dominoes Are Popular 

To the Editor: Could a revival 
of dominoes be under way or even 
under foot? On March 23, our cli- 
ent, the new products development 
department of Cyanamid, made its 


PRODUCT DIRECTIONS 


CYANAMID POLYACRYLAMIDE 
tn adhes: 


red emulsions 


a water-eluble polymer that adda ‘quick -ateck aves 


and stability to ana pemmons 


see 


point in the attached ad in Chem- 
ical Week. On April 1, Nuclear 
Systems, a division of the Budd 
Co., tipped their hand in a similar 
manner to the readers of Chem- 
ical & Engineering News. 
Frederic J. Cowan, 
Hazard Advertising Co., New 
York. 
. . * 


Enjoyable Job in Makeup 
To the Editor: The makeup man 


-—You'll Love Being Charming'——, 
$o+o¢% June McAdams School 


Courses tor Business Girts, 
Teens, Children and Housewives 
be oor! ime 


cau re S221 for FREE 
BOORLET OR PERSONAL INTERVIEW 


JUNE MeaDams MODELING & FINISHING SCHOOL 
——Gelievee-Stretferd Hetet Seite 307-0 Semen 


rights-of 

| [p= eee eee ewww ees the Fed 
Gon Ge 

INCHES ; ©... 

Total 

FROM YOUR luding 

me 

J\\ HIPS...) 


THIGHS, TUMMY 
LEGS with the 
STAUFFER HOME PLAN 


Excen weught often is measured 0 


STAUFFER ome PLAN will wee 
those wabborn ines trom core 
areas lke hops. rummy. thighs sad 
legs beswutes your pesuse, 


Bre you the loveler hgure you deure 
RENT-IT-BY-THE-MONTH 
You con bey for Ihe « day 


enjoys his work again! 
Buell R. Snyder, 
Beachwood, N. J. 
7 o . 
Accolade for Waters’ 
Agency Operation 
To the Editor: That was a won- 
derful tribute to Norman D. Waters 
and his fine agency which ap- 
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peared in your April 22 issue. 

In recent months, I’ve gained a 
new appreciation of the attention 
to specific sales effect which char- 
acterizes the really good small to 
medium-size agency, and devotion 
to real results is an outstanding 
facet of Norman Waters’ success- 
ful operation. 

Congratulations to you for a very 
newsworthy and inspiring report! | 

William 8S. Campbell, 

Publisher, Cosmopolitan, New 

York. 


* 7 
Look—No Driver 

To the Editor: Plymouth really 
is years ahead: runs on automatic 


| 


pilot! (See attached ad from San 
Diego Evening Tribune, April 24.) 
Hal Hemmelman, 


Bob Landis, General Advertis- 
ing Department, Union-Tri- 
bune Publishing Co., San Di- 
ego, Cal. 

* - e 


Agrees with Creative Man 
That Intormation’s Wanted 

To the Editor: I have just fin- 
ished a second reading of “Tell Us 
More!” in The Creative Man’s 
Corner in your April 1 issue. My 
second thoughtful reading. 

For this agency believes about 
copy as he seems to believe. 

J. M. Hickerson, 
J. M. Hickerson Inc., New 
York. 


» ° « 
No Comment Needed 

To the Editor: I thought you 
might be interested in this distrib- 
utor ad which ran in the Grand 


FREE!! 


ENTERTAINMENT 
WITH THE PURCHASE OF EVERY 


MOTOROLA’ 
CARRADIO . 


SEE YOUR DEALER 


Diet. BY WAREEN RADIO CO. 


Rapids Herald Sunday, April 14. 
Any comment seems superfluous. 
Charles F. Johnson Jr., 
Grand Rapids. 
- . . 
Weiss’ ‘Store Window’ 
Article Reprinted 
To the Editor: I am interested 
in the article “The Store Window | 
As a Selling Area,” by E. B. Weiss, 
ADVERTISING AGE, April 15. May we | 
have permission to reprint this| 
piece in our “Apparel News,” the | 
house organ of our organization? | 


| 
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We make no charge for this; footnote to this statement. Our fig-|sterling expect to start collecting|seems to agree, since for the past 
six years Seventeen has carried 


booklet and mail it to 3,700 retail- 
ers in the apparel field in this im- 
mediate area. We issue quarterly. 
Full credit, of course. 
James M. Golding, 


Apparel Club of Michigan Inc., 
Detroit. 


ures show that one out of every /| soon. 
five of these Young Women Under 


With more girls marrying at 18) more silverware advertising linage 
| Twenty already owns flatware and|than any other age, Seventeen than any other magazine analyzed 
that 16.6 is the median age at|firmly believes that the Young! by PIB. 
|which they begin their silverware| Woman Under Twenty is inevita-| 
Business Manager, Women’s | collections. In addition, 86% of the| bly the most lucrative market for 
girls who do not at present own|silverware. Most of the industry 


K. Allan Taylor, 
Advertising Director, 
teen, New York. 


Seven- 


7 e * 
‘Seventeen’ to Report | 
on Silverware Survey 

To the Editor: A word of com-| 
mendation for your illuminating | 
report on the state of the silver-| 
ware industry .published in the | 
April 8 issue of ADVERTISING AGE.) 

I was especially interested in| 
your noting that “some manufac- | 
turers are becoming increasingly | 
solicitous of the young teen-age 
girl also, in the belief that she has 
her silver pattern picked out long 
before she has a husband.” 

We at Seventeen will soon pub- 
lish the results of a survey of sil- 
verware collecting and ownership 
among teen-agers, and I think | 
these results add an interesting’ 


WHO 


IS THE 


More “Long Green” for You! 


Ohio farmers gather extra bundles of greenbacks every 
month. And they’re extra big—make Ohio a top-third 
state in farm income. This steady cash buying power 
comes from the full range of crops and livestock, plus 
thousands of off-the-farm jobs. 


Your easiest, surest way to make “hay” in this rich 
rural market is through THE OHIO FARMER. It’s read 
regularly by 4 out of 5 Ohio farm families because on- 
the-scene editors write about Ohio farming only. 


You'll also want to cover 2 comparable states, served 
by MICHIGAN FARMER and PENNSYLVANIA FARMER. All 
3 magazines are published twice monthly, 4-color gra- 
vure printed to save you plate costs. It will pay to get 
details. Write 1010 Rockwell Ave., Cleveland 14, Ohio. 


i Oxo JURE 


CLEVELAND, OHIO 


eee eee eee eee ee 


MICHIGAN FARMER, East Lansing 
PENNSYLVANIA FARMER, Harrisburg 
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| Advertising Agencies, 
| usual 


Originally he planned to be an 
engineer, but a touch of the ad- 
vertising business diverted him. 
Then he wanted to be a teacher, a 
writer or a diplomat—and it seems 
to him after 32 years in the agen- 
cy business that an agency man 
must be all three. 

But Melvin Brorby, who last 
week was elected chairman of the 
board of the American Assn. of 
is an un- 
adman. He came to the 
business fairly late—he was 31 
when he joined Maurice Needham 
in his brand new agency on Jan. 1, 
1925. He spent all of his agency 
time in a single agency, which 
since 1929 has been called Need- 
ham, Louis & Brorby. 

What Chicago admen remark 


| about Mr. Brorby is, however, only 


somewhat related to advertising— 
they comment on a wide range of 
interests, and an _ astonishing 
amount of civic work. For in- 
stance: he’s on the board of the 
Putney School, in Vermont; on the 


Central. 


Mr. Noble is Chairman of the Advertising Trades Institute, Inc. 


THOMAS B. NOBLE ASSOCIATES 


WE KNOW NEW YORE! 


A new sales representation firm seeks non-competitive ac- 
counts in the display, sales promotion, visual aids, graphic 
arts field with high potential in the New York area. Our 
clients will automatically be in the annual Advertising Es- 
sentials Shows and the National Sales Aids Shows in N.Y.C. 
We have offices and showroom three blocks from Grand 
Moderate fee with incentive plan. If you need 
promotion and sales effort in the largest market consider — 


135 East 39th Street 
New York 16 
LExington 2-9921 


You Ought toKuow e « Melvin — 


Crippled Children & Adults; on 
the board of the National Society 
for Political Education; a member 
of Chicago’s Orchestral Assn., and | 
a life member of the Chicago Art 


of the Institute for International 
Education, and he recently left 
the board of the Chicago Council 
on Foreign Relations, which he 
also served as president. He also 
is a director and executive com- 
mittee member of the National 
Outdoor Advertising Bureau. 


s The emphasis on education, pol- 
itical science and foreign affairs 
is marked. It dates to the time 
young Mel Brorby set up the An- 
glo-American Club at the Univer- 


from service as a lieutenant in 


forced by three years of foreign 
travel in the early ‘20s, studying 
on a fellowship, and with periods 


bourg, the Ecole Libre de Science 
Politique and the Sorbonne. The 
Ecole Libre was a standard train- 
ing ground for European diplo- 
matic and political personnel, and 
in his later travel in Europe he 
was able to maintain contact with 
the working diplomats whom he 
had known as students. 

Finally, he spent a year in In- 
dia—a year of which he recalls 
proudly that he “lived neither as 
a student nor a tourist,” wore na- 
tive clothing where possible and 
slept only one night in a hotel 
during the year. 
® His education was segmented. 
Before entering college—where 
he wanted to study engineering— 
he worked for three years at A. W. 
| Shaw Publishing Co., in Chicago. 
| Shaw’s manager of the advertiser 
|service bureau (which prepared 
lads for System, the forerunner 


board of the National Society for| 


Institute. He’s also on the board} 


sity of Wisconsin, after returning | 


World War I. And it was reen-| 


at Oxford, the University of Stras- | 


| 


| 


Melvin Brorby 


of Business Week) was young 
| Maurice Needham in 1912. 

After three years in the pub- 
lishing business, young Melvin 
Brorby knew he wanted writing 
or teaching as a career, and he 
l enrolled at the University of Wis- 
consin. 

He worked his way through— 
| sold space on the Wisconsin State 
Journal on commission. During 
one period he earned more money 
than the ad manager, and had his 
commissions halved. He was giv- 
en a “war degree” when he left 
for the Army at the end of his 
junior year, but he came back 
from army service to earn one 
legitimately, and a Phi Beta Kap- 
pa key as well. 

He had three teaching jobs of- 
fered to him, but he took the for- 
eign fellowship instead. And in 
1925 he came back to Chicago and 
joined a fledgling agency, employ- 
ing a total of four people. Last 
year it employed 304, billed $32,- 
700,000, and was 28th in rank 
among U. S. agencies. 


® He did all the copywriting for 
the agency in the early years, and 
came up through the creative end 
|of the business. He headed the 

creative department and the plans 

board, and confesses his interest 
| is still the “creative planning end 


at eM SS Cay Fe 


advertising space 


Awe 


SALES 
TERRITORIES 
OPEN IN 


SOME AREAS 


SKILLED CREATIVE ART SERVICE 
WITHOUT OBLIGATION 


a large “sidewalk circulation” 
absolute minimum cost! 


735 Prince Rd., 


Mfg. plants: Chicago * Cleveland - 
Offices in cil principe! cities 


The space on dealers’ storefront windows is worth virtually 
millions of dollars in ‘billboard value” — yet this space is yours 
FREE for a colorful durable American Decal spot sign or store- 
front dominating valance. American Decal signs tie in your 
advertising program at the all important point of sale by saying 
“Buy it here.” American decals stay on the job for years and 
don’t interfere with the washing of the window. Here is the 
perfect way to identify your dealer and promote your brand to 


every day of the year — at 


Write today for FREE samples and literature 
American Decalcomania Co. 


4334 W. Fifth Ave., Chicago 24, Ill. 


Windsor, Ont. 
New York « Windsor, Ont., Con. 
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| of the business.” 


In recent months Mr. Brorby 
attracted the attention of the ad- 
vertising business with his advice 
to agency men to recruit needed 
people for the field from other 
segments of the business world. 
It would be cheaper than paying 
the salaries which agency talent 
raiding has made fashionable, he 
argued, and the contribution from 


| non-agency-trained people might 


be well worth while. 
From that speech (AA, Dec. 3, 
56), made before the eastern coun- 


cil of the Four A’s in New York, he 


drew an avalanche of letters— 
from people outside the business 
who had often wondered if they 
would fit into it, and what avenue 
of approach would be necessary. 

In one way or another, he an- 
swered them all. He saw many 
people who wrote to him, and he 
advised them as best he could 
how to hurdle the obstacle of “no 
agency experience, sorry!” 


@ He says, incidentally, that 
NL&B is recruiting successfully 
from outside the agency business, 
and he feels that larger agencies 
could do it more easily. 

He has two children. Harry, who 
went to Putney, Harvard, art 
schools and the University of 
Iowa for a master’s degree, is an 
artist living in Chicago with a 
studio near Holland, Mich., where 
the Brorbys have spent vacations 
for years. His daughter Virginia 
went to Putney, Smith, majored in 
piano and got a master’s in com- 
position at the University of Illi- 
nois. She now is married to a 
geologist and lives in Salt Lake 
City. 

“A gentle, civilized guy,” said a 
contemporary agency president, 
talking about Mr. Brorby’s absorp- 
tion in extra-business activities. 


| agency business.” 


He summed up, “a credit to the 
Then he stopped 
for a second, and added thought- 
| fully, “or any other business.” e 


| Henry Christal Names Cline; 
| Appoints Three Salesmen 

Henry I. Christal Co., which 
represents radio stations exclu- 
sively, has appointed Neil Cline 
manager of its Chicago office. Mr. 
Cline, formerly station manager of 
WHAS and WHAS-TYV, Louisville, 
succeeds Merrill Carroll, who is 
leaving Christal after several 
months as acting head of the Chi- 
cago office. 

Christal also hds named three 
salesmen to its staff, effective 
May 1. They are Tom Klement, 
| formerly with Shell Oil Co., to the 
New York staff; Robert Hund, 
| previously with WJR, Detroit, who 
| will work on the Detroit staff, and 
|Kirk Munroe, formerly with the 
| Citizen, Milford, Conn., who will 
}open an Atlanta office for Chris- 
| after an introductory period in 
| New York. 


Parker Appliance Drive Aims 
for Corporate Identification 

| Parker Appliance Co., Cleve- 
land, is beginning a lengthy pro- 
| gram of advertisements in Busi- 
| ness Week, Fortune and Wall 
| Street Journal, aimed at achieving 
|corporate identification. Parker 
j}and its Los Angeles subsidiary, 
| Parker Aircraft Co., make fluid 
system components. 

Their campaign goal is “to make 
Parker as a corporate entity better 
known—and more widely recog- 
nized as a dependable source for 
components, resulting from ‘fluid 
thinking’ leadership.” The agency 
is Fuller & Smith & Ross, Cleve- 
land. 


Moore Jr. Succeeds Father 
R. W. Moore Sr., formerly pres- 
ident, has been elected board 


chairman and chief executive of- 
ficer of Canada Dry Ginger Ale 
Inc., New York. Roy W. Moore Jr., 
formerly exec vp, succeeds his fa- 
ther as president. 
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Coming 


Earnings of Advertisers 


. 
° f 
Conventions 1956 Fiscal Year 
" Company Sales Earnings Earnings a share 
1956 1955 1956 1955 1956 1955 
eee $ 102,371,843 $ 97,352,388 $ 1,588,447 § 1,419,644 $2.49 $2.19 
* Indicates first listing in this column. American Cyanamid Co. . 500,651,279 451,088,434 44,247,158* 38.713,666* 4.21* 4.07 
May 5-7. Magazine Publishers Assn., | Bristol-Myers Co. ..... 89,403,544 75,746,827 5,586,168 4,865,752 3.55 2.98 
The Greenbrier, White Sulphur Springs, Brown & Bigelow ....... 55,196,108 51,551,709 2,214,120 2,128,398 1.75 1.64 
W. Va. Chicago, Rock Island & 
3 *May 6-8. Assn. of Canadian Advertis- | Pacific Railroad Co. 200,020,420 189,381,739 15,721,819 16,988,158 5.38 5.59 
: ers, annual convention, Toronto, Ont. Coca-Cola Co. ........ J » 29,196,584 27,484,483 6.87 6.44 
+ May 8-10. Toiletry Merchandisers Assn., Colgate-Paimolive Co.« 508,523,000 468,578,000 10,518,000 14,008,000 4.05 5.50 
b sixth annual convention, Americana Ho- Colgate-Paimolive Co.¢ 290,967 986 285,576,751 5,182,256 9,260,003 2.00 3.64 
tel, Miami Beach. Corn Products 
May 10-11. International Affiliation of Refining Co. ........ 312,708,463 298,503,373 21,067,909 20,492,893 2.36 2.29 
Advertising and Sales Clubs, 55th annual Eastern Air Lines ..... 229,095,816 203,893,076 14,735,459 13,309,497 5.17 5.31 
conference, Sheraton-Brock Hotel, Ni- General Dynamics Corp. 1,047,818,510 687,274,182 31,946,995 21,254,386 4.14 2.82 
agara Falls, Ont. Hamilton Watch Co. 25,411,325 28,065,682 1,544,049 1,565,569 3.98 4.32 
: May 12-15. National Newspaper Promo- F.C. Huyck & Sons ... 20,494,939 17,034,133 909,985 853,369 3.85 3.80 
ip tion Assn., Jung Hotel, New Orleans McGraw-Hill Publishing 
*May 15. Fourth annual Student Market GO. wcccseccccces 88,661,564 76,653,353 7,870,756 6,283,951 298 2.38 
Clinic, sponsored by the Student Marketing Miles Laboratories 42,435,813 38,796,623 2,466,752 2.355.433 2.04 2.00 
Institute, Hotel Roosevelt, New York Pepsi-Cola Co. ........ “ * 8,884,787 9,456,766 150 160 
May 16. Fourth annual adv ertising con- Socony Mobil Oil Co. .. 2.750,299,937 2,458, 381,762 249,503,667 208,347,039 5.70 4.76 
5 ference, University of Michigan, Ann * Exclusive of extraordinary gains. * Sales not given. © Worldwide figures, including domestic. 
3 Arbor. rigs * Domestic figures only. © Special credit in 1956 represents non-recurring profit of $2,226,598, or 
May 16-18. Southwestern Assn. of Ad- yo tere 29¢ a share. 


ae 


vertising Agencies, Galveston, Tex 

May 20-21. Chicago Tribune's 8th an- 
nual Forum on Distribution and Adver- 
tising, audience studio, Station WGN, 
Tribune Square. 

May 26-29. Associated Business Publi- 
cations, annual spring conference, The 
Homestead, Hot Springs, Va. 

*May 29-30. North Carolina Assn. of 


Network, annual management conference, 
Sun Valley, Ida 

June 8. Advertising Federation of Amer- 
ica, Fourth District, Hotel Fontainebleau, 
Miami Beach 

June 9-12. National Industrial Advertis- 
ers Assn., 35th annual conference, Wal- 
dorf-Astoria, New York. 

June 9-13. Advertising Federation of 
America, 53rd annual convention, Hotel 
Fontainebleau, Miami Beach. 

June 10-11. Outdoor Advertising Assn 
of America, 5th painted display confer- 
ence, Hotel Sherman, Chicago. 

*June 16-18. New England Newspapers 
Advertising Executives, summer meeting, 
Chatham Bars Inn, Chatham on Cape Cod, 
Mass 

June 16-19. Poster Advertising Assn. of 
Canada, Sheraton-Brock Hotel, Niagara 
Falls, Ont 

June 16-19. Newspaper Advertising Ex- 
ecutives Assn., Grant Hotel, Mackinac Is- 
land, Mich. 


HONORED—AI Shulman (left), director of Columbia Records’ tran- 
scription division, and Les Schulte, vp of Maxon Inc., agency for 
Gillette Safety Razor Co., display the plaques awarded by the Pre- 
mium Advertisers of America for the best tie-in sales premium plan 
of 1956. The award-winning promotion was the Father's Day offer 
by Gillette of a Columbia record with a razor and blades set. 


Information for Advertisers 


e The third annual issue of the 
“Charlotte Home Inventory” has 
just been released by Jefferson 


WBTV, Charlotte, N. C.). The 
study shows brand preferences 
and product ownership in 80 prod- 
uct categories. Geographical area 


tended to include eight coun- 
ties surrounding Charlotte’s home 
county. The 40-page report con- 
tains detailed breakdowns on 
brands in the following categories: 
major appliances, automobiles and 


Standard Broadcasting Co. (WBT- | 


in the 1957 survey has been ex-| 


copies of the report on their com- 
pany letterhead by writing the 
research department, Jefferson 
Standard Broadcasting Co., 1 Jef- 
ferson P1., Charlotte 8. 


e The relative importance of the 


male and female shopper in the 
purchase of drug and cosmetic 
products is revealed in the latest 
findings in a series of studies on 
U. S. markets conducted by Look. 

Based on shopping activity in 
a two-week period, the findings 
show such purchasing patterns as | 


oun Lae Amertonn, Seen bam. automobile products, food store| these: While females predominate | 
“Ses 040. Tene-Aaaiee pede tne products, medicines, soaps and /|as purchasers of general drugs and 


Agency Network, annual convention, San 
Diego, Cal. 

June 24-28. Advertising Assn. 
West, 54th annual convention, 
Village, Honolulu 

June 28-30. Northwest Daily Press Assn., 
summer meeting, Madden Lodge, Gull 
Lake, Brainerd, Minn 

July 1-5. First Advertising Agency 
Group, annual conference, Hotel Plaza, 
San Francisco. 

July 4-7. National Assn. of Advertising 
Distributors, The Greenbrier, White Sul- 
phur Springs, W. Va. 


of the 
Hawaiian 


cleaning materials, cosmetics and 
toilet articles and general prod- 
ucts. 

In addition, six summary tables 
are printed showing rankings of 
products and brand broken down 
for Mecklenburg County only and 
for the total nine-county area. Ad- 
vertisers and agencies can secure 


toiletries, such as toothpaste and 
powder, toilet soap and headache 
remedies, almost one-third of the 
purchasers are males; and while | 
most of the purchasers of primari- 
ly-masculine products, such as ra- 
zor blades, shaving soap and hair 
tonics, oils or creams are males, 
more than one-third are females. | 


Bart's Sets 63-Page 


Melvin Hall Names Two 


skate tor euame tare Santa Melvin F. Hall Advertising 
- . ’ ‘ . 

Beach Hotel, Chicago Glamour’ Drive for Agency, Buffalo, has promoted 
Aug. 28-31. Affiliated Advertising Agen- Dolph F. Lindgren to director of | 
cies Network, 1 ting, Jackson, . , " ith | 

= etwor annual meetin ackson New Fabric, Process near serv ices. He has a bn 
Sept. 7-10. Mail Advertising Service e agency since May, 1954. 


Assn. International, Sheraton Park Hotel, 


New York, April 30—Bart/| 


also has appointed Edward Krug 


Washington, D. C Schwartz International Textiles Jr., formerly with Carborundum 
Sept. 10-13. Direct Mail Advertising|Ltd.. fabric manufacturer, has Co.. an account executive and a 
Assn., 40th annual convention, Sheraton : 


Park Hotel, Washington, D. C 


Northern Electrotype Names 
Winter to Head Department 


troit, a division of Rapid Electro- 
type Co., has named Frederick J. 


Mr. Winter has been an account 
executive with Brooke, Smith, 
French & Dorrance, Detroit, for 
the past eight years, most recently 
on the Youngstown Kitchens ac- 
count. 


Slate Named WCBS Head 

Sam J. Slate, formerly director 
of programs of WCBS, New York, 
has been named general manager 


of the station. He succeeds Carl S. 


Ward, who has shifted to manager 
Northern Electrotype Co., De- of station relations for CBS-TV. 


Broadcasters, spring convention, Grove Winter to head its new business | 
= = Inn, Asheville department. In addition, he was| BIG SAVINGS ON 
une 5-7. National Sales Executives, ici 
22nd annual international distribution named advertising and sales pro TABLOID PRINTING 
congress, Biltmore Hotel, Los Angeles motion manager of the company. 
June 6-11. National Advertising Agency 


Many of America’s biggest com- 
panies have discovered this way 
to exciting savings on Tabloid- 
size printing. High quality, fast, 
one to four colors. Ideal for fly- 
ers, promotion pieces, catalogs, 
bulletins, etc. Send specifica- 
tions for prices. 

SOUTHERN FARMER, INC. 

P, 0. Box 509, Montgomery, Ala. 


scheduled 63 pages of advertising | copywriter. 
in Glamour this fall. 


The promotion will run for | O’Berst Named Director 
three months with 28 pages each) Edward G. O’Berst, formerly as- 


Oct. 14-15. Agricultural Publishers Assn. 
annual convention, Chicago Athletic Assn. 

Oct. 21-22. Boston Conference on Distri- 
bution, Hotel Statler, Boston 


If you buy by ratings alone, we've got 
‘em ... 38 of the 41 top Pulse-rated shows. 
We have the greatest number of listeners 
in mid-Ohio, and they have $2,739,749,000 


i 


Oct. 28-31. National Industrial Packag- scheduled for the August and Sep- | sistant director of research of CBS ee RI They apd Palas -alzo , — 
ing & Handling Exposition, Convention | tember issues and seven for Octo- Radio Spot Sales, New York, has ) hour, day a night an John Bias ~i 
Hall, Atlantic City. ber. The campaign will promote|peen named director of research Po , ' 

Nov. 10-14. Outdoor Advertising Assn. ’ : 7eNn-in<e . W 
of America, 60th annual convention, Jung Bart's Fiocco, a woven-in Italy for the representative. He succeeds | PV j B N S R A D I O 
Hotel, New Orleans fabric, and will introduce Bart’s| Richard F. Hess, who has been ap- o* COLUMBUS, OHIO 

Nov. 14. Advertising Research Founda-|Forcylor, a new process for 8iviNg| pointed assistant to the vp in . + — te 6S Beate 
tion, third annual conference, Hotel Plaza, ~ 


New York 


Noel Corbett Opens Oftice 

Noel Corbett, formerly in the 
Hollywood publicity department of 
Young & Rubicam, has opened his 
own publicity office in the Taft 
Bldg., Hollywood. Before joining 
the agency he had his own com- 
pany and handled publicity as- 
signments for N. W. Ayer & Son, 
Foote, Cone & Belding, Bob Hope 
Productions and Doherty, Clifford, 
Steers & Shenfield. 


Alaska Visitors Boosts Budget 
The Alaska Visitors Assn. will 
almost double its annual ad budget 
to $200,000 for the year beginning 
July 1. Advertising plans call for 
schedules in regional and national 
magazines and newspapers. West- 
Marquis, Seattle, is the agency. 


fabric “greater strength and long- 
er life.” 

This is the third time that the 
company has concentrated its ad- 
vertising in one magazine. To in- 
troduce Fiocco, the company ran 


of Glamour, followed last January 
by a 2l-page section in the same 
magazine. 

Sterling Advertising handles ad- 
vertising for Forcylor and Sam 
Chernow Advertising is the agen- 
cy of record for Fiocco. + 


Ballard Joins Publication 

Industrial Publishing Corp., 
Cleveland, has appointed Charles 
J. Ballard north central sales rep- 
resentative for Aeronautical Pur- 
chasing. He formerly was with 
American Airlines and the Nation- 
jal Potato Chip Institute. 


14 pages in the August, 1956, issue | 


charge of station administration for 
CBS Radio. 


WHO IS THE 
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Fashion Must Adopt New Marketing Ways 
Or Lose Consumer Dollar, Says Mrs. Davis 


CampBrincE, Mass., April 30—The 
retail distribution end of fashion 
must speedily adopt modern mar- 
keting methods or lose more and 
more of its share of the consumer 
dollar. 

That’s the warning sounded last 
week by Mrs. Tobe Coller Davis, 
fashion and merchandise consult- 
ant, as the sixth speaker in the 
“Tobe Lecture Series in Retail Dis- 
tribution” at the Harvard school of 
business administration. 

A survey just completed for her 
organization shows that “over 33% 
of U.S. women of middle-income 
families couldn’t name a _ single 
American designer, despite the al- 
most staggering array of news- 
papers, magazines and other media 
intensively promoting fashion, and 
the annual sale of 259,000,000 
dresses-——four for each of America’s 
60,000,000 adult women,” Mrs. 
Tobe asserted. 


s “Furthermore, 25% didn’t know 
the name of one foreign designer, 
not even the fabulous Dior. 

“The best-known American de- 
signer, Ceil Chapman, was men- 


astest 


COPY-FITTER EVER! 


That's what thousands say 
about the famous 
Haberule Visual Copy-Caster! 
Artists, ad men, printers, editors, 
students swear by it. Never 
obsolete. Money back guarantee. 
Al art supply stores or direct. 
Haberule Visual Copy-Caster 
with plastic type gauge, $7.50 


HABERULE 


BOX AA-245 + WILTON + CON* 


| tioned by only one woman out of 

seven. Only one in 16 knew of 
| Hattie Carnegie, and only one in 
25 mentioned Adrian, the great 
American designer before and dur- 
ing World War II,” she pointed out. 
“All this means that the fashion 
|industry has to find new ways to 
make fashions desirable to more 
|people. The unfortunate fact is 

that to a very great extent the in- 
| dustry has not yet solved its prob- 
|lem—or even made very much 
| progress in tackling it.” 


® Back in 1939, the average family 
spent 10% of its income for 
clothes; today the expenditure is 
down to 8%, she said. 

“To be sure, our population is 
bigger and richer and so total vol- 
ume is much higher. But the fash- 
ion industry is losing its share. 
Partly, it may be because our rise 
in living standards make possible 
big chunky expenditures previous- 
ly impossible.” 

However, she said, “the real 
| trouble is that the fashion indusiry 
|}hasn’t yet learned how to bring 
retail distribution into line with all 
the technical advances gained else- 
where. There’s nothing in the re- 
tailing of women’s fashions, for 
example, to compare with the rev- 
olution in manufacturing. Even the 
basic display problem hasn’t been 
solved. Sportswear, for example, 
| has yet to benefit from the inven- 
| Gon of good practical fixtures to 
display it,” she maintained. 

“Most of all, the fashion indus- 
try needs people who can re- 
think the whole problem—the 
basic problem of how to make Mrs. 
Jones want the dress which you 
have done your level best to make 
the kind of dress that Mrs. Jones 
will buy.” * 


from Jacksonville 
about Fast Service 


A Jacksonville, 


Florida, Agency says: 


“As long as we can Air Mail copy Wednesday 
afternoon, and get repro proofs Friday 
morning, we'll use Warwick. Both typography 
and service are excellent." 


Near the geographical center of the U.S., 
with complete air transport service, Warwick 
has the facilities and personnel to supply 
quality typography at a speed in most cases 
equal to local sources. 


Whether you're in Jacksonville, Florida, or 
Spokane, Washington, Warwick can provide 
everything needed typographically with the 
speed that causes Warwick's furthermost 
clients to figure on time, rather than distance. 


Try Warwick when you want fast service on 
any practical method of typography. 


TYPOGRAPHERS, INC 


920 Washington Avenue « St. Louis 1, Missouri 
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MOW FEATURED AT THESE LEADING STORES— 


TRADING SAVING—Two AA readers nominated this recent Philco copy 
for the “Advertising We Can Get Along Without” series. One won- 
dered what size the X-100 console is (copy gives no clue). The 
other, a newspaper man, says, “We wouldn't run an ad like this for 
a local retailer. We wouldn’t let them say ‘Save $000’ when the sav- 
ings include the trade-in. Also, we wouldn’t let a retailer say, 
‘Not $399.50, not $299.50,’ etc. Previously we had turned down this 
same type of Philco advertising for a local retailer. He would not 
permit us to change it—said he would lose his co-op. He put it in 
radio and tv. Now it comes through nationally. .. We’ve had to turn 
down enough local copy in an effort to make advertising believable 
—now must we do it on general copy?” 


| coming ten years,” said Mr. Whit- 
iney, “I predict that many more 
copywriters and _ representatives 
will enter the agency field via this 
convenient route.” 

The retail advertising field will 
be another important source of to- 
morrow’s admen and women, he 
went on. 

“Many a successful agency ex- 
| ecutive today had his start in the 


Erase ‘Huckster’ 
Label to Attract 
New Blood: Whitney 


Kansas City, April 30—Before 
the advertising profession can ex- 
pect to lure much new blood from 
college campuses, it must first dis- 
pell the widespread notion that the 
ad business is peopled with char- 


Advertising Age, May 6, 1957 


rough-and-tumble of department 
store advertising or perhaps a mail 
order house like Sears or Ward’s or 
Western Auto. Such places may 
provide a happy hunting ground 
for agency talent scouts looking for 
writers and art directors a few 
years hence.” 

Admen have a particular obliga- 
tion to promote the profession in a 
positive way, Mr. Whitney assert- 
ed. One way they can do this, he 
pointed out, is to develop an ad- 
vertising talent search like the one 
now being sponsored by the De- 
troit Copy Club (AA, April 8). e 


Storer Continues Radio-TV 
Separation; Names Beaston 

Storer Broadcasting Co., Miami 
Beach, has carried its policy of 
separating its radio-tv operations 
a step further with the creation of 
radio and tv divisions, replacing 
the former geographic north- 
south districts. William E. Rine, 
formerly vp of the northern dis- 
trict, becomes vp for radio opera- 
tions, and George B. Storer Jr., 
formerly southern district vp, be- 
comes vp for tv operations. The 
Storer radio and tv properties al- 
ready had been operating inde- 
pendently of each other under a 
managing director. 

At the same time Floyde E. 
Beaston, formerly sales manager of 
WNBQ, Chicago, was named mid- 
western tv sales manager for Stor- 
er, with headquarters in Chicago. 
He succeeds Lew Johnson, who 
transferred to the New York of- 
fice. 


American-Paramount Profit in 
Ist Quarter Drops from ‘56 

American Broadcasting-Para- 
mount Theaters, New York, had 
an estimated net operating profit 
of $1,743,000 for the first quarter 
of 1957, down from the $2,570,000 
for the same quarter in 1956. The 
drop in earnings for the quarter 
reflected a reduction in revenues 
from tv network sales made dur- 
ing the spring and summer selling 
period of 1956 for the 1956-57 
broadcast year, Leonard H. Gol- 
denson, president, said. 

Mr. Goldenson added that en- 


| couraging progress has been made 


in creating and selling a broader 
and stronger network television 
program structure for the 1957-58 
broadcast year. He said theater 
business this year compares favor- 
ably with last year’s level. 


acters right out of “The Huck-! 


sters,” Ernest W. Whitney, of J.) 
Walter Thompson Co., Detroit, told | 
the Advertising & Sales Executives | 
Club here last week. | 

“Our job—yours and mine and 
everybody’s associated with ad-| 
vertising,” he said, “is to undo the | 
damage of these sex-soaked novels | 
that have given many people the 
goofy idea that an advertising man 
is a self-seeking opportunist con- | 
sisting of one part sideshow barker | 
and one part sex maniac.” 

College campuses are probably 
the best source for the personnel 
the ad business will need in the 
next decade, he said, but compe- 
tition for talent is stiff, since engi- | 
neering and the sciences have be- 
come solidly established in the)! 
postwar era as “most likely occu- 
pations,” he said. 

Advertising agencies will prob- 
ably have to double the number of 
personnel they now have within) 
the next ten years, Mr. Whitney | 
warned. And the personnel de- 
mand, he said, involves all types 
of ad specialists—copywriters, art 
directors, account representatives, | 
research people, production people | 
and media experts. 


# Another major source for future 
ad personnel, he said, will be the 
advertising media field. 

“In addition to being a fine 
source of future writers, advertis- 
ing media should prove an excel- 
lent training ground for tomor- 
row’s account executives. . . In the 


SPREADING THE NEWS 


SINCE 1922 


(America’s First Engraver) 


REVERE PHOTOENGRAVING CO. 
WaAbash 2-8816 
712 FEDERAL STREET *¢ CHICAGO 5, ILLINOIS 
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Pabst Asks Dichter to 
Score Agency Pitches 


(Continued from Page 1) 

take their material and evaluate it 
was surprising to some agencies. 
Early in the week, Pabst itself was 
professing surprise that Dichter 
material had been used in any of 
the presentations of surviving 
agencies. 

The phrase surviving agencies 
is completely ambiguous. In New 
York it meant Norman, Craig & 
Kummel, Geyer Advertising and 
Lennen & Newell. In Chicago it 
meant those three agencies plus 
Leo Burnett Co. (the incumbent, 
which has used Dichter services 


in the past for clients other than 
Pabst), plus E. H. Weiss & Co., 
plus Grey Advertising Agency. | 
Neither city included the name | 
of Walker-Saussy, New Orleans, | 
which was believed to be out of 
the running (although it also used 
a Dichter-based pitch). 


® So the situation stood about like 
this: 

Dr. Dichter is to test and evalu- 
ate the campaigns and report to 
Pabst. By the middle of next week 
—or by Friday at the latest—Pabst 
is to reach a decision on an agency, 
with Chairman Harris Perlstein, 
President Marshall Lachner and 
Director of Marketing Richard 
Hehman making th. selection. 
(The trio reportedly has already 
agreed on an agency, but is wait- 
ing for Dr. Dichter’s findings, pre- 
sumably to support their decision, 
before making an official an- 
nouncement.) 

This schedule has been subject 
to considerable change. Every Fri- 
day for several weeks has been 
the tentative target date for a de- 
cision on the account change. 

In fact, it was Good Friday 
when four agency finalists (note 
that there are now six) were sup- 
posed to appear for a final pitch in 
Chicago. Pabst thought it would be 
nice if each agency made its pitch 
in front of the others, but subse- 
quently was dissuaded from this 
extravaganza by the agencies, 
which protested showing their 
stock-in-trade to competitors. 


® Then Burnett, which other 
agencies had thought was safely 
removed from the competition, re- 
appeared and succeeded in setting 
a date last Thursday (April 25) to 
appear too. Then a decision was 
to be made the following day. But 
instead, the Dichter gantlet was 
set up, and agencies are now run- 
ning it. 

Despite the impression around 
that Dr. Dichter’s evaluation of the 
campaigns may be the key to the 
decision, and despite the opinion 
that Dichter material forms the 
base of some agencies’ presenta- 
tions and campaigns, Dr. Dichter 
says this isn’t true. 


® It is a fact that he is evaluating 
six campaigns, he told AA. It is 
also a fact that he was asked by 
some of the agencies to test their 
campaigns. But only after they 
were prepared; his testing methods 
and insights did not go into the 
preliminary planning of the cam- 
paigns. He noted, however, that 
work he had done for the U.S. 
Brewers Foundation, and material 
published in earlier surveys—as 
well as previous marketing memos 
on the problems and images faced 
by brewers—are likely to be gen- 
erally available and may have 
been used as a basis for the cam- 
paigns. 

He flatly denied that he was 
retained to pick the agency. His 
sole function, he said, is to eval- 
uate and interpret reactions to the 
finalists’ campaigns. 


The closest of the contenders to 


the motivation researcher would | 
seem to be Geyer Advertising. | 
Geyer put on a four-man, 90-min- | 
ute pitch for Pabst. About seven | 
of the 90 minutes were consumed | 
in presenting a Dichter pilot study 
on a particular phase of the cam- 
paign. 
® President Sam Ballard says | 
most of the pitch was made on the | 
basis of Geyer’s own research, and 
he is under the impression that 
two or three other agencies also 
used Dichter services. He had no 
objection to Dr. Dichter evaluating | 
the campaigns, and hopes “ours 
will stand up.” Geyer was an early 
Dichter client—for Nash. 

Norman, Craig & Kummel also 
used Dichter services extensively 
in the past, particularly on Revlon, 
and would have employed him 
again in the Pabst solicitation had 
it not discovered that he was al- 
ready working for agencies in the 
picture. Its motivation research 
was done by Blankenship, and it 
too had no objection to a Dichter 
evaluation. 


® Lennen & Newell pinned its 
campaign on hard sell, and is 
frankly dubious about its buoyan- 
cy in Dr. Dichter’s deep-dish delv- 
ing. It points to its record on 
Schlitz and a ready merchandising 
force. 

Grey (who by Chicago accounts 
is a contender) has steadily in- 
sisted it didn’t pitch Pabst. Of the 
agencies, only Burnett is similarly 
situated; it is not necessary for 
Grey to pitch Pabst for Pabst to 
see Grey’s work. The brewer is 
familiar with it through the agen- 
cy’s Hoffman and Slimline bever- 
age campaigns. Moreover, Grey 
has G. Krueger Brewing Co., 
Newark, and has emphasized that 
it is not soliciting Pabst. Grey has 
had no work done by Dr. Dichter 
on Pabst. 

Leo Burnett Co., the incumbent, 
has been fighting hard for the 
account. It is said in Chicago that, 
no matter what the disposition of 
the Pabst account, the brewer will 
let Burnett keep its Los Angeles 
account, which markets the East- 
side brand regionally. 


s Burnett, boasting one of the 
proudest new business records in 
the postwar agency business, is 
sensitive to the- beer busts on the 
record; it washed out on Carling 
and on Schlitz print. The agency 
is said to feel that it inherited 
Pabst trouble, and is supposed to 
have improved on the blindfold 
campaign, which was widely crit- 
icized within and outside Pabst. 

E. H. Weiss & Co. is headed by 
peppery Ed Weiss, who regards 
himself as something of a savant 
in the motivation research busi- 
ness. Weiss recently boasted of its 
recuperation from the _ schism 
which split off North Advertising 
and Toni products. He has not used 
Dr. Dichter in the Pabst situation. 


s Meantime, the  battle-weary 
agency men were behaving not 
unlike rival relief pitchers in an 
18-inning ball game. They had 
been warmed up so many times— 
and had so often prepared them- 
selves to rush to the mound to 
save the game for Ol’ Blue Ribbon 
—that they had a special brand of 
dugout fatigue. At the slightest 
buzz of the phone from the man- 
ager, they immediately began to 
polish up their fast one, slider and 
knuckler, and an occasional spit- 
ball was beginning to fly. 

It was general conversation that 
the decision—no matter how it 
went—had been too long delayed. 
Mr. Lachner has been depicted as 
a man who went to Pabst from 


Willis 


Barnett 


AWRT DOINGS—Bonnie Dewes, D’Arcy Advertising Co., and Betty 
Barnett, KSD-TV, both St. Louis, convention co-chairmen of the 
American Women in Radio & Television meeting in St. Louis, greet 
Paul S. Willis, president, Grocery Manufacturers of America. GMA 
gave a “nightcap party” for the 700 delegates to the meeting. 


Colgate because he grew restive | advertising. 


under the indecision and reversals 
of decisions practiced under the 
Little management there. The long 


“Once a campaign is set, there’s 
no reason why an _ advertiser 
couldn’t carry on [the creative 


battle at Pabst, with its inevitable | work] himself,” he said. “He has 
ins and outs—the effort to drum|only to hire capable writers and 
up support among other executives | artists and put them on his pay- 
besides the trio charged with the | roll. 


decision, the frantic recollection of 


“But our agency commission 


acquaintances stretching back to| system won't allow it,” he asserted. 
other companies, other agencies, | 


the services and college—was 
wearing thin an initial regard for 
the company. 


® Despite the fact that Pabst had 
obviously made tremendous efforts 
to be fair to agencies, it had in 
the process attenuated the selec- 
tion far beyond normal bounds. As 
for Dr. Dichter’s role, an ex-re- 
search man whistled in sympathy, 
“I'd hate to have that many of my 
clients in an elimination—only one 
winner, and a lot of sore losers.” 

One thing was sure. If any of 
the New York agencies got the 
account, it would open a Chicago 
office. It is a prerequisite for the 
Pabst business, and all have 
pledged it. 

This fact alone launched rumors 
of mergers this week—none con- 
firmed. The Eastside account, if 
shifted to a new agency, would 
probably mean a western affilia- 
tion, and Norman, Craig & Kum- 
mel has been quietly talking to 
Los Angeles agencies. . 


Banzhaf Hits 
Agency Payment 
System's Flaws 


(Continued from Page 1) 
also have their faults. 

“It may be nothing more than 
having the 15% commission paid 
to the agency by the advertiser 
rather than by the media... It 
may be some sort of fee system. 

“T suspect that the day will come 
when agencies are paid a retainer 
for their counsel and advice and 
that their services—copy, layout, 
research, merchandising, etc.—are 
compensated for on the basis of 
cost plus profit, according to the 
amount of the service used. 


s “But I doubt that any change 
will be made precipitously, and,” 
he added, “whatever change is 
made, and whenever it is made, I 
don’t believe that the agencies 
have anything to fear.” 

In attacking the present com- 
pensation method, Mr. Banzhaf 
pointed out that while many of the 
marketing advantages of agency 
service lie in its objectivity and 


Mr. Banzhaf declared that the 
agency pay setup is outmoded, be- 
cause the agency is no longer an 
agent of the medium. 

“The agency is actually not un- 
like a doctor receiving his compen- 
sation as a percentage of the hos- 
pital bill,” he said. 

Second, he said, the system is 
biased in favor of high costs. 


# “I do not wish to leave the im- 
pression that advertising agencies 
are avariciously feathering their 
nests at the expense of their cli- 
ents,” he said. 

“I am quite certain that adver- 
tising agencies are honestly sin- 
cere in their efforts to obtain the 
best values they can for their ad- 
vertisers. But the commission sys- 
tem certainly doesn’t help them 
do this job. 

“As a matter of fact, it forces an 
agency man either to work against 
his own economic interest or 
against the economic interest of 
his client. 


s “We need a compensation sys- 
tem that rewards agencies for 
achieving lower unit costs as well 
as results. The commission system 
may encourage agencies to do a 
bigger and better advertising job, 
but as long as money is the medi- 
um of exchange for goods and 
services, performance and price 
must be related. This the commis- 
sion system does not do.” 

Third, Mr. Banzhaf said, the 
commission system is inflexible in 
that the fixed percentage often 
means that an advertiser may 
have to pay for services he neither 
wants nor needs. 

In addition, its inability to pro- 
vide for such services as the 
advertising of highly technical 
products tends, he said, to “place 
industrial advertising in the hands 
of inexperienced or inept peo- 
ple.” + 


Don Kemper Names Hilton VP, 
Carlon Creative Director 

Don Kemper Co., Chicago, until 
recently Goodkind, Joice & Mor- 
gan (AA, Jan. 28), has appointed 
Robert A. Hilton vp in charge of 
the office and Theodore C. Carlon 
creative director. The agency now 
has headquarters in Dayton, O., 
and offices in New York, Chicago, 
Hollywood and San Francisco. 

Mr. Hilton recently was trans- 


“horizontal” approach, these ad-| ferred from Kemper’s Dayton of- 


vantages of agency counseling are 
not paralleled by necessary ad- 
vantages in the creative end of 


fice to Chicago. Mr. Carlon for- 
merly was sales director of AJ In- 


| dustries Corp., Delavan, Wis. 


‘Major Brands 
Over-Advertised, 
Vidale Reports 


(Continued from Page 1) 
using the methods of operations 
research—are fully predictable, 
Mr. Vidale said. 


s A protracted advertising cam- 
|paign increases sales rapidly at 
| first and then at a reduced rate 
until a saturation level is reached, 
beyond which additional advertis- - 
ing does not attract new custom- 
ers, he said. 

“Reaching the saturation level 
does not mean that the market is 
saturated, but simply that the 
power of that campaign to gener- 
ate sales is exhausted,” he said. 
“Another kind of promotion of 
the same product may raise sales 
further.” 

“In measuring the effectiveness 
of advertising campaigns,” he said, 
“we need to separate from the 
tangle of variables present in any 
sales promotion the ones that seem 
most relevant to the problem.” 

Mr. Vidale said the Little or- 
ganization had isolated and de- 
fined three forces: Decay rate 
(sales of an unpromoted product 
fall off at a rate which is predicta- 
ble for that product); saturation 
level (the level at which the re- 
turns from a campaign level off) 
and response curve (the rate of 
sales climb, described as resem- 
bling the growth curve of radioac- 
tivity in atoms). 

In addition to the saturation 
level reachable by a given ad cam- 
paign, he said, the response to a 
campaign also is governed by how 
much sales increase can be 
achieved by an “effective dollar” 
of advertising. 


s “Some of the advertising dollars 
are wasted on customers already 
converted,” he said, “and only part 
of the budget is effective in reach- 
ing new potential customers.” 

The operations research ap- 
proach to advertising problems 
“has many inherent limitations,” 
he said. 

“From the results of our studies 
we cannot assist the advertising 
man to plan more effective adver- 
tising programs, nor can we ana- 
lyze the reason for the success or 
lack of success of specific adver- 
tising campaigns,” Mr. Vidale said. 

“An understanding of the effect 
of differing types of promotion is 
useful, nonetheless,” he added, 
“both to (1) identify a profitable 
advertising expenditure and (2) 
to indicate where additional ad- 
vertising effort is required.” 

The aim of operations research, 
Mr. Vidale said, is “to formulate 
quantitative descriptions of com- 
plex business operations that will 
help management improve the ef- 
fectiveness of those complex op- 
erations. 

“It uses a variety of methods 
drawn from the physical sciences 
and mathematics .. . It draws its 
personnel largely from the ranks 
of scientists who may not have 
any particular background in the 
problems under study. 

“What they bring to business 
problems is a fresh point of view, 
a flexible and experimental ap- 
proach and an ability to see un- 
derlying patterns in an apparently 
confused mass of variables,” he 
said. - 


Gomber Heads Compton Office 
Compton Advertising has ap- 
pointed Raymond F. Gomber vp 
and manager of its Milwaukee of- 
fice. Formerly industrial advertis- 
ing and sales promotion manager 
of Westinghouse Electric Corp., he 
succeeds Richard Davis, who has 
not announced his future plans. 
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Advertising Age, May 6, 1957 


THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order, Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 


counts, size and frequency apply. 


+ Say ae 


HELP WANTED 


AVERAGE PAID CIRCULATION FOR 
6.MONTHS ENDING DEC. 31, 1956 


36,916 


HELP WANTED 


TO AN EXPERIENCED AGENCY COPY- 
WRITER READY TO MAKE THAT LAST 
JOB CHANGE. 

This medium sized agency in a medium 
sized city offers a man-size opportunity 
to a copywriter capable of filling a key 
post on a highly creative staff. Work will 
include some client contact as soon as 
merited. State age, experience, starting 
salary, plus anything else that you feel 
will help us to better evaluate your can- 
didacy. 

Box 9578, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

Wanted: Chicago reporter on midwest mail 
order trade activities and news for new 
mail trade publication. Box 501, Lynn, 
Massachusetts. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St., Ha 17-1991 Chicago 


WRITERS! There is a strong demand in 
the New York market for all types of 
material. We offer honest appraisal and 
placement. Write for terms today! Daniel 
S. Mead, Literary Agent, 419 Fourth Ave. 
New York. 

Typographic Salesman, to represent qual- 
ity firm located in midtown area. Agency 
production experience preferred. Submit 
complete resume. Our employees are 
aware of this ad 

Box 9562, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


MOLENE 


Editors Public Relations 
Copywriters .... : Advtg. Managers 
Artists Media ...... Production Service 
“all is grist which comes to our mill” 
Andover 3 4424-105 W. Adams S8t.-Chge. 3 
SALES PROMOTION MANAGER 

Expanding textile merchandising organi- 
zation seeks a young Sales Promotion man 
who can plan and develop a lively pro- 
gram of promotional activity within es- 
tablished objectives. Activities will include 
the recommendation and design of mail- 


ing pieces, identification materials, pro- 
motional kits, displays and exhibits; 
scheduling of promotional materials 


through various sources, clearing of lay- 
outs, art, copy, etc., amd maintaining con- 
tact with stores, buying offices and other 
merchandising departmerts. This is a chl- 
lenging opportunity and offers a good sal- 
ary to a man who has had 5 years’ experi- 
ence in the advertising, sales promotion or 
merchandising fields, with ability to coor- 
dinate and direct successful promotional 
programs. Write stating age, full experi- 
ence, education and salary desired to 

Box 9559, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


TOM McCALL & ASSOCIATES, INC. 


Seeking unusually high caliber man 
35-45 with direct intangible selling 
exp., able to meet Bd. Chrmn., Co. 
Pres. Considerable travel in Chgo 
area and nearby cities. Most helpful 
exp., includes magazine space sales, 
Investments, Insurance and trade 
assoc. mbrshps. 


BUSINESS FORMS SALESMAN 

ery Fe $8-10,000 
Straight salary. No travel. Must have 
exp., in business forms. Job available 
due to expansion. 


PUBLICATION SPACE mae 
plus bonus and expenses. ‘Must have 
wide acquaintances among industrial 
advertisers and agcys. in Chgo. area. 
Age to 45. 


REGIONAL SALES MANAGER. . $9,000 
ae consumer sales background, 
must know how to train men, able to 
work with distributors. Promotion 
minded. 28-38, promotable type. Mid- 
west location. 


Refer to HA—3152 


8 So. Dearborn @ Chicago 3, Ill. 
CEntral 6-6972 


| interest 


ART STUDIO SALESMAN 

Fully staffed ‘and continually growing) 
studio with national accounts, seeks art 
salesman who is interested in giving him- 
self a better deal and his clients a better 
job. All replies held in strictest confi- 
dence. 

Box 9561, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 

Wanted—publishers representatives to sell 
New York, Chicago and Detroit advertis- 
ers and agencies. National magazine 
beamed at newsmen and editors has un- 
usual potential. Give full particulars. 

Box 9558, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Copywriter opportunity in Advertising 
Department of large corporation. New po- 
sition represents expansion of depart- 
ment. Will specialize in brochures, book- 
lets, direct mail, etc. creating a wide 
variety of collateral literature on a di- 
versified line of products. Experience in 
collateral copy necessary, familiarity or 
in architecture or construction 
desirable. Write with resume to: 
Box 9557, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Exmployment Agency 
469 E. Ohio St., Chgo. Su 7-2255 


ART ADMINISTRATOR 
Permanent position open in large Chicago 
art studio with national acceptance. This 
is a job of supervising art and photog- 
raphy production. 


right man. Liberal starting salary, vaca- 
tions and many other benefits. State full 
qualifications in your letter. 
Box 9560, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


| OPPORTUNITY 


ADVENTURE 
CHALLENGE 


Interesting work for a young 
woman with initiative and some 
experience in direct mail and 
advertising. This is a newly cre- 
ated position, working directly 
with our Sales Manager and his 
Assistant. Suitable for someone 
anxious to meet such a chal- 
lenge. 

This work is with a new and 
rapidly growing division of a 
25 year old company that is 
constantly setting new sales 
records. South loop location, 
liberal benefits. 


Box 575 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Excellent opportunity | 
for promotion and salary increases for the | 


POSITIONS WANTED 


POSITIONS WANTED 


REPRESENTATIVES AVAILABLE 


ATTENTION 
TV OR AGENCY EXECUTIVES 
Can you use a man with 74% years TV Pro- 
duction experience? Four years of this 
spent in executive position at top TV sta- 
tion in number two market. 
Box 9527, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MEDIA BUYER 10 years space sales exp. 
ought to provide good background, age 
39, married, Chicago area. 
Box 9421, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


RESEARCH DIRECTOR 
Ph.D., plus extens. commercial exper. in 


motivation, opin.-poll., consum. brand- 
pref., copy-test. Client-contact exper. 
Writes well. Practical. Seeks respnsib., 


challenge., creat. position in NYC, SF, or 
LA. Pls. state all partic. incl. salary. 
Box 9570, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BRAND OR ADV. MANGR. ACCOUNT 
EXEC. 


Seven years package goods exp. as brand 
manager & account exec. Supervised $1,- 
000,000 budgets incl. all phases of market 
planning, adv., budgets, sales prom., re- 
search and packaging. Heavy on develop- 
ing & test marketing new products & 
forcing distribution. Self starter capable 
of administering entire marketing pro- 
gram, 29 M.B.A., College Mrkting Instruc- 
tor (eve.) 

Box 9571, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 

LOS ANGELES OR SAN DIEGO AGENCY 
Agency copywriter, tired of the cold 
breezes blowing off Lake Michigan, mov- 
ing to Southern California. 13 years expe- 
rience (two employers) writing ads that 
sell and win awards, too. Age 35. Now 
account executive for agency in top 25. 
Working on accounts as well known as 
(but not including) R.C.A. or G.E. I know 
electric utility, electronic, aviation and 
building products fields. BS degree. $10,- 
000 salary. Coming West for interviews. 
Let my samples do the talking for me. 

Box 9567, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

COPYWRITER with 2 yrs. mail order exp 
Writes catalogs, brochures, some point of 
purchase and direct mail. Also 2 yrs. exp. 
in management and administration plus 
some technical background. Age 27. 

Box 9577, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Our 46th Year 
TV & Print Writer. Can be 


woman. Agency. 12M 
COPY. Around 30. Unordinary. 

2 years agency experience. te 10M 
COPY-CONTACT. Print & TV 

“Dream” location to 10M 
COPY, agency. Appliances. 

Consumer and trade $8500 


GLADER CORPORATION 


“The Agency's Agency” 
Don Harris, Dir. Adv 
110 S. Dearborn CE. 6-5353 


Vv. 
Chicago 


ADVERTISING MANAGER 


Mail order agency experience nec- 
essary. Duties include agency func- 
tions of layout, copywriting, space 
buying for national dealer recruit- 
ing coupon advertising plus national 
consumer advertising and local co- 
op advertising. Direct mail pro- 
gram. Our staff works as a team, so 
we want a co-operator and producer 
who wants to expand with a grow- 
ing world-wide service organization. 
Salary commenusrate with ability 
and development. Please reply by 
mail only, stating experience, age, 
present salary and salary desired. 
Irl H. Marshall, Jr., President, Dura- 
clean Co., Deerfield, Ill. 


in DENVER 


Would you trade the grind for life of 
another kind? Staying in the agency busi- 
ness, of course, but living in Denver. 
Need man to serve firm marketing a well- 
known consumer product Complete 
agency background required, with a fund 
of effective ideas. Good salary to start— 
will rise with results. Send a complete 
résumé, with snapshot to Box 571, Ad- 
Hs Age, 200 E. Illinois St., Chicago 


MANAGER—HANDLE MAIL SALES PROGRAM 
FOR BUSINESS PAPER CIRCULATION 


Here is a challenging growth position for the direct mail advertising man 
who is, or wants to be, more than a copywriter. This is an opportunity to 
be an important member of a team by running a full mail-order sales pro- 
gram for three nationally-known business papers serving specialized fields 


of industry. 


You assume responsibility for circulation promotion . 
new and renewal sales . . 
campaign planning and scheduling . . 


and maintenance... 


. . list development 
. mail-order testing . . . 
- creation and preparation of copy. 


A liberal budget gives you ample room to exercise your creative imagina- 


tion and planning ingenuity. 


To the ambitious subscription mail-order man, aggressive advertising man- 
ager or assistant, or promotion man looking for challenging responsibility 
. . . there’s a real future in this solidly established, growing New York 
publishing company. Libera! vacations, insurance, pension and benus plan 
included. Salary open depending on experience you bring to job. 

Send résumé outlining age, education, marital status, business experience, 
salary needs and other pertinent details. Also indicate how quickly you 
would be available. Box 1814, 125 W. 41 St., N. ¥. 36. 


THANKS TO YOU! 


REP. 


HAS MOVED NEXT DOOR! 
(Room 906) 
SAME BUILDING, SAME SERVICE 
AND STILL 
NATIONAL REGISTRY 
FOR MARKETING & RESEARCH MEN 
Our larger space means we can offer 
more privacy and individual attention. 
by personal appointment 
B. HERMAN, DIR. L 5-391 


8 
RESEARCH EXECUTIVE PERSONNEL 
420 Madison Ave. (betw. 48 & 49 Sts.) 


PUBLIC RELATIONS 
REPRESENTATIVE 


A client of mine, a national organization, 
seeks a man with following background. 
Age 35 to 45. 8 to 12 years training and 
progressively responsible experience in 
public relations, news writing and ed- 
iting, program directing, public speaking 
and compilation and analysis of public 
opinion data. College degree is preferred, 
but analogous and equivalent experience 
may be substituted. Starting salary to 
$8,500—periodical increases. Contact or 
send résumés in confidence 


Art Snyder 
CADILLAC 
Employment Agency, Inc. 
220 S. State St. WAbash 2-4800 
Chicago 4, Illinois 


$100,000 
P. R. BILLING 
OFFERED 


4A Advertising Agency adding 
Public Relations subsidiary. In- 
terested in merging with estab- 
lished Public Relations firm. 
$100,000 initial billing guaran- 
teed. Will consider qualified 
Public Relations executive to 
organize subsidiary. Give full 
particulars. All replies held 
confidential. 


Box 570 ADVERTISING AGE 
480 Lexington Ave., N.Y.17, N.Y. 


SPACE SALESMAN AVAILABLE 
FLORIDA TERRITORY 
15 years experience with a leading trade 
publication in Chicago. Anxious to locate 
in the south. 
Box 9572, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Dlinois 


ATTENTION NEWSPAPER PUBLISHERS 
Chicago representative has room for three 
additional test market papers, or top 
quality group. Cover East North-Central 
market. Excellent contacts, 10-year sales. 
Box 9574, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


HERE'S A RARE ‘RIGHT HAND’ FOR A 
BUSY ADV. EXEC. 

Woman with 14 years experience in Nat'l 
Adv., Sales Promotion, catalogs, house 
organs, etc. can relieve hard pressed exec. 
of all detail. Can fill spot of Adv. Mgr. or 
Asst. or Asst. Account Exec. Call SU- 
9770, Chgo., or write for complete resume. 

Box 9565, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


4A MEDIA DIRECTOR 
Over 20 yrs. experience - all media - 
newspapers, magazines, trade papers, tel- 
evision, radio, outdoor. Can prepare com- 
plete schedules with market data. 
Box 9566, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPYWRITER 
Has a way with words, an eye for ideas. 
Strong consumer background in all media 
& collateral. Now Sr. Writer in med. size 
agcy. writing on $1,000,000 acct. Wants 
bigger challenge in creative Chi. agency. 
Present salary, $11,000. Will consider same 
for right opportunity. 32, married, family, 
grad. All replies acknowledged. 
Box 9569, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
AGENCY ART DIRECTOR 
15 yrs. experience creating top consumer, 
industrial advtg. Print, collateral, 
Presently employed with Chicago agency. 
Seeks wider horizon. Chicago. 
Box 9568, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Media Salesman Chicago. 10 yrs. exp. top 
agency contacts. Married, 30's. Salary 


$10,000. Want responsibility and future. 
Box 9563, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MARKET RESEARCH ANALYST 
Rapidly expanding chemical manufacturer 
seeks all-around research analyst. 3 or 
more years background required. Chem- 
ical product experience helpful, but not 
necessary. Salary open. For confidential 
representation, contact— 
George E. Pyikas 
Executive Advertising Consultant 
CADILLAC EMPLOYMENT AGENCY, INC. 

220 S. State St. » Chicago « WA 2-4800 


LAYOUT MAN 
WANTED 


Unusual opportunity to join a medi- 
um-size, growing Chicago agency 
with the highest creative standards. 
Two or three years’ experience re- 
quired. 

Call Art Director, DElaware 7-6367 

Or write: 
Box 578, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


EASTERN AD REP—trade or consumer 
mag. Top agency contacts plus real know 
how and fine reputation in field. Inter- 
ested solid proposition with potential. 

Box 9573, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
PR man (HQ. N.Y.)—assignment or part 
time. Top contacts all media. Complete 
campaign planning—writing, placement, 
coordination. 

Box 9564, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


BUSINESS OPPORTUNITIES 
DALLAS P.R. firm will handle your 
Southwestern servicing with enthusiasm 
and integrity. Top references. Retainer or 
spot assignments. 

Box 9575, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
Rural suburbia is worth going after 
Test it now in Sanders’ Genesee Valley 
publication, Geneseo, New York 


PUBLISHERS’ REPRESENTATIVE with 
outstanding record of increasing linage 
starting business of his own. Should your 
publication be getting more business from 
Philadelphia-NJ-NY area? I would like to 
speak with you 
Box 9576, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
MISCELLANEOUS 

Layout, anyone? For fresh, modern visual 
tailored to your ad copy just send neces- 


sary data and $5 to M-D Art, Box 887, 
Richmond, Va. Satisfaction Guaranteed. 


AVAILABLE JUNE 1 
$40,000 
CREATIVE DIRECTOR 
Top-flight AAAA background. Capable of 
providing inspired and experienced lead- 
ership for both TV and print. Let's talk 


it over 
Box 576 ADVERTISING AGE 


200 E. Illinois St., Chicago 11, III. 


PUBLICITY ASSISTANT 


Immediate opening with excellent 
potential for young man, 21-26 years, 
in Chicago Tribune promotion depart- 
ment. Must have journalism degree 
and at least one year newspaper or 
publicity writing experience. Interest- 
ng variety of assignments covering 
advertising and publishing fields calls 
for initiative and follow through. Good 
salary and broad company benefits. 
Prompt interviews for qualified can- 
didates. Send personal data and ré- 
sumé to Anthony Marcin, Room 1412 


Chicago Tribune 
435 N. Michigan Ave. 


INDUSTRIAL ADVERTISING 
COPYWRITER 


Well-known Chicago industrial adver- 
tising agency has permanent opening with 
excellent growth opportunity for young, 
experienced copywriter, who has written 
a lot of industrial ads for trade publica- 
tions. This man must be able to write 
advertisements, direct mail, sales letters, 
literature, editorial articles on products 
ranging from machine tools team spe- 
cialties. Ability to grasp technical sub- 
jects essential 

Write giving complete details of your 
experience, present job responsibility and 
salary. State age and how soon you can 
make a change. If convenient, please en- 
close photograph. 

Your reply will be held in strictest con- 
fidence. Address: 

Box 577 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ACCOUNT EXECUTIVE 


Pack up your big-city troubles 
and chuck them in the Hudson. 
Your billing with this four year 
old agency in a major New Eng- 
land market goes further. You're 
home in time to play with the 
youngsters, mow the lawn or take 
a plunge in the briny deep before 
dinner. Substantial compensation, 
possible stock participation. 
Box 574, Advertising Age 
480 Lexington Ave. 
New York 17, N. Y. 


CONSTRUCTION 
WRITER 


With editorial or publicity 
experience in the heavy con- 
struction field. Previous ex- 
perience with construction 
magazine or equipment man- 
ufacturer essential. Good 
writer capable of turning out 
usable case history articles 
with minimum supervision. 
Age 25-35. Good opportunity 
for long-term growth in our 
organization. Write experi- 
ence and salary requirements. 


BURSON-MARSTELLER 


ASSOCIATES, Inc. 
185 N. Wabash—Chicago 


PLASTIC PRINTING PLATES 


From Your Metal Engravings 


WANT TO BUY 


NATIONAL RIGHTS 
TO ABC SHORTHAND SYSTEM. 
Write Box 573, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 
DEARBORN 2-1062 


187 N. LASALLE, CHICAGO — ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


DRAKE PERSONNEL 


Confidential - Rapid ~ Nationwide 


ACCOUNT SUPERVISOR $12,000 
To age 38. Consumer and industrial 
experience on agency accounts. 
Some financial advertising experi- 
ence preferred. 


COPY SUPERVISOR $15,000 
Top level experience, consumer and 
industrial. Excellent potential. Mid- 
west agency. 


COPYWRITER $8,-10,000 
Midwest agency. To age 25-35. Un- 
usual growth possibility. 


MARKETING RESEARCH $8,-11,000 
Food and beverage background. Ex- 
cellent company benefits. 


PUBLIC RELATIONS ........... $5-9, 
1 to 5 years experience. Appliance 
or electrical background. 


B. L. Clem 


220 S. State *« Chicago « HA 7-8600 
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Ohio State Makes 
16 TV, 24 Radio 
Education Awards 


(Continued from Page 2) 
skillfully and tastefully presenting a dif- 
ficult subject on television. The frank, 
forthright and assuring manner in which 
the processes of childbirth are explained, 
in a typical program, is most commend- 
able. 

Class 2. Cultural: Drama, art, science, 
literature, etc.—‘“Journey” (KNXT, Los 
Angeles) for its mature attempt to assist 


FOR SALE—AN AD MAN’S HOME 
IN NEW CANAAN, CONNECTICUT 


Within easy commuting from New York's 
Madison Ave., I have a new @-room split 
level, occupied only 10 months. Magnificently 
located on nearly 2 acres commanding pano- 
ramic view of rolling country-side and L. I 
Sound. Four bedrooms, 3% tile baths. Great 
formal living room, 38-ft. long, with fireplace 
and planter divided dining area. Big open 
country kitchen, fully equipped with new 
1956 G. E. coloramic surface unit, wall oven, 
dishwasher, washer & dryer in adjoining 
laundry room. Separate breakfast room opens 
onto covered porch. Powder room. Lower level 
features spacious Family Room with 2nd fire- 
place, den (or maid's room) and tiled bath 
with stall shower. Fully insulated, hot water 
baseboard heating. 2-car garage. Near fine 
schools, trains, shopping. Taxes a low $650 
Unusually liberal 412% 25-yr. $26,000 
mortgage available. Being transferred; occu- 
pency by June 15. Price $55,000. Write or 
wire Box 570, Advertising Age, 480 Lexing- 
ton Ave., New York 17, N. ¥ 


SALES PROMOTION 
free-lance 
Sales-producing, prize-winning 
presentations, brochures, ad cam- 
paigns, direct-mail, etc. Tie de- 
scribed one presentation as “one 
of most forceful sells ever seen.” 
Brttsoarp called another, “last 
word in sell.” Clients include top 
names in print and broadcast 
media; product and service ad- 
vertisers in and outside New 

York. Retainer or fee basis. 


PETER ZANPHIR 
565 Fifth Ave. NYC. PL 3-8340 


The Midwest's 
shed, Ai i 
Fr 
service for Adv.-Art & 
allied fields. 

By appointment only 
59 E. MADISON - SUITE 1417 
CHICAGO 2, ILL, 
CEntrel 6-5670 


EXECUTIVE EDITOR | 
WELL VERSED | 
IN MEDIA BUYING FUNCTION | 


Complete responsibility for edi- 
torial direction and staff on trade 
publication directed to those | 
engaged in media buying and 

selling. Salary open. Write Box || 
581, ADVERTISING AGE, 200 E. || 
Illinois St., Chicago 11, Illinois. || 


| Corp.) 


| winning program was an honest, 


| in world affairs. 


the adult individual in achieving a more 
complete understanding of himself 
through attention to art, science, litera- 
ture and philosophy. 

Class %. Public affairs: Issues, prob- 
lems, documentaries, news interpretation, 
etc.—“Senate Banking Committee Hear- 
ings” (WBKB, Chicago) for a live pres- 
entation of highly important public pro- 
ceedings, but also, and more significantly, 
an important contribution to the freedom 
of tv to enjoy the same rights accorded 
other news media. 

Class 4. Dealing with basic freedoms— 
“The Nature of Anti-Semitism" from the 
series “The Open Mind” (WRCA-TV, 
New York) for a genuine contribution to 
public understanding of those forces 
which block human freedom and invade 
the dignity of the individual. 

Class 5. Systematic instruction: Tele- 
courses, etc.—" Streamlined Reading” 
(Memphis Community Television Foun- 
dation, WKNO-TV, Memphis) for a series 
which utilizes superbly the tv techniques 
as they may be applied to an educational 
telecast. “Ecco Italia” (Roosevelt Univer- 
sity and WTTW, Chicago) for a program 
which discloses a masterful handling of a 
language. “French through Television” 
(Lowell Institute Cooperative Broadcast- 
ing Council and Language Research Inc. 
over WGBH-TV, Boston) for a compre- 
hensive and authoritative presentation. 

Class 6. Children and youth (out-of- 
school listening)—‘‘Hop, Skip and Dance” 
(KQED, San Francisco) for skillful inte- 
gration of education and entertainment 
value in the arts. 


Class 7. School telecasts (for use in 
school classrooms)—‘‘Missouri Constitu- 
tion” (school programs department, 


KETC, St. Louis) for a direct and cap- 
tivating treatment of a desirable and 
legally required subject. 


Radio Awards 


Group I: Programs heard nationally by 
network or transcription. 

Class 1. Special interest groups: Wom- 
en's, agriculture, religious, etc.—‘*The Sa- 


| 
| 
J 


cred Note” (University of Chicago, | 
WBBM, Chicago) for a deeply moving | 
religious musical program which cuts | 


across denominational lines. “‘The Eternal | 
Light” (Jewish Theological Seminary of 
America and NBC) for the dramatic fash- | 
ion it presents stories on historical and 
inspirational themes from which spiritual | 


messages may be gleaned. | 


Class 2. Cultural: Drama, science, lit- 
erature, music (not straight music)— 
“CBC Wednesday Night” (Canadian | 


Broadcasting Corp.) for notable research, | 


dramatic writing, acting, sound, original 
music and direction of which a distin- | 
guished example is “The Trial of om | 
Caroline.” | 


Class 3. Dealing with personal and oo | 


cial problems—“The Hour of St. Fran- | 
cis” (The Hour of St. Francis) for a re- 
alistic, deeply moral analysis of social 


and family problems with the problem 
answer offered in a straightforward fash- 
ion, untinged by over-emotional approach. | 

Class 5. Dealing with basic freedoms— | 
“Footloose in the South” from the se- 
ries “Footloose” (Canadian Broadcasting | 
for a stimulating and objective | 
of human freedom; the award- 
vivid 
analysis of the problem of integration in 
the South. 

Class 6. Special one-time broadcasts— 
“I, the Diplomat” (United Nations Radio 
and American Broadcasting Co.) for in- 
spired use of the techniques of radio to 
instill public awareness of the nature and 
significance of the role of the diplomat 


study 


Class 7. Children and youth /(out-of- 
school listening)—‘Journey Toward the 
Light” (Canadian Broadcasting Corp.) for 
introducing young listeners to historical 
figures, prominent and little-known, and 


encouraging further reading on their 
lives 

Group Il: Regional networks, regional 
organizati and regional and clear- 


Somewhere there is 
AN ARTIST 
Who is looking for greater oppor- 
tunity, for the “better life”, for 
growth, and for a chance to have a 
piece of the business. He is young— 
thirty-ish, ideaful, creative, and 
capable of slick-looking layouts and 
finished art. He has had agency ex- 
perience or worked in a studio serv- 
ing agencies. He has potential for 
job of art director. He is interested 
in a good income, profit sharing, 
permanence and an ideal communi- 
ty in which to raise a family. He 
should get in touch with this fast- 
growing young agency in this beau- 
tiful middle-size midwest city. Con- 
fidential. Send résumé and salary 
requirements | 
Box 580 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


MIDWEST PRINTING BROKERS 
Large, expanding lithographic firm 
specializing in highest quality color 
advertising and booklet printing in- 
vites your inquiries. Complete serv- 
ice—art, layout, typography. litho 

lates, presswork and full mechan- 

zed bindery. New presses up to 58” 
two colors. Pioneers in developing 
latest methods of accurate color re- 
production. One of the most modern 
plants in U.S. in concept and “y= 
ment, doing an outstanding job for 
its customers. Meticulous personal 
attention by entire management to 
customers problems resulting in re- 
liable, exceptional quality produc- 
tion. If you have a clientele 
with satisfactory credit ratings, you 
will find it advantageous to repre- 
sent this plant. BOX 559, AD - 
TISING AGE, 200 E. Illinois St., 


| channel stations. 


| signment”’ 


Chicago 11, Illinois. 


Class 1. Special interest groups: Wom- 
en's, agriculture, religious, ete.—‘To 
Make Men Free” (University of Michigan 
Broadcasting Service, WUOM) for a com- 
petent dramatic series which makes the 
Civil War come alive in the mind of the 
listener. 

Class 2. Cultural: Drama, science, lit- 
erature, music (not straight music)—“As- 
(WBT, Charlotte) for taking 
the time to explore various subjects by 
the interview method and editing the in- 
terviews to form a well-organized and 
coherent document. 

Class 3. Personal and social problems— 
“This is My Story” (Federation of Jewish 
Philanthropies and WRCA, New York) 
for powerful motivation, developed 
through a well-balanced combination of 
excellent narrative, dramatic situations 
and deep understanding of human need. 

Class 4. Public affairs: Forums, round 
tables, news interpretation, etc.—‘Probe 
Report” (CJOR, Vancouver) for ingeni- 
ous, accurate and exciting coverage of a 
sensational police probe hearing. 

Class 5. Dealing with basic freedoms— 
“Minority Report” (CBS-KNX News Bu- 
reau, Los Angeles) for a factual, dynamic 
report on the status of race relations in 
one of America’s major cities, the ways 
in which equality is being protected and 
the problems that remain to be solved. 

Class 6. Special one-time broadcasts— 
“Murder on the Installment Pian” 
(WCAU, Philadelphia) for a highly dra- 
matic and effective expose of the local 
phase of the nationally significant prob- 
lem of narcotic addiction. 

Class 7. Children and youth (out-of- 
school listening)—‘‘The Children’s Book- 


shelf” (KDKA, Pittsburgh) for bringing 


Forrest 
Willmarth 


OUTDOOR CONFABULATION—In Chicago for presentation of awards in 
the National Outdoor Advertising Art Competition sponsored by 
the Art Directors Club of Chicago were Irv Olson, creator of the 
top award winning poster for Ford Motor Co.; George Booth, art di- 
rector, J. Walter Thompson Co.; John H. Willmarth, exec vp, Earle 


Ludgin & Co.; Walter P. Glenn, 
Young & Rubicam, and Richard 


vp and art department manager, 
L. Forrest, vp, Campbell-Mithun. 


good children’s books to life through 
skillful, dramatic adaptation. 

Class 8. Designed for in-school use by 
pupils in primary grades—‘“Tales from the 
Four Winds” (New York Board of Edu- 
cation Station WNYE) for presenting the 
important but simple virtues of honesty 
and loyalty between human beings in an 
imaginative and inspirational manner 
while always retaining accuracy to the 
mythical origin. 

Class 9. Designed for in-school use by 


| pupils in the intermediate grades—*‘Let’'s 


Take a Look at Our Minnesota and its 
People” (Minnesota School of the Air 
and KUOM) for an authentic series about 
a region and its people. 

Class 10. Designed for in-school use by 
pupils in junior and senior high school— 
“Meet Master Cold Rice” (Manitoba De- 
partment of Education and the Canadian 
Broadcasting Corp.) for an exciting in- 
troduction to an Asian culture, for im- 
aginative comparison of Japanese and Ca- 
nadian societies. 

Group Ill: Local organizations and le- 
cal stations. 

Class 1. For special interest groups: 
Women’s, agriculture, religious, etc.—‘In 
Spirit and In Truth” (WAER, Syracuse 
University) for a program which admi- 
rably shows how to secure cooperation 
among the three main religious groups on 
a college campus. 

Class 4. Public affairs: Forums, 
tables, news interpretation, 
Girl Scouts Presents” 


round 
etc.—"The 
(Dixie Productions 


|}and WJAN, Spartanburg, S. C.) for effec- 


tively presenting the important values of 
Girl Scouting in a series of drama-docu- 
ments. 

Class 5. Dealing with basic freedoms— 
“I Am Thirty” in the series “Ray Starr 
Presents” (Dixie Productions and WJAN, 
Spartanburg, S. C.) for a creative and 
entertaining presentation of basic human 
freedom by recalling historical events 
through the popular music of the day. 

Class 6. Special one-time broadcasts— 
“Listen to Los Angeles” (KLAC) for ex- 
ceptional use of on-the-spot radio in 
reporting a local disaster and for develop- 
ment of “Sig-Alert” to mobilize the com- 
munity for effective action. 

Class 7. Children and youth (out-of- 
school listening)—‘“Down Story Book 
Lane” (Department of Speech, University 
of Michigan and WWJ, Detroit) for help- 
ing the child develop sound judgment 
through skillful use of dramatic fantasy. 

Class 9. Designed for in-school use by 
pupils in intermediate grades—*‘‘What's 
News” (School District of Philadelphia 
and WFIL, Philadelphia) for its high ed- 
ucational value. Carefully selected news 
topics are presented in appealing fashion 
by narrator with splendid approach to 
children. 

Class 10. Designed for in-school use by 
pupils in junior and senior high school— 
“Out of the Past—Listen Awhile’ (Stan- 
islaus County Schools and KBEE, Modes- 
ta, Cal.) for sensitive presentation of 
stories and music that take the hex off 
culture. e 


| Westinghouse Boosts Jewell 
\to VP of Marketing 

James H. Jewell, vp in charge 
|of sales of Westinghouse Electric 
Corp., has been appointed to the 
|new post of vp of marketing. In 
|addition to his current responsi- 
| bilities for sales, advertising, mar- 
ket research and sales training 
and planning, Mr. Jewell will di- 
rect the company’s new distribu- 
tion services department, a system 
of depots and distribution centers 
for the handling of company prod- 
ucts. He has been with Westing- 
house 37 years. 


93 
Frank Heads Kameny PR 


Marvin Frank, formerly head of 
his own public relations company, 
has joined Kameny Associates, 
New York, as director of public 
relations. 


Will Your 
Dealers Help 
You Build A 
Mailing List? 


There’s an old saying that a great 
deal of the success of any —- 
depends upon the maili list. 
current list compiled by dealers is 
wonderful—if you can get it! 

In the May issue of ADVERTIS- 


U. S. Rubber Company persuaded 
its dealers to get busy and put to- 
gether an up-to-date mailing list 
that paid off! 

How? Find out by clipping this 
ad, attaching $3 to oy business let- 
terhead, and mailing today for a 
year’s (12 issues) trial of ADVER- 
TISING REQUIREMENTS starting 
with the big, informative May issue. 

AR covers everything an adman 
must do except buy time or space— 
all aspects of advertising producti 
promotion and merchandising. You 
be glad you tried AR—or your 
money back. 


Advertising Requirements 
The Workbook of Advertising 
Management 


| 


over to Thos. F. McGrath 
& Associates. These 
photo engravers are 
famous for their three 
“W's” (men, methods 
and machinery) and do 
the kind of an etching 
job that makes even 
blase agency men sit 
up ond take notice. 


WHO 


IS 


THE INFLUENTIAL? 
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MARKETING MANAGER 
Thomas Carroll 


r 


| 


PRODUCT MANAGER 
R. J. Clark 


(Powdered and liquid 
Vel and Vel beauty bar.) 


PRODUCT MANAGER 
T. J. Hennon 


(Cashmere Bouquet 
soap and AD.) 


bar.) 


PRODUCT MANAGER 
D. W. Ross 


(Ajax, Palmolive soap 
and Colgate beauty 


PRODUCT MANAGER 
—S. Rulon-Miller— 


(Fab, Super Suds, Flor- 
ient, Kan-Kil and Kirk- 
man-Octagon.) 


COLGATE’S HOUSEHOLD PRODUCTS DIVISION—The above 
chart shows product managers reporting to Mar- 
keting Manager Tom Carroll. Also reporting to Mr. 
Carroll (but not shown in the chart) are the man- 


Colgate Revamp Won't 
Attect Agencies: Little 


(Continued from Page 3) 
Co. was called in in February, 
1956. “I brought them in, I selected 
them, I went to see them,” and 
then, he continued in his quiet 
manner, he presented the matter 
before the board of directors. 


s The management consultant was 
hired in March, 1956, and sub- 
mitted its final recommendations 
shortly after the first of this year. 
Realignment of the sales and ad- 
vertising departments in the two 
divisions is in effect “by and large” 
and will be extended through the 
rest of the company “as soon as it 
can be digested,” Mr. Little said. 

Asked about the causes for the 
declining domestic profit picture 
which is in contrast to the com- 
pany’s burgeoning international 
operations, Mr. Little said the ex- 
planation lay in the fact that the 
U. S. is a very competitive market, 
requiring 
expenditures, while in many for- 
eign markets the mere manufac- 


ture of a product and placing it on | 


the shelves is almost enough to 
start the shekels rolling in. 

Largely instrumental in original- 
ly setting up Colgate overseas op- 
erations in most countries (he was 
named manager of foreign sales 
and advertising in 1926, remained 
on the continent until 1933) Mr. 
Little still takes pleasure in those 
achievements. 

“We have a consumer fran- 
chise in every country in the world 
in which we are located that is 
second to none...Now that’s a 
bold statement and I stand by it.” 


In fact, he lists his continuing role | 


in building a worldwide organiza- 
tion as the greatest satisfaction of 
his 55 years with Colgate. 


® Fluoride toothpaste and liquid 
detergents—two recent develop- 
ments in the cleansing business— 
evoke mixed reaction from Mr. 
Little. 

“The total fluoride toothpaste 
market has not developed to the 
extent that we thought it would. 
It shows no signs of growth.” It 
was expected to be a sequel to the 
chlorophylls of yesteryear, he con- 
tinued, but has developed 
only about 50% of the chlorophyll 
volume. Colgate’s fluoride busi- 
ness (Brisk is the name) is less 
than 10% of its total dentifrice 
take, Mr. Little reported. 

Much more promise was held 
for the future of the liquid deter- 
gent business. Colgate’s present 
entry is Vel, a light duty product. 
“I think that the liquid detergents 
will grow,” he said. 

(Ed. note: Details on Lever 
Bros.’ Wisk entering into New 


York market may be found on’ 


Page 4.) 


® Mr. Little said the company had 
no new products of consequence 
in any stage of its marketing op- 
erations at present and he declined 
to comment on the theory put to 


increasing promotional | 


to} 


|gate products today are either on 


a plateau or in a decline—none 
on the ascendant. 

Nevertheless, it is his conviction 
that in less than another 18 years 
—the time it took to go from $100,- 
000,000 to $500,000,000 annually— 
Colgate-Palmolive Co. will cross 
the $1 billion mark, despite the 
fact that “our business is one of 
the most competitive in the world.” 


® Born in Charlotte in 1881, Ed- 
ward Herman Little stills retains 
a faint North Carolina drawl. His 
build is slight. He peers at a re- 
porter from under bushy grey 
brows, and though he often works 
with one of two different sets of 
eyeglasses, his appearance and 
manner is that of a man at least 
ten years younger. 

He grew up in the sales end of 
the Colgate business, starting in 
1902 as a salesman for Colgate & 
Co. in North and South Carolina 


agers of marketing research, sales promotion, pack- 
aging and new products. An almost identical struc- 
ture exists in Colgate’s toilet articles division, head- 
ed by Marketing Manager Irvin W. Hoff. 


Then followed the foreign stint 
mentioned before, during which 
time (1927) he was elected a di- 
rector of the Palmolive-Peet Co., 
which by merger with Colgate & 
Co. in 1928, became Colgate-Palm- 
olive-Peet Co. 

When he returned from Europe 
to the parent company in 1933, it 
was as vp in charge of sales and 
advertising. He assumed the presi- 
dency for the first time in 1938 
(twice more, since then) and in 
1953 was named chairman of the 
board. 


s He is married to the former | 
Suzanne Heyward, granddaughter 
of one of the founders of Memphis. 
For many years, the Littles have 


‘Pink Slip Brigade’ 
Grows as Colgate’s 
Regrouping Goes on 


New York, May 2—Colgate-| 


Palmolive Co. moved full speed 
ahead with the reorganization that 
eventually will turn its domestic 
operations into two virtually au- 
tonomous divisions. 

Several new appointments, first 
reported exclusively in these col- 
umns, were announced officially, 
including that of Irvin W. Hoff as 


* 


Spencer Valmy Irvin Hoff 


marketing manager of the toilet 
articles division. 

And the pink slip brigade also 
grew larger this week, with the 
dismissal of executives whose de- 
partments and functions were 
eliminated May 1. Some were no- 
tified of their departure on April 
29. 

Among them were several vet- 
erans of many years’ service, such 


made their home at the Ambassa- 
dor Hotel, two blocks up Park Ave. 
from the new Colgate-Palmolive | 
Bldg. They have no children. 


first approached McKinsey & Co. 
and asked them to reorganize the | 
company, it is certainly not evi-| 
dent today. 

Asked about his plans for re-| 
tirement he quietly replied, “I)| 
have a great interest in seeing it} 


World-wide Sales (add 000) 


Colgate Sales, Earnings, 1938-1956 


(000 Omitted) 


Common 
ings Dividend 
Per Per 

Shore Share 


Earn- 


$ 72,527 
76,767 
75,024 
91,512 

101,546 
114,028 
134,008 
135,368 
146,372 
259,397 
220,347 
203,996 
211,855 
223,802 
245,661 
257,394 
261,848 
285,577 


290,968 217,555 


$1.77 $ .25 


17,944 
22,764 

7,557 
11,076 
15,737 

6,294 
10,084 
12,045 
12,503 
14,008 
10,518 


THE LITTLE STORY—The sales and earnings record of Colgate-Palmolive 


during the 18 years that Edward 


H. Little has been chief executive 


officer is one to which he points with pride. During that period 

the company has grown from a $100,000,000 operation to a $500,- 

000,000 enterprise. The chairman feels that Colgate should be a 
$1 billion business before another 18 years roll by. 


working up to district sales man- 
ager in Memphis. 

A serious illness forced him to 
resign from Colgate and following 
recuperation, he became a sales- 


, [the reorganization] put into ef- 
| fect. I haven’t stated when I ex- 
| pect to retire, nor have they [the 
| board of directors] told me when I 
would retire.” 7 


man for the B. J. Johnson Soap) 


Co. In 1914 he was appointed dis- 


trict sales manager on the Pacific) 


Coast. 


® Five years later he moved to 
New York, the company’s largest 
territory, as district manager and 
in 1924 became general! sales man- 


Branham Names Brockman 
Branham Co., Chicago, publish- 

|ers’ representative, has appointed 

|Robert Brockman to its television 


as Joseph A. Woodhead, promo- 
tional supervisor for the soap de- 
partment, who has been with Col- 


dealer co-op advertising programs 
(budgeted at more than $2,000,000 
annually), with 17 years’ service; 
Jim Campbell (more than 20 
years) and Dorothy Hogg. 

Probably the standout among 
these veterans is Jerry Marshall. 
Having come up through the sales 
ranks, Mr. Marshall, a former di- 
visional sales manager, had been 
executive assistant to a couple of 
vps. With 40 years’ service and 
about two years to go for a full 
pension, he’s been “retired” by 
the company. 


® In all, people discharged to date 
are believed to number about 100, 
across the country, including sec- 
retarial help. This reportedly is 
about 1% of the company’s domes- 
tic employes. Most of those dis- 
missed are receiving one week’s 
severance for each year of service. 

“They’re doing an operation 
here,” one of the departing exec- 
utives commented this week. “I’m 
part of the cancer, and I guess 
they’re cutting me out.” Added an- 
other, “We certainly are a very il- 
lustrious graduating class.” 

In the meantime, the company 
has just about got the reorganized 
household products division into 
fighting shape and will do a sim- 
ilar job with the toilet articles 
division shortly. 

There are four product man- 
agers under Marketing Manag- 
er Thomas Carroll in the house- 
hold products division: R. J. Clark 
(powdered and liquid Vel and Vel 
Beauty Bar); T. J. Hennon (Cash- 
mere Bouquet soap and Ad); D. 
W. Ross (Ajax, Palmolive soap 
and Colgate beauty soap) and S. 
Rulon-Miller (Fab, Super Suds, 
Florient, Kan-Kil and Kirkman- 
Octagon). 


# In the toilet articles division, 
Mr. Hoff as marketing manager 
will be responsible for advertising, 
sales promotion, packaging, media 
and all other marketing activities 
except sales. He formerly was ad- 
vertising manager of the entire 
company. 

Product managers in this divi- 
sion have not been made known, 


\department. Mr. Brockman for- 
|merly was with Crosley Broad- 
casting Corp. and American Broad- 


him by a reporter that all Col-|ager in the Chicago home office. | casting Co. 


but the man in charge of denti- 
| frices—the division’s major item— 
will be Kenneth Arrington, a for- 
;mer assistant ad manager. 


Advertising Age, May 6, 1957 


| Sales directors for the two divi- 
sions also are unannounced, but 
they will be Frank W. Reif, in 
household products, and Robert E. 
Hilbrant, in toilet articles. Both 
were formerly general managers in 
their divisions. Mr. Hilbrant also 
|is a vp. 

Spencer C. Valmy, who was re- 
ported joining the company ear- 
lier, has been named director of 
pr, in charge of that newly created 
department. It is expected to in- 
clude staffs for corporate, product 
and home economics publicity. 


® There was speculation among 
some of Colgate’s agencies this 
|week that the changing internal 
|setup might mean a shift in agen- 
cy assignments, as well as their 
assumption of certain collateral 
services now handled by the client, 
but this could not be verified. 

In fact, E. H. Little, chief ex- 
ecutive officer, and Stuart Sher- 
man, advertising head, both told 
AA this week (see story on Page 
3) that there would be no agen- 
cy reassignments in the immediate 
future. a 


Post Office Rate 
Hike Bills Race 
May 15 Deadline 


| 
| (Continued from Page 1) 


|gate 21 years; Fred Avery, pre- | sition that rate changes cannot be 
If Mr. Little had any thought of|mium buyer, with the company |considered until Congress adopts 
his ultimate retirement when he| 20 years; Bob Wood, in charge of | legislation specifying whether the 


Post Office is a 
service. 


“business” or a 


® Again this week his committee 
spent several days listening to mail 
users who are identifying various 
“subsidies” which are included in 
the department's operating costs. 

Frank Daniels, president of the 
Raleigh News & Observer, who ap- 
peared as chairman of the ANPA’s 
postal committee, praised the com- 
mittee for trying to identify sub- 
sidy elements. If public welfare 
costs are separated from the actual 
cost of handling mail, he said, “the 
/ANPA knows daily newspapers 
| will support postal rates equal to 
|100% of the cost of handling daily 
| newspapers in second class mail.” 


® Two witnesses from the Parcel 
Post Assn. said railroads are being 
overpaid at least $100,000,000 a 
year as a result of excessive rates 
which the Interstate Commerce 
Commission fixes for the move- 
ment of mail. 

As counsel for the association, 
Roy C. Frank, former solicitor for 
the Post Office, cited a 40-year-old 
law which specifies that the Post 
Office is to pay the same rates as 
the express company. He said this 
law has never been enforced. 

Meanwhile, in an appearance be- 
fore the annual convention of the 
U.S. Chamber of Commerce, Post- 
master General Arthur Summer- 
field said the recent curtailment in 
mail service proved to be “a bless- 
ing in disguise” for the Post Office 
Department. “No longer do large 
numbers of our citizens take their 
mail service for granted,” he said. 
“Neither do they now consider the 
postal service worthy of attention 
only when they have a com- 
plaint.” + 


Minnick Joins ‘Air Cargo’ 
American Aviation Publications, 
Washington, has appointed Daniel 
C. Minnick New York regional ad- 
vertising sales manager of Official 
Air Cargo Guide, its new monthly 


which will bow July 1 (AA, 
March 11). Mr. Minnick formerly 
was with Seaboard & Western 
Airlines and Pan American World 
Airways, and was an account ex- 
ecutive in the aviation department 
of Esso Export Corp. 
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International Ad 
Meet Is Told of 
Zooming Activity 


(Continued from Page 1) 
Philips of Eindhoven. 

The general optimistic tone of 
the convention was strengthened 
by an “around the advertising 
world in 60 minutes” presentation, 
which featured recorded inter- 
views with advertising executives 
in 13 countries. This presentation 
was arranged by Fred Fleischman, 
advertising manager of Pepsi- 
Cola International, with Robert 
Otto, president of Robert Otto & 
Co., serving as the interlocutor. 


® The one discordant note struck 
in this presentation was a report 
from Frans Lohse, president of 
Gumaelius Annonsbyra, Sweden’s 
largest agency. Mr. Lohse told the 
convention that Sweden has been 
stirred recently by an all-out at- 
tack launched on advertising in 
the press and on the radio by a 
young author. 

His articles, which have aroused 
widespread comment, depict ad- 
vertising as a true “opiate of the 
people,” Mr. Lohse said. Adver- 
tisers in Sweden are charged with 
equating the “will to live” with 
the “will to buy.” 

Mr. Lohse said the Swedish ad- 
vertising industry has been quick 
to counterattack. And aside from 
this disturbance, he added, the ad 
business in Sweden has been very 
good. 

A rundown of “Radio & Tele- 
vision in the World” was pre- 
sented to the convention by James 
von Brunn, of McCann-Erickson 
Corp. (International). He reported 
that as of January, 1957, the world 
had 750 tv stations (498 of them 
in the U. S.) and 53,529,300 re- 
ceivers (39,000,000 in the U.S.). 
Western Europe had 8,368,000 re- 
ceivers, a 39% increase over Jan- 
uary, 1956. Latin America had 1,- 
190,000 receivers, a 92% increase 
over January, 1956. 


es Mr. von Brunn noted that in 
Britain the newly-introduced com- 
mercial tv service “now regularly 
commands 70% to 90% of the tv 
audience.” Japan, he said, will 
have 1,000,000 sets by next year, 
as will West Germany. 

Henry J. Taylor, 
pointed U. S. ambassador to 
Switzerland, told the luncheon 
meeting yesterday that western 
Europe’s plan for a common Eu- 
ropean market is of “profound im- 
portance” and can open “whole 
new vistas” for trade and adver- 
tising. The former news commen- 
tator said if he had to choose a 
promising field to enter today, “I 
would choose the very field you 
are in.” 

On display at the meeting was a 
sample copy of a Standard Rate & 
Data Service edition, ““Latin Amer- 
ican Media,” with the announce- 
ment that Standard Rate is now 
prepared to undertake a regular 
service in this area. 


newly-ap- 


= The SRDS venture into the 
Latin American media field has 
been under study for several 
years. C. L. Botthof, SRDS presi- 
dent, said, “Our plans provide for 
publication every other month— 
six times a year—with rate 
changes bulletined between is- 
sues.” The service is being offered 
for $50 per year. . 


‘Cosmopolitan’ Names Kadish 
Bernice E. Kadish, 


mopolitan, 


named drug and cosmetics mer- 
chandising manager of the maga- 
zine. 


formerly 
with the shopper section of Cos- 
New York, has been 


| 


| 


Last Minute News Flashes 


Studebaker-Packard Confirms Adams Appointment 

SoutH Benp, May 3—Studebaker-Packard Corp. next week will an- 
nounce the appointment of Burke Dowling Adams Inc. to handle its 
advertising. The appointment had been expected ever since Benton & 
Bowles resigned the account last month (AA, April 22). The agency is 
expected to take over Studebaker and Packard advertising in the first 
week of July; advertising for Mercedes-Benz cars will be taken over 
immediately. The agency, with offices in Atlanta, New York and 


JAMES L. GILBERT, exec vp of the In- 
ternational Advertising Assn., was 
named international advertising’s 
“Man of the Year” at the annual 
IAA convention. Mr. Gilbert, for- 
merly with McGraw-Hill, opened 
the headquarters office of IAA in 
1951. 


O. J]. Elder, Onetime 
Mactadden Head, 
Is Dead at 75 


New York, May 3—Orr Jay 
(O. J.) Elder, 75, former president 
of Macfadden Publications, died 
last night of complications follow- 
ing a long illness at Orange Me- 
morial Hospital, Orange, N. J. 

Born in Farmington, IIL, he re- 
fused his father’s offer to send 
him to the University of Michigan 
if he would study law. Instead he 
attended a business college in 
Galesburg, Il. 

He started his business career 
here as a secretary of Charles 
Austin Bates Co., an advertising 
agency, working for $10 a week 
and living in a furnished room on 
2lst St., provided with breakfast 
and supper for $5.50 a week. Later 
he became a copywriter. 


® In 1903 he joined Bernarr Mac- 
fadden’s new Physical Culture as 
an advertising representative, and 
later that year was made assistant 
|advertising manager. In 1914 he 
became advertising manager, and 
in 1920 business manager of the 
Macfadden organization, the year 
after True Story was founded, 
largely through his efforts. 

In 1941, Mr. Elder was elected 
president of Macfadden Publica- 
tions, and remained as head of the 
company until he retired in 1951. 
For two years thereafter he acted 
as a consultant to the company. 


BBDO Adds Zinsmaster: 
Shares Western Account 
Zinsmaster Baking Co., Minnea- 
polis, has named Batten, Barton, 
Durstine & Osborn to handle ad- 
vertising for all its divisions. The 
account formerly was with Camp- 
bell-Mithun. 

Meanwhile, Noble Advertising, 
Mexico City, has been named as- 
sociate agency with BBDO in han- 
dling Western Airlines. Noble will 
service Western advertising in con- 
nection with a new Los Angeles- 
to-Mexico City route. BBDO was 
named to the account effective 
May 1 (AA, April 22). 


Offers McKinley Portraits 

Time has invited over 5,500 art 
directors in agencies, media and 
other businesses throughout the 
U. S. to submit their versions of 
the typical Time reader. Prizes 
amount to $3,500, including “hand- 
somely tinted portraits of William 
McKinley created by the U. S. 
Treasury—suitably and legally en- 
graved on crisp $500 bills” to the 
top two winners. 


‘American Home’ Hikes Price 

Effective with the October issue 
the single copy price of American 
Home will be increased to 35¢. 
Price currently is 25¢. 


| Dampier Moves to ‘Vancouver Sun’ from McCann 


Montclair, N. J., plans to locate personnel in South Bend to service 
the account. 


MontTREAL, May 3—J. Lawrence Dampier, who has resigned as exec 
vp of McCann-Erickson (Canada) Ltd., is slated to become associate 
| publisher of the Vancouver Sun. Mr. Dampier, who was also manager 
|of McCann’s Montreal office, has been replaced in this post by J. M. 
Reeve, formerly advertising manager of Kraft Foods Ltd., Montreal 
(AA, April 29). 


Diamond Match Sets Push for Self-Start Charcoal 


New York, May 3—Diamond Match Co.’s first major ad drive for 
Neet-Heet, a self-siarting box of charcoal, will include spot tv and 
1,000-line newspaper ads in 30 eastern cities, starting May 22. On tv 
about five 60-second or 20-second spots will be used each week 
throughout the summer. Follow-up newspaper ads will be 800, 500 and 
100 lines and radio will be used in selected markets. Doremus & Co. is 
the agency. 


Record Ad Drive Set for Tartan Sun Tan Oils 


BRIDGEPORT, CONN., May 3—McKesson & Robbins will run a record 
summer campaign for Tartan sun tan products in spot tv, outdoor and 
magazines. Eight-second television spots will be used intensively for 
about five weeks in 30 major markets, starting about June 10. During 
June and July about 2,300 outdoor posters are scheduled and a page 
b&w ad will run each month in Ladies’ Home Journal, McCall’s, and 
The Saturday Evening Post. Dancer-Fitzgerald-Sample is the agency. 


Sponsel Leaves Wasey, Joins Hilton & Riggio 

New York, May 3—Kenath T. Sponsel, formerly with Erwin, Wasey 
& Co., has joined Hilton & Riggio as a vp and plans board “ember. 
Since 1951 Mr. Sponsel has been with Foote, Cone & Belding \". Earl 
Bothwell Inc. and Erwin, Wasey. At each shop he handler sulany 
foods (John H. Dulany & Son). 


French & Preston Agency May Close Doors 

New York, May 3—Morris M. Lee, secretary of French & Preston, 
confirmed today that the agency is contemplating closing its doors. A 
wholly owned subsidiary of Selvage & Lee public relations, French & 


Preston lists about a dozen accounts of record, including Gray Audo- 
graph. 


BBDO’s Markman to Supervise Western Air Lines 

New York, May 3—Paul Markman, Batten, Barton, Durstine & Os- 
born vp, is shifting to the agency’s Los Angeles office to supervise 
the recently acquired Western Air Lines and other accounts. Mr. Mark- 


man’s spot as head agency man on the du Pont account will be taken 
over by John Elliott Jr., also a vp. 


Bettancourt Rejoins McCann; Heads Venezuelan Unit 
Caracus, May 3—Alberto Bettancourt has rejoined McCann-Erickson 
Venezolana as president, replacing Albert A. Sommer, who is return- 
ing to McCann’s international office in New York. Mr. Bettancourt, a 
Venezuelan, left McCann in 1952. He has been assistant manager of 
the Chrysler assembly plant here. McCann currently employs 60 per- 
sons in Venezuela. 


Driskill Heads Sales at Ruppert 


New York, May 3—Walter S. Driskill has been elected vp in charge 
of sales for Jacob Ruppert. He was formerly account supervisor on 
Knickerbocker beer at Warwick & Legler. Previously he had been vp 
of marketing for Gunther Brewing Co., Baltimore, and before that di- 
rector of sales for McCormick & Co., and president of the Baltimore 
Colts professional football team. He will fill the position vacated Jan. 
1 when Thomas R. Santacroce resigned to become vp in charge of 
West Coast operations for Compton Advertising (AA, Dec. 31, ’56). 


Spray Queen Names Schram; Other Late News 


e Schram Advertising Co., Chicago, has been named to handle ad- 
vertising for the Spray Queen division of Desmond-Miller Corp., La- 
fayette, Ind. Spray Queen, which manufactures shower curtains, for- 
merly was a direct advertiser. 


e The Crowell-Collier employes’ committee has reached an out-of- 
court settlement for $780,000 with the directors of C-C. Under the 
terms of the agreement, former non-union editorial, advertising and 
circulation employes will receive one week’s pay for every six months 
of service, with a maximum severance of 26 weeks’ pay, or $5,000. 
The oral agreement which will be signed next week, according to Da- 
vid Scoll, of Landis, Taylor & Scoll, committee attorneys, affects some 
600 employes. 


e Baash-Ross Tool Co., Los Angeles, oil field equipment manufactur- 
ing division of Joy Mfg. Co., has named Ullrich & Brown, Houston, 
to handle its advertising effective May 24. Ruthrauff & Ryan formerly 
handled the account, which bills about $150,000 annually. 


e Mytinger & Casselberry Inc., Long Beach, international distributor 
of Nutrilite food supplement, has appointed J. Walter Thompson Co. to 
handle its advertising. Dan B. Miner Co., Los Angeles, previously 
handled the account, which this year is expected to bill more than 
$300,000, all of it in general magazines. The advertiser says it moved 
its account because it needed a national agency. 


e Keith Goodrich, vp of McGraw-Hill Publishing Co., has been named 
treasurer of the company. He joined McGraw-Hill as assistant treasur- 
er in 1945. In 1955 he was elected a vp of McGraw-Hill. Joseph A. 
Gerardi, whom Mr. Goodrich succeeds as treasurer, remains as exec 
vp of the company and chairman of the finance committee of the 
board. 
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TV Film Men 
Defy FCC Study 
Unit's Subpoenas 


(Continued from Page 1) 

Feb. 6 

The questionnaire covered ev- 
erything from gross billings to 
specifics on prices for syndicated 
films in 239 markets. 


® Most of the 200 queried got the 
data in on time, according to FCC 
sources. Subpoenas were issued 
against the seven major producers 
when the commission became con- 
vinced that they would not pro- 
vide all the information volun- 
tarily. In a couple of cases, they 
already had provided—or agreed 
to provide—part of the data. 

In every case the subpoenaed 
executives stayed away from the 
hearing and sent their lawyers in- 
stead. Having failed in their effort 
to get the examiner to grant them 
an adjournment to take up their 
case with the FCC network study 
group, the producers’ lawyers 
submitted a motion asking the 
chief examiner to quash the sub- 
poenas. In each instance the 
grounds for the motion were ba- 
sically the same, primarily that: 


e The FCC and its study group 
lack the authority to investigate 
independent program producers 
and distributors. 


e The records demanded are not 
relevant or material to the study 
of radio and tv network broad- 
casting. 


Several of the motions gave il- 
lustrations to show how far the 
commission could reach if it were 
permitted to investigate anyone 
with whom its licensees deal. This 
is how Official Films made the 
point: 


s “To say that the commission 
can investigate Official Films be- 
cause Official Films sells pro- 
grams to stations would be to say 
that the commission could investi- 
gate anyone with whom its li- 
censees deal. Could the commis- 
sion ask for the annual profits of 
a cement contractor who poured 
concrete footings for the towers 
of broadcast stations? 

“Could the commission ask for 
an operating cost statement from 
the corner grocer who advertises 
over a broadcast station? The an- 
swer is clearly that it could not.” 
In arguing against the motions, 
Asburn T. Bryant, counsel for the 
FCC study group, said the pro- 
ducers’ arguments were the “stock 
defenses” of those who receive 
subpoenas and don’t wish to com- 
ply. 

He cited precedents to argue 
that the commission has jurisdic- 
tion in this matter and that it has 
the right to proceed by formal 
process if necessary when volun- 
tary measures fail—as they al- 
ledgedly did in this case, after 
much effort at negotiation. 


es Mr. Bryant asserted that the 
specifics on the distribution and 
production of programs for tv is 
clearly relevant to the current 
study. “To suggest that we can 
approach no one but the networks 
and the licensees in this study is 
absurd,” he said. 

Lawyers for the producers and 
the FCC will get in their next 
punches in briefs that must be 
filed with the examiner by May 
17. No more oral arguments are 
expected. A decision can come any 
time after that date. 

If the preducers’ motion to quash 
the subpoenas is denied, they 
probably will appeal to the com- 
mission. If this appeal is fruit- 
less, they can take the matter to 
the courts. . 
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Lever's ‘Riley’ Buy Brings Woe to 
Many a Local, Regional Advertiser 


(Continued from Page 3) 
about 70 markets. 

Originally Gulf asked for a sum- 
mer hiatus on the time spot— 
a radio habit which tv has not 
perpetuated. When the request was 
refused, Gulf decided to give up 


the series, and Lever moves in| 


June 14. At press time, Lever had 
not decided exactly how many or 
which markets it wants cleared 
for the show, but NBC’s basic 
group includes a good many west- 
ern and midwestern cities that now 
are on the syndication list. 


s In several markets, such as Los 
Angeles and San Francisco, the 
syndicated “Riley” is carried by 
non-NBC stations. As a result, in- 
dependent film producers and non- 
network advertisers have been 
able to get a half-hour of choice 
time on these NBC affiliates. The 
Friday night spot which “Riley” 
fills on the network is filled on 
KRON-TYV, the San Francisco af- 
filiate, by “Captain Grief,” which 
is sponsored by Standard Oil of 
California. 

In Los Angeles, KTTV, an in- 
dependent station, airs “Riley” un- 
der the co-sponsorship of Bell 
Brand foods and Italian Swiss Col- 
ony wine. The “Riley” time on 
KRCA, NBC’s affiliate, is filled by 
the Rosemary Clooney show for 
Foremost Dairies. 

This two-market illustration 
gives some indication of how many 
stations, advertisers and agencies 
may be affected by NBC's decision 
to sell this longtime combination 
network-syndication show to a 
national network advertiser who 


@ 


wants country-wide clearance. 
The following tables show a 
more detailed picture of the pro- 
|grams, advertisers and _ stations 
| which may be caught in the back- 
| wash of Lever’s buy. 
| Following are programs and 
sponsors in “Life of Riley” net- 
| work time period on some NBC af- 
| filiates: 


If Lever orders these markets, 
these advertisers and shows pre- 
sumably will lose their time peri- 
ods. 

Given below are a few examples 
of syndicated “Life of Riley” spon- 
sorship: 


It looks as though these spon- 
sors will lose a first-run film 
show. 

Of course nobody, including NBC 
Films, can say just how many of 
the current advertisers and stations 


quoted 


a 


nation’s capital 
one newspaper's 
editorials are 


Congressional Record 
than those of any 

=| other newspaper 
ein the world. 


The Washington Post 


AND TIMES HERALD 


Circulation: 415,000 Sunday, 385,000 daily 


REPRESENTED NATIONALLY BY: Sawyer, Ferguson, Walker Co.; 


more in the 


The Hal Winter Co., Miami; Puck, 
The Comic Weekly, Joshua Powers 
Co., Ltd., London. 


would have renewed the series for , 


another cycle. Undoubtedly some 
of them would have dropped out of 
their own volition, since there is 
generally a good deal of coming 
and going in syndication, as in any 
other form of tv. 

While they agree that NBC, 
which owns the successful series, 
has a perfect right to distribute it 
to tv as the network sees fit, some 
of the people who will be left out- 


side iooking in as a result of the | 


Lever buy point out that this is a 
“practical and factual illustration 
of what the exercise of the net- 


City Station Program Sponsor buy’’ powers) 
Bakersfield KERO-TV City Detective Participating does to the 
Denver KOA-TV My Little Margie Participating smaller adver- 
Eugene KVAL Highway Patrol Mission Macaroni, | tiser, the non- 

Morning Milk | network pro- 
Fresno KJEO Captain Grief Standard Oil| ducer and the 
Los Angeles KRCA Rosemary Clooney Foremost Dairies |i n d e p e n d- 
Omaha KMTV Superman Kellogg | ent station. 
Phoenix KVAR Jimmy Smith Show Country Life, As soon as 
Fred Smith) word of the 
Portland, Ore. KPTV O. Henry Playhouse Pacific Power & | Lever buy on 
light;an alternate- 
Sacramento KCRA-TV Captain Grief Standard Oil | week basis 
San Diego KFSD-TV Captain Grief Standard Oil leaked out, 
San Francisco KRON-TV Captain Grief Standard Oil|' some of the 
Seattle KOMO-TV Captain Grief Standard Oil | current multi- 
Spokane KHQ-TV Life of Riley Mission Macaroni,| market spon- 
Star Kist|sors reportedly 


approached the 
syndication di- 
vision of NBC to put in a bid to 
continue alternate-week sponsor- 
ship in their markets. Once the 
show went network, of course, 
such advertisers were completely 
out of the bidding. 


Said one sta- 


Ss ’ 

City Stetion Time now Sac 

Bakersfield KBAK-TV Thurs. 7 p.m. C. M. Johnson (uphol- network adver- 

stery), Stephens (furniture) reo are being 

Eureka KIEM-TV Thurs. 7 p.m. Master bread | pre-empted be- 

Fresno KJEO Thurs. 7 p.m. Star Kist, Bekins cause they can’t 

Phoenix KVAR Tues. 9 p.m. Gulf Oil! ford to buy 

Sacramento KBET Sun. 6:30 p.m. Italian Swiss Colony, the show for 

Star Kist 

Salt Lake City KTVT Fri. 9:30 p.m. _ Stor Kist, Swift & Co. | oa "te soles. 

San Francisco KRON Thurs. 7 p.m. Bekins, Langendorf | 64 out that 

United Bakeries | these advertis- 

Seattle KING-TV Thurs. 7:30 p.m. Stor Kist, | ors also lose 

Buchan’s Bakery | their time peri- 

Spokane KHQ-TV Fri, 8:30 p.m. Mission Macaroni, | 04. and the in- 
Star Kist i 

les Angeles «OO KTIV: «Men. O80 pm. © SB Grand Pood, | 


have made in 
| building a fol- 
lowing for the 


Italian Swiss Colony 


show in their area. 

The saddest agency of all prob- 
ably is the one which recently 
completed $20,000 worth of tailor- 
made commercials featuring Wil- 
liam Bendix in pitches for several 
of its clients. 

Industry sources point out that 
the independent non-network pro- 
ducers lose out in this situation be- 
cause in some of the syndicated 
markets they had been able to get 
half-hour Class A time spots for 
their shows on NBC affiliates—a 
rare occurrence, indeed. With the 
network set to exercise its option 
on the Friday 8:30 p.m., EST, spot 
for Lever and “Riley” in the fall, 
they too expect to be out of the 
running. 

The independent stations will 


,work’s option | 
|time and “must | 


ir 
mye te Wa 


€Doin RS Eo eS aoe 
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PERSUASIVE—In an effort to “estab- 
lish a quicker identity” for its 
products, Elcar 


starting with this two-color page 

in Trailer Dealer, May 15. Ted 

Fenberg Associates, Chicago, ts the 
agency. 


their area. They even have to an- 
| ticipate the unhappy prospect that 
NBC may sell the alternate-week 
| spot on the show to a national ad- 
|vertiser who competes with the 
regional or local advertiser who 
has to give up the program. 


s “It comes down to the fact that 
a local and regional advertiser and 
independent film producer don’t 
have a chance at Class A network 
time if the network wants it,” 
said a station operator. 

NBC Films has until June 14 to 
notify its syndicated sponsors 
and/or their agencies that the 
show will no longer be available 
| to them as of July 1. But the syn- 
|dicator said the notices will be 
| going out soon to Mission Maca- 
roni Co. in Spokane, Ed Marling 
| Stores in Topeka, Kansas City 
Grocers and the others on the list. 

There is a possibility that the 
182 “Riley” films accumulated 
lover the past few years may be 
offered as a re-run package in 
syndication, but this is hardly the 
|same thing as having a fresh show 
of network caliber. “What we and 
|our advertisers want is to be first 
lclass tv citizens,” said one of the 
| soon-to-be-dispossessed syndica- 
| tion customers. 


AWRT Picks Five Directors 

| Five new directors-at-large 
were elected by the American 
| Women in Radio & Television, cli- 
maxing the group’s annual con- 
| vention in St. Louis (AA, April 
|29). They are Jeanne Bacher, 
|KGST, Fresno, Cal.; Ruth Gold- 
berg, manager, cleanliness bureau, 
|Assn. of American Soap & Gly- 
|cerine Producers, New York; 
|Bea Johnson, KMBC, KMBC-TV, 
|KFRM, Kansas City; Henrietta 
Kieser, vp, Bozell & Jacobs, 
|Omaha, and Martha Rupprecht, 
|CBS, New York. Edythe Fern 
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=p |‘Be Patient, Stills 


Hard at Work,’ Jack 
Daniel's Ads Report 


(Continued from Page 3) 
in the face of a demand three to 


|four times greater than the avail- 


ble supply. It boils down to this: 
An advertising campaign in 
newspapers, national magazines, 


| business papers, plus point of sale 
| material 


is being used to “tell 
rather than sell”—tell about ef- 
forts to increase the supply of the 
whisky, rather than just sell it. 
Ads are used once a month in 16 
newspapers in as many markets; 
in Fortune, Holiday, Newsweek, 
Time and also in all of the major 
liquor trade publications. 


s This advertising is intended to 
take the “heat off the retailer” 


who can’t meet consumer demand 


Mobile Homes| for the brand, and also to prevent 
'plans a six-month test campaign |consumers getting distorted ideas 


because of the shortage. 

Ads in liquor publications ex- 
plain what the company is doing— 
and why— in its consumer adver- 
tising to help retailers in the pres- 
ent crisis. 

In addition, a variety of point of 
|sale material is being used. Win- 
idow cards, counter cards and 
|hand-outs for customers explain 
| the shortage under the head “We'd 
|rather ask your patience than lose 
| your respect for Jack Daniel’s.”’ 
| To overcome shelf position dis- 
|advantages, the company is sup- 
plying retailers with pop-up cards, 
| which are cardboard reproductions 
of a Jack Daniel’s bottle. These 
j}cards pop up when a bottle of the 
| brand is taken from a shelf. A lit- 
| tle card affixed to each card says, 
“Sorry, temporarily out of stock.” 


|}@ In 1952 Jack Daniel's Distillery 
decided to seek national distribu- 
tion. Before then it was more or 
less of a regional brand in states 
adjacent to Tennessee. It bit off 
more than it could chew because 
its production facilities were limit- 
ed and it refused to tamper with 
the quality of its product. Demand 
grew faster than supply. 
Production of Jack Daniel’s cur- 
|rently is about 1,000 cases a day. 
It is being increased as rapidly as 
possible consistent with mainte- 
/nance of quality, Mr. Smith said. 
The company’s annual ad- 
vertising budget is estimated to 
be about $600,000. Of this, it 
spends about $225,000 in news- 
papers, about $175,000 in maga- 
zines and about $200,000 in point 
of sale advertising. [ 


‘Toledo Blade’ Boosts Maher 

The Toledo Blade has appointed 
Edward F. Maher manager of the 
|general advertising department. 
Formerly assistant manager of the 
department, he succeeds H. N. 
Hoffner, who has joined the Den- 
ver Post. 


‘Interior Design’ Boosts Lieber 
Hal Lieber, formerly on the 


have to give up a high-rating show | Melrose, WXYZ and WXYZ-TV,| sales staff of Interior Design, New 
that they and their advertisers | Detroit, president, and other offi-| York, has been named eastern ad- 
want to keep—and one that they | cers continue in office for another | vertising manager of the publica- 


feel they have helped to build in 


year. 


| tion. 
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“Ad Age often gives accurate 
previews of future international 


marketing developments” 


says OSCAR S. CORNEJO 
Export Advertising Manager 
Worthington Corporation 


“Although my primary interest is international marketing, | find Advertising Age 
a complete and reliable source for all types of marketing information. 
Knowledge of U. S. developments in the field is as important 


| to me as news from markets abroad. 
OSCAR S. CORNEJO 


Mr. Cornejo began his business career as a salesman for “The detailed r eporting of up-to-the-minute news in 
the Radio Wire and Television Company. After moving 
to the Raytheon Manufacturing Co. as publications 
manager, he later became their assistant advertising man- 
ager. From Raytheon he went to Lapointe Machine & 


Advertising Age often turns out to be an accurate preview of 


ae future international marketing developments. 
Tool Company where he was advertising manager. 
Mr. Cornejo began at Worthington in 1952, as assistant 
account supervisor, was made account supervisor after “In addition to glancing at a copy of Advertising Age which 
one year and since 1954, has been export advertising 
manager. In this capacity, he supervises the company’s as , 4 , 
international advertising and sales promotion operations is circulated in the office, | subscribe at home, where 
in its 12 overseas subsidiary companies and through its 
distributors in over 75 countries. I can read my own copy in more detail and at leisure.” 


Worthington has been in the international field for over 
100 years and today, does an extensive job of promotion 
in this market. 30% of the present advertising and sales 
promotion budget is spent on international trade and 
business publications published in the United States and 
circulated overseas; 30% is spent locally with distributors 
in a cooperative space program; 15% goes to a public 
relations and publicity program conducted throughout 
Latin America and Spain. 
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